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Abstract 

Although the idea that consumers form relationships with brands is widely 

accepted and is a topic of increasing importance in the marketing literature, 

a lack of understanding of the constructs informing consumer-brand 

relationships (CBRs) remains.  A deeper knowledge of how these constructs 

inform the existing CBR theory is needed, especially as there are a number 

of additional constructs emergent in the literature.  In particular, there are a 

dearth of quantitative studies that explore the relationships between CBR 

variables, and current literature calls for qualitative and quantitative 

research to further explore CBRs. 

 

By specifically focusing on the relationships Generation Y consumers form 

with fashion brands, this research provides an enhanced understanding of 

the constructs underpinning these relationships and their outcomes.  Fashion 

brands warrant study as their unique characteristics lead to consumers 

developing CBRs that differ from those formed with other brands.  As 

CBRs are complex and multifaceted, a mixed-methods research approach 

was adopted to ensure richness and depth.  Divided into two critical stages, 

and prefaced by a comprehensive literature review to identify constructs 

pertinent to the study of CBRs, this study employed twenty Narrative 

interviews and a large-scale survey questionnaire (N=675) with Generation 

Y.  Thematic analysis, exploratory and confirmatory factor analysis and 

structural equation modeling (SEM) were used to analyse the data 

generated, with SEM employed to test a conceptual framework of fashion 

brand relationships. 

 

The findings reveal twelve constructs that play a role in Generation Y’s 

fashion brand relationships.  Constructs that were significant include, 

fashion consciousness, self-esteem, susceptibility to interpersonal influence, 

brand tribalism, self-expressive brand, perceived quality/value and brand 

love.  Findings suggest new relationships between price sensitivity and 

brand relationships outcomes, and identify the substantial role of (online) 
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social networks on CBRs.  A discussion of the contributions of this research 

to theory and practice is offered. 
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CHAPTER 1: INTRODUCTION 
 

 

1.1 Introduction 

Almost two decades ago, Fournier (1998) presented a seminal study that 

demonstrated how consumers form relationships with brands.  In her study, 

Fournier (1998) established that consumers can form relationships with 

brands, and these relationships may have different levels of attachment.  

Since this groundbreaking work, the adoption of the relational perspective 

has become an increasingly popular theoretical lens for gaining an 

understanding of the interactions between a brand and its consumers (Aaker 

et al., 2004; Escalas and Bettman, 2005; Fournier, 1998; Swaminathan et 

al., 2007).  Yet, despite its increased acceptance and relevance, the 

relationship perspective remains in its infancy in branding (Dalziel et al., 

2011), as there is a particular dearth of research that focuses on the 

relationships formed at the level of the brand (Fournier, 1998; Zayer and 

Neier, 2011).   

 

This idea that consumers form relationships with brands is referred to as a 

‘consumer-brand relationship’ (CBR) (Fournier, 1998; Smit et al., 2007).   

CBRs are a complex psychological and cultural phenomenon, and creating 

value through brand relationships is challenging (Fournier et al., 2012).  

However, CBRs present many benefits for both the brand and the consumer.  

Specifically, CBRs are of importance because they are associated with 

positive outcomes such as the development of a loyal consumer base (Albert 

et al., 2013; Fournier et al., 2012; Fournier, 1998; Loureiro et al., 2012), 

who are more satisfied with the brand (Esch et al., 2006; Oliver, 1999; 

Papista and Dimitriadis, 2012), have love for the brand (Carroll and Ahuvia, 

2006; Fournier, 1998; Ismail and Spinelli, 2012), and who are more likely to 

engage in positive word-of-mouth (WOM) (Albert et al., 2013; Carroll and 

Ahuvia, 2006; Ismail and Spinelli, 2012).  Therefore, it is crucial that brands 



Chapter 1                                                                                       Introduction 

  2 

facilitate the creation of sustainable relationships with their consumers. 

 

This research study is concerned with the relationships consumers form with 

fashion brands.  Exploring CBRs in relation to fashion brands is of interest 

because fashion brands have two distinctive characteristics that set them 

apart from other brands, and informed this study of CBRs.  Firstly, fashion 

is transient, cyclical and constantly changing (O’Cass, 2004).  Given this 

cyclical nature, fashion brands must constantly update their offerings to 

keep up-to-date with the latest styles.  As fashion changes so frequently it is 

important to develop an understanding of what motivates consumers to form 

relationships with these brands.  Gaining this understanding is especially 

important because a key aim of any brand is to build enduring relationships 

with its consumers (Chang and Chieng, 2006; Randall, 1997).  Secondly, 

fashion brands are highly self-expressive (Grotts and Johnson, 2013), and 

may play an important social role in the lives of consumers as they allow for 

self-presentation and social acceptance (Escalas and Bettman, 2005; Papista 

and Dimitriadis, 2012).  Therefore, it is possible that the transient and self-

expressive nature of fashion brands leads to consumers forming 

relationships that differ from those relationships they have with other 

brands.   

 

An examination of the extant literature highlighted a number of gaps in the 

current understanding of fashion brand relationships.  In particular, there is 

a dearth of literature that explores the types of relationships consumers form 

with fashion brands.  This lack of research is surprising given the fact that 

the global fashion industry was valued at $1,175.4 billion in 2011 (Market 

Line, 2012).  In Ireland alone, expenditure on fashion and apparel is €2.5 

billion per annum (Mintel, 2013).  These figures highlight the substantial 

value of the fashion industry and therefore, to successfully target consumers 

in this valuable market, it is crucial that a deep understanding of the 

relationships consumers form with fashion brands is attained.  Additionally, 

there is a lack of empirical research that develops and tests a model of the 

relationships consumers form with brands (Breivik and Thorbjørsen, 2008; 

Chang and Chieng, 2006; Dimitriadis and Papista, 2011), and in particular 
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fashion brands.  Therefore, one of the primary contributions of this research 

lies in developing and validating a model of the relationships consumers 

form with fashion brands.   

 

This study focuses specifically on those consumers who are members of 

Generation Y.  Generation Y refers to those who were born between 1977 

and 1994 (Noble et al., 2009).  The study of Generation Y consumers is 

important because they represent a vast and extremely valuable consumer 

segment, which differs from their predecessors in many ways (Morton, 

2002; Noble et al., 2009; Pentecost and Andrews, 2010).  For example, 

Generation Y consumers are often revealed to be fickle consumers who lack 

loyalty to brands (Bartlett, 2004; Morton, 2002; Runyan et al., 2013).  

Moreover, unlike any generation gone before them, Generation Y 

consumers have grown up with computers, and as a result are fully informed 

on every aspect of their buying decisions because they use technology to 

search for information before they buy (Bolton et al., 2013; Foscht et al., 

2009).  Therefore, these consumers have distinct characteristics that may 

impact the relationships they form with brands.   

 

Generation Y consumers are of particular interest in this study of fashion 

brands because they are brand and fashion conscious (Bartlett, 2004; Noble 

et al., 2009), and started consuming fashion at an earlier stage of their life 

than any generation before them (Bakewell et al., 2006; Bakewell and 

Mitchell, 2003).  Moreover, Generation Y consumers appreciate rapid 

change when they are consuming brands (Bartlett, 2004) and specifically 

seek self-expressive brands so they can express and define themselves in 

society (Grotts and Johnson, 2013).  Therefore, the unique and self-

expressive characteristics of fashion are inextricably linked with the 

characteristics of Generation Y.  Yet, despite the uniqueness of Generation 

Y, there is a dearth of research that focuses on the relationships these 

consumers form with brands, and more specifically, there is a lack of 

research that explores the relationships these consumers develop with 

fashion brands.  As Generation Y consumers are the both the current and 

future market, gaining an understanding of their brand relationships is 
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crucial if a brand is to successfully build enduring relationships with these 

consumers.  In particular, it is essential that their levels of loyalty are 

determined, as if these consumers have no loyalty to brands, it could prove 

difficult for fashion brands to successfully market to this age cohort.  This 

research aims to address these research gaps, as is set out in the following 

sections and chapters. 

 

The purpose of this chapter is to introduce this research study.  The chapter 

begins in Section 1.2 by presenting the research question and the research 

objectives that guide this research.  Section 1.3 outlines the rationale for 

conducting this study, and Section 1.4 delineates the scope of this research.  

Subsequently, Section 1.5 presents the research philosophy and Section 1.6 

offers a list of operational definitions that will aid the reader in 

comprehending this study.  Section 1.7 outlines the research approach, 

whilst Section 1.8 presents an overview of the organisation of this study.  

Finally, Section 1.9 concludes this chapter. 

 

1.2 The Research Question and Research Objectives 

As set out in the previous section, there are a number of gaps in the 

literature that this research aims to address.  Firstly, this research strives to 

gain a clear understanding of CBRs.  Secondly, due to the fact that fashion 

is unique and fashion brands differ from other brands, this research aims to 

comprehend the relationships consumers form with fashion brands.  Thirdly, 

as Generation Y consumers are extremely valuable and differ from other age 

cohorts, this study intends to gain an enhanced knowledge of the 

relationships these consumers have with fashion brands.  Finally, as there is 

a dearth of quantitative studies that explore the relationships consumers 

form with fashion brands, this research aims to offer a contribution by 

developing and testing a model of the relationships Generation Y consumers 

have with fashion brands.  To achieve these research goals, the following 

research question and research objectives guide this study:  

 



Chapter 1                                                                                       Introduction 

  5 

The central research question of this study is: “What are the relationships 

Generation Y consumers’ have with fashion brands and how do they inform 

consumer-brand relationships?”  The following objectives address this 

research question. 

 

The Primary Objective of this research is: 

 To explore the relationships Generation Y consumers’ develop with 

fashion by conceptualising and testing a framework that studies the 

components of their fashion brand relationships. 

 

The Secondary Objectives of this research are: 

 To conduct a comprehensive review of the extant literature to 

develop a conceptual framework of the components of Generation Y 

consumers’ fashion brand relationships. 

 To contextualise and inform the conceptual framework by gaining 

insights from empirical research among Generation Y consumers’. 

 To allow Generation Y consumers’ define and set the liminalities of 

‘fashion’ and to explore and test their fashion consciousness in their 

fashion brand relationships. 

 To explore and test, using the conceptual framework, the utilitarian, 

self-expressive and hedonic factors that may influence Generation Y 

consumers’ fashion brand relationships. 

 To explore and test, using the conceptual framework, the subjective 

outcomes of Generation Y consumers’ fashion brand relationships. 

 

1.3 Rationale for this Study 

In recent years, there has been an increased focus on the study of 

relationship phenomena among marketing scholars and practitioners (Sung 

and Campbell, 2009).  Although early consumer behaviour research adopted 

a transactional view to the study of consumers’ interactions with brands 

(Swaminathan and Dommer, 2012), the relationship perspective is enjoying 

increased attention due to its relevance to today’s consumers and its 
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potential for insight generation (Aaker et al., 2004).  The idea of CBRs is 

based on a metaphor that suggests consumers form relationships with brands 

similar to how they form relationships with people (Fournier, 1998; 

Loureiro et al., 2012; Swaminathan and Dommer, 2012).  However, 

although there has been an increase in research adopting a relational 

approach, research that explores CBRs in this area remains limited 

(Aggarwal, 2004; Kim et al., 2013a; Zayer and Neier, 2011).  Research that 

proposes and empirically tests a model of the relationships consumers form 

with brands have been particularly scant (Breivik and Thorbjørsen, 2008; 

Chang and Chieng, 2006; Dimitriadis and Papista, 2011), as the majority of 

CBR research has been conducted qualitatively (Aggarwal, 2004; Kim et 

al., 2013a).  This lack of research is surprising given the fact that forming 

strong, sustainable relationships with consumers is essential for the success 

of any brand (Fournier et al., 2012; O’Loughlin et al., 2004).  Further, 

fundamental questions of why and in what forms consumers seek and value 

ongoing relationships with different types of brands remain unanswered 

(Fournier et al., 2012). 

 

Forming relationships between brands and consumers is important for a 

number of reasons, and CBRs are often distinguished by the nature of the 

benefits they offer the parties involved.  For example, strong relationships 

are of benefit to a brand because they guarantee cash flows through brand 

loyalty and a willingness on the behalf of the consumer to embrace brand 

extensions (Fournier et al., 2012).  Strong brand relationships also influence 

the level of love a consumer may hold for a brand and increase the 

likelihood of satisfied consumers engaging in WOM (Carroll and Ahuvia, 

2006; Fournier et al., 2012).  From the perspective of the consumer, forming 

relationships with brands offers many benefits that often extend beyond the 

brands tangible elements (Dalziel, et al., 2011).  For example, “people have 

an inherent desire to communicate who they are” and forming relationships 

with brands allows them to convey the type of person they are to others 

(Schembri et al., 2010 p. 624).  Consumers form relationships with brands 

to engage in self-expression and enhancement of the self-concept, to benefit 

from social integration and being socially accepted by their desired social 
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groups, and also to enhance their self-worth (Escalas and Bettman, 2005; 

Fournier, 1998; Swaminathan and Dommer, 2012).  Therefore, it is possible 

that newly emergent constructs in the marketing literature, such as brand 

tribalism, or constructs from psychology, such as the self-concept or self-

image congruity, may be important in informing the relationships 

consumers form with brands.  Consequently, it is obvious that brand 

relationships provide more than simply functional value for consumers, 

which makes it crucial to gain a deeper understand the meaning that 

consumers attach to their brands (Cooper et al., 2005; Fournier et al., 2012; 

Schembri et al., 2010).  

 

However, CBRs are inherently complex, which is due to their 

multidimensional nature.  As a result, these relationships must be carefully 

created, astutely nurtured, and “judiciously leveraged” if they are to flourish 

(Dalziel et al., 2011; Fournier et al., 2012 p. 1).  The complex nature of 

CBRs stems from the fact that consumers may form relationships with 

brands that differ in their levels of attachment (Dalziel et al., 2011; Esch et 

al., 2006; Fournier, 1998).  Therefore, to understand CBRs fully, many 

different viewpoints and perspectives must be adopted (Fournier et al., 

2012).  It is only when a diverse range of viewpoints are embraced that the 

richness of CBRs can be truly captured (Fournier et al., 2012).  

 

Adding to the complexity of CBRs, according to Fournier (1998 p. 346) 

“relationships both affect, and are affected by, the contexts in which they 

are embedded.”  This suggests that the relationships consumers form with 

their favourite grocery brands or electronic brands, as studied by Fournier 

(1998) and Swaminathan et al. (2007) respectfully, would differ from the 

relationships consumers have with other types of brands, for example 

fashion brands.  Consequently, this differing nature of brand relationships, 

suggests that more empirical research is needed to explore the applicability 

of Fournier’s (1998) typology to fashion brands.  Subsequent studies have 

successfully explored the applicability of Fournier’s (1998) brand 

relationship typology for service brands (Sweeney and Chew, 2002) and to 

both product and service brands (Sung and Campbell, 2009).  To the 
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researcher’s knowledge, one study (Zayer and Neier, 2011) has successfully 

applied Fournier’s typology to the study of fashion brands.  However, in 

their study, Zayer and Neier (2011) only explored the relationships that 

male consumers form with fashion brands.  Moreover, Zayer and Neier’s 

(2011) study was qualitative in nature and did not answer the calls in the 

extant literature to develop and empirically test a model of the relationships 

consumers form with brands (see studies such as Breivik and Thorbjørsen, 

2008; Chang and Chieng, 2006; Dimitriadis and Papista, 2011).  Therefore, 

in addition to exploring the applicability of Fournier’s (1998) original 

typology to the study of Generation Y consumers’ fashion brand 

relationships, this research aims to answer the calls for more research that 

generates and empirically tests a valid model of CBRs (Breivik and 

Thorbjørsen, 2008; Chang and Chieng, 2006; Dimitriadis and Papista, 

2011).  The development of this CBR model will allow for a better 

comprehension of the complex relationships consumers form with fashion 

brands.   

 

Given the unique nature of fashion brands, and the intangible benefits these 

brands offer consumers (for example, self-expression), the complexity of 

the relationships consumers form with fashion brands is intensified.  

Therefore, additional research is needed to gain a clear understanding of the 

types of relationships consumers form with these brands (Zayer and Neier, 

2011).  Research is also needed to comprehend what motivates consumers 

to form long-term relationships with brands (Esch et al., 2006), especially 

fashion brands given that these brands only last for a short period of time 

(O’Cass, 2004).  Studies that focus specifically on the relationships 

consumers form with fashion brands are lacking in the extant literature 

(Zayer and Neier, 2011), and gaining a better understanding of these 

relationships would be invaluable because of the value of CBRs to both the 

brand and the consumer.   

 

Moreover, as previously mentioned, the fashion industry is one of 

considerable size and importance.  In 2011, the global fashion industry was 

valued at $1,175.4 billion (Market Line, 2012).  In Ireland alone, a country 
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with a population of just over four and a half million people (CSO, 2011), 

expenditure on fashion and apparel was €2.5 billion in 2012 (Mintel, 2013).  

These figures demonstrate the vast worth of the fashion industry and 

highlight the fact that the fashion industry is one of considerable 

significance.  Consequently, given the uniqueness of fashion brands, and the 

substantial size and value of the industry, it is clear that gaining a more 

complete understanding of what, how and why consumers form 

relationships fashion brands is crucial.  

 

Further, just as fashion brands are dynamic, self-expressive and swiftly 

changing, Generation Y consumers appreciate rapid change and actively 

seek self-expressive brands when making purchase decisions (Bartlett, 

2004; Grotts and Johnson, 2013).  As previously stated, Generation Y 

consumers are fashion and brand conscious (Bartlett, 2004), and look to 

brands to define themselves and cement their place in society (Grotts and 

Johnson, 2013).  Through consuming fashion these consumers can 

continuously engage in an interpretive dialogue with others that influences 

their actions and identities (Murray, 2002; Schembri et al., 2010).  These 

additional characteristics and traits suggest that the relationships Generation 

Y form with brands may differ and may be more complex than those formed 

with other generations (such as Generation X or Z).  Understanding these 

relationships is crucial as Generation Y consumers are one of the largest 

consumer segments in the world and have unprecedented spending power 

(Kim et al., 2010; Morton, 2002).  Therefore, successfully targeting these 

consumers is essential to the success and survival of a brand.  Given the 

value of this group of consumers, and the importance they place on both 

fashion and self-expressive brands, it is surprising that more research 

focusing on their brand relationships has not been conducted.  Current 

studies on Generation Y consumers tend to focus on comparing these 

consumers to their predecessors (Eastman and Liu, 2012; Pentecost and 

Andrews, 2010) or only study certain segments of Generation Y (for 

example, student members) (Bolton et al., 2012; Noble et al., 2009).  

Therefore, research that focuses exclusively on Generation Y, and on all 

members of this cohort is needed.  Moreover, as previously set out, studies 
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examining the CBRs Generation Y consumers’ form with fashion brands are 

particularly scant in the extant literature.  Therefore, this research ultimately 

aims to address these gaps. 

 

It is therefore evident that CBRs are of considerable importance to the 

success of a brand.  Yet, more empirical insights are needed to gain an 

understanding of the relationships Generation Y consumers form with 

fashion brands. The formation of these fashion brand relationships could 

potentially be informed by a large number of diverse research areas.  This 

study draws on many different areas of the literature but specifically draws 

on the research areas that were of most importance in addressing the 

objectives of this study.  These research areas are outlined in the following 

section, where the scope of this study is delineated.  

 

1.4 The Scope of the Research 

There are a myriad of variables that could potentially inform the 

relationships consumers form with brands.  However, for the purpose of this 

research, there are three aspects of the literature that were overarching 

considerations in most studies.  Therefore, for this study, the key informants 

of the relationships Generation Y consumers form with fashion brands were 

considered as:  

 

 The role of the brand for the self-concept (such as Escalas and 

Bettman, 2005; Schembri et al., 2010; Swaminathan et al., 2007); 

 The outcomes of successful brand relationships (such as brand 

loyalty and brand love) (for example Carroll and Ahuvia, 2006; 

Fournier, 1998); and 

 The role of fashion in the development of CBRs (such as Goldsmith 

et al., 2012; O’Cass, 2004). 

 

Therefore, CBR theory, theory relating to the self-concept, consumer 

behaviour research and research that focused on the motivations for 
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consuming fashion were pivotal in informing this research study.  In 

conducting this study, a broad review of these research areas was required to 

better understand how a study of CBRs might be constructed.  In particular, 

given that this study is concerned with the relationships consumers form 

with brands, this research drew heavily on the CBR literature and on 

Fournier’s (1998) seminal study.   

 

While this research draws on relationship marketing, its specific aim is to 

understand the relationships consumers form with fashion brands.  

Therefore, although relationship marketing informs this study to an extent, 

the real focus is on the relationships formed at the level of the brand.  In 

exploring the different areas of the literature related to this research, this 

study is centred on the relationships consumers form with brands (Fournier, 

1998; Zayer and Neier, 2011), the role the brand plays in the lives of 

consumers (Bakewell et al., 2006; Belk, 1988; Grotts and Johnson, 2013; 

O’Cass and Frost, 2002), how the brand is instrumental in the construction 

of the self-concept (Belk, 1988; Escalas and Bettman, 2005; Schembri et al., 

2010; Swaminathan et al., 2007) and on the linking value of the brand in 

connecting the consumer to others (Veloutsou and Moutinho, 2009).  This 

study also explored the relationships that exist between the consumer and 

fashion brands, and the extent to which fashion brands achieve certain 

outcomes, such as brand love or brand loyalty (Carroll and Ahuvia, 2006).  

Given the vast amount of variables that could have informed this research, it 

was essential to conduct a comprehensive review of the extant literature to 

better understand CBRs and to determine the variables that had the most 

relevance for this study.  By focusing on conceptual and empirical studies in 

the extant literature, a comprehensive review of over one-hundred studies 

identified four antecedents (fashion consciousness, brand tribalism, brand 

trust, self-image congruity) and four outcomes (satisfaction, brand love, 

brand loyalty and WOM) of CBRs that were common to the literature.  This 

comprehensive literature review also revealed the relationships that exist 

between these constructs.  Consequently, these eight constructs were central 

in informing the first stages of this research, as is set out in the following 
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chapters.  As the scope of the research has been discussed, the philosophy 

that guided this research is now outlined.  

 

1.5 The Research Philosophy 

Within the context of Ph.D. research, the research philosophy refers to a set 

of assumptions that provides the conceptual and philosophical guidelines 

that a researcher follows when undertaking a research study (Deshpande, 

1983).  According to Guba and Lincoln (1994), there are four scientific 

philosophies (or paradigms) that can guide a researcher when undertaking 

research: positivism; post-positivism; critical theory; and constructivism.  

Each philosophy is comprised of three elements: the research ontology, 

epistemology and methodology (Healy and Perry, 2000).  Essentially, 

ontology refers to the ‘reality’ that is investigated when undertaking 

research; epistemology applies to the link between this reality and the 

researcher conducting the research; and the methodology refers to the 

approach the researcher adopts to discover this reality (Healy and Perry, 

2000).  Table 1.1 presents a summary of these scientific philosophies and 

their ontological, epistemological and methodological elements.  

 

Table 1.1 Scientific Philosophies and their Elements 

Philosophy 

Element                  Positivism      Post-positivism          Critical Theory   Constructivism  
Ontology Naïve realism 

- reality is real 

and 

apprehensible 

Critical realism - 

Reality is ``real'' 

but only 

imperfectly and 

probabilistically 

apprehendable 

 

Historical 

realism -

`Virtual'' reality 

shaped by 

social, 

economic, 

ethnic, political, 

cultural, and 

gender values; 

crystallised over 

time 

Relativism - 

Multiple local 

and specific 

``constructed'' 

realities 

 

Epistemology Dualist/ 

Objectivist: 

findings true 

Modified dualist/ 

objectivist; critical 

tradition/ 

community; 

findings probably 

true 

 

 

Transactional/ 

subjectivist; 

value mediated 

findings 

Transactional/ 

subjectivist; 

created 

findings 
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Common 

Methodologies 
Experimental/ 

Manipulative: 

verification of 

hypotheses; 

chiefly 

quantitative 

methods 

Modified 

experimental/ 

manipulative: 

critical 

multiplism; 

falsification of 

hypotheses; may 

include qualitative 

and quantitative 

methods 

 

Dialogic/ 

dialectical: 

researcher is a 

``transformative 

intellectual'' 

who changes the 

social world 

within which 

participants live 

Hermeneutical

/dialectical: 

researcher is a 

``passionate 

participant'' 

within the 

world being 

investigated 

Source: Guba and Lincoln (1994 p. 109); Healy and Perry (2000 p. 119). 

 

It is evident from Table 1.1 that different research philosophies adopt 

differing epistemological and ontological positions, and employ the use of 

different methodologies.  Despite this, many similarities exist across these 

philosophies.  For example, positivists and post-positivists both strive for an 

explanation that facilitates the prediction and control of marketing 

phenomena (Guba and Lincoln, 1994; Riege, 2003).  They also both gather 

knowledge by engaging in a process of “accretion” that may allow for 

generalisations to be made to a population with “predictable confidence” 

(Guba and Lincoln, 1994 p. 114).  However, these philosophies differ in 

relation to the interpretation of phenomena that has yet to be fully 

discovered or understood (Riege, 2003).  For example, with positivism, 

knowledge consists of verified hypotheses that can be accepted as facts or 

laws, whereas with post-positivism, knowledge consists of non-falsified 

hypotheses that can be viewed as probable laws or facts (Guba and Lincoln, 

194 p. 113).  

 

When adopting a positivist approach, the researcher is said to view the 

world through a “one-way mirror” (Guba and Lincoln, 1994 p. 110), as the 

data and its analysis are “value-free,” and the data does not change because 

it is being observed (Healy and Perry, 2000 p. 119).  As this research 

entailed the examination of human interactions and real-life experiences, 

adopting a positivist stance was not suitable because with this approach, the 

factors underlying human behaviour are often not considered (Healy and 

Perry, 2000; Hunt and Hansen, 2010; Perry et al., 1999).  The reason for 

this is positivist researchers distance themselves from the world they study 

and therefore, may lack a deeper understanding of human interactions 
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through engaging in real-world life events (Healy and Perry, 2000).  

Consequently, for consumer behaviour research, positivism may not be as 

fruitful when it comes to generating knowledge (Sobh and Perry, 2005).  

 

The alternative research philosophies of constructionism and critical theory 

were also less suitable for this research.  With these philosophies, the 

argument is “that the world is constructed by people and these constructions 

should be the driving forces investigated in social science research” (Sobh 

and Perry, 2006 p. 1198).  Therefore, the central component of these two 

philosophies is that an individual’s constructed reality has a strong impact 

on their behaviour and, as a result, any external reality that may exist is not 

of importance (Sobh and Perry, 2006).  This may miss out on valuable 

insights from that external reality as with these two approaches, it is not 

possible to compare the various contrasting realities of different people 

(Sobh and Perry, 2006), which is central to the question of this research.  

Consequently, as it is not possible to measure perceptions by a common 

standard, these two philosophies were inappropriate for this research (Sobh 

and Perry, 2006 p. 1198).  

 

Post-positivism, which adopts a more realist approach, guided this research 

as it enabled the researcher to determine if the constructs employed in the 

CF were relevant for this study.  Post-positivism refers to a thinking that 

emerged to address the criticisms and limitations of positivism (Creswell, 

2009).  Post-positivism acknowledges that researchers cannot be ‘positive’ 

about knowledge claims when human behaviour and actions are under study 

because they are influenced by many different factors, such as their 

background and values (Creswell, 2009).  Post-positivists view perception 

as “a window on to reality through which a picture of reality can be 

triangulated with others perceptions” (Perry et al., 1999 p. 18).  Therefore, 

adopting a post-positivist perspective means the researcher acknowledges 

differences existing between the world and certain perceptions of it.  

Considering the complex nature of consumer behaviour and CBRs, post-

positivism was appropriate for this study as it accepts that the phenomena 

being studied are complex and those under investigation make choices 
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(Healy and Perry, 2000; Hunt, 1990; Sobh and Perry, 2006).  Adopting a 

post-positivist stance was also warranted as the topic under study in this 

research was dynamic, transient and in a constant state of change (O’Cass, 

2004).  Furthermore, within post-positivism, both qualitative and 

quantitative methodologies are viewed as appropriate for investigating the 

fundamental components that drive actions and events (Guba and Lincoln, 

1994; Healy and Perry, 2000; Krauss, 2005).  Within this paradigm, 

methods such as interviews are both acceptable and appropriate when 

conducting research, as are quantitative methods such as structural equation 

modeling (SEM) (Krauss, 2005).  Therefore, adopting this research 

philosophy was particularly relevant, because as is set out in the following 

section, this study employed a mixed-methodology of Narrative interviews 

and survey research.  

 

In adopting a post-positivist ontological research approach, the researcher 

also adopted an epistemological stance that is referred to as being modified 

dualist/objectivist (see Table 1.1).  This means that the methods employed 

in conducting this study were used with the aim of ensuring objectivity in 

the findings.  Finally, it must be noted that pre-existing knowledge was used 

to guide the development of this research.  Pre-existing knowledge of the 

literature was also employed to support the findings that were generated 

throughout both stages of this study (Guba and Lincoln, 1994). The 

following section outlines the research approach adopted in this study. 

 

1.6 Overview of the Research Approach 

This study is exploratory in nature and employs a mixed-methodology to 

gain a deeper understanding of the relationships Generation Y consumers’ 

form with fashion brands.  This mixed-methods approach offers a 

contribution as previous CBR studies have employed either a qualitative 

(for example, Fournier, 1998; Papista and Dimitriadis, 2012; Swaminathan 

et al., 2007; Zayer and Neier, 2011) or a quantitative methodology (for 

example, Breivik and Thorbjørsen, 2008; Chang and Chieng, 2006; 
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Dimitriadis and Papista, 2011), with the majority of these previous CBR 

studies employing qualitative methodologies (Aggarwal, 2004; Kim et al., 

2013a).  Specifically, this study was divided into two critical phases, 

prefaced by a comprehensive review of the extant literature (see Figure 1.1).  

From this comprehensive literature review, a CF was developed to guide the 

first research phase.  Consistent with Fournier (1998), Schembri et al. 

(2010) and Zayer and Neier (2011), the first phase of this study was 

qualitative in nature and employed Narrative interviews to gather insights 

on fashion brand relationships from the entire Generation Y age group (i.e. 

those born between 1977 and 1994) (Noble et al., 2009).  In total, twenty 

Narratives were conducted with student and non-student members of 

Generation Y.  The data from this phase was analysed thematically, where 

the researcher looked for patterns or themes in the data and interpreted the 

data accordingly.  Reliability was assured as inter-coder reliability was 96%.  

Conducting this phase of the study was important, as it allowed the 

researcher to contextualise the research and inform the CF that was 

developed following the comprehensive review of the literature.  The 

Narratives also allowed the researcher to address the research question by 

exploring the types of relationships Generation Y form with fashion brands.  

The Narrative findings revealed the types of relationships Generation Y 

consumers form with fashion brands, and prompted further review of the 

literature, with both the Narratives and the literature informing the revised 

CF.  Allowing the CF to be informed by the Narratives was important as it 

ensured that the revised CF contained the constructs that are of central 

importance to Generation Y consumers’ fashion brand relationships.  The 

research hypotheses, which were developed from the literature and informed 

by the Narratives, were also presented following the qualitative research and 

were tested in the subsequent quantitative research phase.  
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Figure 1.1 The Research Process 

 

 

The second phase of this study adopted a quantitative research methodology 

to test the revised CF and the research hypothesis.  In this phase, large-scale 

survey questionnaires were conducted with members of Generation Y.  As 

with the Narratives, both student and non-student members of Generation Y 

participated in this phase of the research.  In total, 675 valid questionnaires 

were used in the analysis.  The results of these questionnaires were analysed 

with the aid of SPSS 20 and AMOS 20.  SPSS 20 was employed to conduct 

a descriptive analysis of the data and to carry out an exploratory factor 

analysis (EFA) to check the underlying structure of the constructs used in 

this study.  AMOS 20 was used to conduct confirmatory factor analysis 

(CFA) to confirm the measurement model.  AMOS 20 was also employed to 

validate the structural model and test the relationships presented in the CF 

using structural equation modeling (SEM).  

 

1.7 Operational Definitions 

In order to facilitate comprehension of this study, a list of operational 

definitions is presented to clarify the meaning of the main terms employed 

throughout this research. 

 

Firstly, a brand is defined as “a cluster of values that enables a promise to 

be made about a unique and welcomed experience, and that facilitates the 
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creation of relationships with its consumers” (adapted from de Chernatony, 

2009).  

 

Brand Love is defined as “the degree of passionate emotional attachment a 

satisfied consumer has for a particular trade name” (Carroll and Ahuvia, 

2006 p. 81). 

 

Brand Loyalty is defined as “a deeply held commitment to re-buy or re-

patronise a product/service consistently, causing repetitive purchasing, 

despite situational influences and marketing efforts having the potential to 

cause switching behaviour” (Oliver, 1999 p. 34). 

 

Brand Tribes are defined as representing “a network of societal micro-

groups in which individuals share strong emotional links, a common sub-

culture and a vision of life” (Veloutsou and Moutinho, 2009, p. 316).  Brand 

Tribalism is centred around the use of symbolism to demonstrate a members 

allegiance to the group (Cova, 1997). 

 

Brand Trust is defined as “the willingness of the average consumer to rely 

on the ability of the brand to perform its stated function” (Chaudhuri and 

Holbrook, 2001 p. 82). 

 

Confirmatory Factor Analysis (CFA) is a way of testing how well 

measured variables accurately represent a smaller number of constructs 

(Hair et al., 2006). 

  

Consumer Brand Relationship (CBR) refers to the tie that exists between 

a person and a brand (Chang and Chieng, 2006).  This tie can be voluntary 

or enforced interdependently between the person and the brand (Chang and 

Chieng, 2006) 

 

Exploratory Factor Analysis (EFA) is a statistical technique that defines 

possible relationships between variables in the most general form before 



Chapter 1                                                                                       Introduction 

  19 

allowing a multivariate technique to estimate the relationships (Hair et al., 

2006).   

 

Fashion is defined as “a way of behaving that is temporarily adopted by a 

discernible proportion of members of a social group because that chosen 

behaviour is perceived to be socially appropriate for the time and situation’’ 

(Shang et al., 2005 p. 403).  

 

Fashion Consciousness refers to “a person’s degree of involvement with 

the styles or fashion of clothing” (Nam et al., 2007 p.103). 

 

Generation Y refers to those individuals who were born between 1977 and 

1994 (Noble et al., 2009). 

 

Irish is defined as relating to Ireland and its people (Oxford Dictionary,  

2013). 

 

Narratives are stories, accounts, tales or descriptions, that allow 

participants to engage in unprompted discussion to try structure, interpret 

and understand their lives (Shankar et al., 2001; Stern, et al., 1998). 

 

In the context of this study, a non-student refers to any member of the 

population that is not in full-time education. 

 

Perceived Quality (PQ) refers to the customer’s assessment of the overall 

excellence, esteem, or superiority of a brand when compared to available 

alternatives (Netemeyer et al., 2004). 

 

Perceived Value (PV) refers to the customer’s evaluation of the use of the 

brand based on their perceptions of what they give (e.g., price) and receive 

(e.g., quality) when compared to other brands (Netemeyer et al., 2004). 

 

Price Sensitivity refers to how a consumer reacts to prices levels and to 

changes in these price levels (Goldsmith and Newell, 1997).  
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Satisfaction refers to when a consumer senses “consumption fulfills some 

need, desire, goal, or so forth and in a pleasurable way” (Oliver, 1999 p. 

34). 

 

Self-Esteem refers to the feelings a person has about their worth or how 

they value themselves (Rosenberg, 1979).  Self-esteem is a component of 

the self-concept, and encompasses the feelings a person holds about their 

personal appearance, and other dimensions of the self (Joung and Miller, 

2006). 

 

Self-Expressive Brand refers to those brands that consumer’s perceive to 

enhance their social self and/or reflects their inner self (Carroll and Ahuvia, 

2006). 

 

Self-Image Congruity refers to the idea that consumers select brands that 

have an image they perceive to resemble their self-concept (Kressman et al., 

2006; Liu et al., 2012; Sirgy et al., 2008; Sirgy et al., 1997; Sirgy, 1986). 

 

In this study, a student refers to any member of the population in full-time 

education. 

 

Structural Equation Modeling (SEM) refers to a collection of related 

statistical methods that takes a confirmatory approach to the examination 

and explanation of the set of relationships between variables (Byrne, 2010; 

Kline, 2010; Tabachnick and Fidell, 2007). 

 

Susceptibility to Interpersonal Influence (SUSCEP) is defined as “the 

need to identify or enhance one’s image with significant others through the 

acquisition and use of products and brands, the willingness to confirm to the 

expectations of others regarding purchase decisions, and/or the tendency to 

learn about products and services by observing others and/or seeking 

information from others” (Bearden et al., 1989 p. 474). 
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Social Networking Sites (SNSs) are defined as “web-based services that 

allow individuals to (1) construct a public or semi-public profile within a 

bounded system, (2) create a list of other users with whom they share a 

connection, and (3) view and navigate their list of connections and those 

made by others within the system” (Pagani et al., 2011 p. 443). 

 

Word-of-Mouth (WOM) is defined as “the informal communication that 

occurs between private parties when there are evaluations of goods and 

services” (Anderson, 1998 p. 6). 

 

1.8 Organisation of the Study 

This study is set out as follows: 

 

Chapter 2 – The Literature Review: In this chapter the key concepts of 

this research study are introduced.  The concept of a brand is defined before 

the importance of CBRs is outlined.  Subsequently, the importance of the 

study of fashion brands is discussed and the criticality of the study of 

Generation Y is outlined.  The purpose of this chapter is to give an insight 

into the key areas of this research, to identify the gaps in the literature that 

this research aims to address and to enable the reader to become familiar 

with the purpose of this research topic.  

 

Chapter 3 – Comprehensive Literature Review: Given that there is a 

multitude of variables that can inform the relationships consumers form 

with brands (Dalziel et al., 2011), a comprehensive review of the extant 

literature is conducted to identify those constructs of most importance to 

CBRs.  Over one-hundred conceptual and empirical quantitative studies 

inform this comprehensive literature review.  The purpose of this 

comprehensive literature review is to determine the key constructs that 

inform the relationships Generation Y consumers form with fashion brands 

and the relationships between these constructs.  Following this 

comprehensive literature review the CF of this study is presented. 
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Chapter 4 – Qualitative Research Methodology: This chapter outlines 

and justifies the methodology employed to conduct the qualitative research 

phase.  In this phase, twenty Narrative interviews were conducted with 

Generation Y consumers to contextualise and inform the CF developed 

following the comprehensive literature review.  The approach taken was 

grounded in the work of Fournier (1998) and Thompson and Haytko (1997).  

The data generated in this stage of the research was analysed thematically. 

 

Chapter 5 – Qualitative Data Analysis: This chapter presents the key 

themes that emerged from the Narratives.  This chapter begins by presenting 

the types of brands the Narrative participants considered to be ‘fashion.’  

Subsequently, the qualitative findings are presented in line with Fournier’s 

(1998) seminal CBR study.  Therefore, the analyses of the individual 

transcripts are presented first, followed by a cross-case analysis of the key 

themes that emerged from the data.  

 

Chapter 6 – Revised Conceptual Framework and the Research 

Hypotheses: In this chapter, to adequately encapsulate the relationships 

Generation Y consumers form with fashion brands, the Narrative findings 

and the literature are employed to support the existing constructs and inform 

the inclusion of new constructs, emergent from the Narratives that are 

essential to this study.  Therefore, supported by the literature, these 

Narrative findings inform the revision of the CF.  The research hypotheses 

are also set out in this chapter.  These hypotheses represent the relationships 

depicted in the revised CF, that were tested in the second phase of this 

study. 

 

Chapter 7 – Quantitative Research Methodology: This chapter outlines 

and justifies the steps followed in conducting the quantitative research 

methodology.  In this phase, a large-scale survey questionnaire (N=675) was 

carried out to measure the relationships Generation Y consumers form with 

fashion brands.  The research hypotheses were also tested in this phase of 

the study.  The data generated in this quantitative stage was analysed with 
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the use of descriptive analysis, exploratory factor analysis (EFA), 

confirmatory factor analysis (CFA) and structural equation modeling 

(SEM). 

 

Chapter 8 – Quantitative Data Analysis: This chapter details the steps 

taken in analysing the quantitative data.  As noted earlier, 675 completed 

questionnaires from Generation Y consumers were available for analysis.  

In this chapter, a descriptive analysis of the data is presented, before the 

underlying factor structure of the measures employed in the survey is 

explored in EFA.  EFA also allowed the researcher to explore whether the 

scales performed well with an Irish sample, and to check whether there were 

any problematic items.  Both of these stages of analysis were conducted 

with the aid of SPSS 20.  Once the factors were explored, CFA was 

undertaken to test the measurement model.  When a valid measurement 

model with an acceptable model fit was attained, the structural model was 

tested.  The stages followed in attaining valid measurement and structural 

models are detailed throughout this chapter.  AMOS 20 was employed to 

conduct the CFA and SEM.   

 

Chapter 9 – Discussion of the Research Findings: This chapter presents 

the discussion of the findings of this research.  The results of the hypothesis 

tests are explored and informed by both the Narratives and the literature.  In 

this chapter, the findings are presented by addressing the objectives of this 

study.  The research question is also addressed in this chapter. 

 

Chapter 10 – Conclusion: The final chapter concludes this study.  In this 

chapter a brief overview of the research hypotheses is presented before the 

contribution of this research is outlined.  This research has many 

contributions and implications for both theory and practice, all of which  are 

discussed in detail in this chapter.  The methodological contributions are 

also outlined in this chapter.  As with all research, this study is not without 

its limitations.  Therefore, the limitations of this study are also outlined in 

this chapter.  Recommendations for further research are presented. 
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1.9 Conclusion 

The purpose of this chapter was to introduce this research study.  During the 

course of this chapter, Section 1.2 presented the research question and 

research objectives that guide this study.  Section 1.3 outlined the rationale 

for conducting this research and Section 1.4 determined the scope of this 

study.  Subsequently, Section 1.5 outlined the philosophical positions that 

guided this research and Section 1.6 presented an overview of the research 

approach.  Section 1.7 offered the operational definitions to aid 

comprehension of this research, while Section 1.8 set out the organisation of 

this study.  The following chapter presents the literature review, where the 

key research gaps that will be addressed by this study are delineated.  
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CHAPTER 2: LITERATURE 

REVIEW  

 

 

2.1 Introduction 

As set out in the previous chapter, this research study aims to explore the 

relationships Generation Y consumers’ form with fashion brands.  

Consumer-brand relationships (CBRs) are vital to the success of any brand 

(Fournier et al., 2012; O’Loughlin et al., 2004), yet they are lacking in 

research.  In particular, little is known about the relationships consumers 

form with fashion brands.  Fashion brands warrant study because they differ 

from other brands due to their unique characteristics.  Therefore, this 

research aims to build on existing CBR theory to gain a better understanding 

of the relationships Generation Y consumers form with fashion brands.  

This chapter presents a review of the extant literature.  In addressing the 

research question at the centre of this study (see Chapter 1), this chapter is 

divided into four sections.  Section 2.2 introduces and defines the concept of 

a brand.  Section 2.3 presents a detailed discussion of CBRs.  Section 2.4 

outlines the importance of the study of fashion brands.  Subsequently, 

Section 2.5 justifies the relevance of Generation Y to this research.  This 

chapter is concluded in Section 2.6.  

 

2.2. What is a brand? 

There is much debate in the extant literature over the definition of a brand.  

One of the earliest brand definitions stems back to 1960 when the American 

Marketing Association (AMA) proposed that a brand was “a name, term, 

sign, symbol or design, or a combination of them, intended to identify the 

goods or services of one seller or group of sellers and to differentiate them 

from those of their competitors.”  Although this definition addresses one of 
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the main purposes of a brand, i.e. to differentiate the company’s products 

from its competitors, this company-orientated definition has received much 

criticism in the extant literature for being too restrictive (de Chernatony and 

Dall’Olmo Riley, 1998).  Theorists believe this definition is too product-

focused, and places too great an emphasis on the brand’s visual features as a 

point of differentiation, while ignoring the importance of intangible brand 

components and consumers’ perceptions (Arnold, 1992; Crainer, 1995; de 

Chernatony and Dall’Olmo Riley, 1998).  

 

In addressing some of the limitations of the AMA’s company-orientated 

definition, Bennett (1988) posited a variant of this definition, which has 

since been adopted by theorists, such as Dibb et al. (1997).  In this 

definition a brand is described as “a name, term, design, symbol or any 

other feature that identifies one seller’s good or service as distinct from 

those of other sellers” (Bennett, 1988 p. 18).  The crucial difference between 

this definition and that of the AMA is the inclusion of the words ‘or any 

other feature,’ which allows a brand’s intangible elements to be considered 

as one of the components that sets the brand apart from its competitors.  The 

inclusion of these four words is important because it allows the definition to 

focus on one of the most basic and fundamental purposes of a brand – 

differentiation through the use of the brands unique features (Wood, 2000).  

However, as with the AMA’s definition, Bennett (1988) adopts a corporate 

perspective by only focusing on how a brand is differentiated through the 

brand name and visual identity (de Chernatony and Dall’Olmo Riley, 1998), 

rather than attempting to highlight the benefits a brand may offer the 

consumer.  Branding is not something that is simply ‘done’ to consumers, 

and the consumer is not merely a passive recipient in the brand’s marketing 

efforts (Meadows, 1983).  Consequently, it is crucial that a definition that 

encapsulates the true dimensions of a brand by highlighting the importance 

of the consumer, is adopted in this study of CBRs. 

 

Defining a brand from the consumer’s perspective, Ambler (1992) stated 

that a brand refers to the promise of a bundle of attributes that offer 

satisfaction to the consumer.  According to Ambler (1992), these attributes 
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can be real or illusory, rational or emotional, tangible or invisible.  

Therefore, it is clear that this view of a brand is more consumer-orientated 

than those put forward by the AMA (1960) and Bennett (1988), as the focus 

rests on satisfying the consumers’ needs by meeting the brand’s promise to 

offer certain features to its customers.  In line with this consumer-focused 

brand definition, the AMA updated their definition through the years to 

encompass the importance of the consumer.  The AMA (2013) currently 

defines a brand as “customer experience represented by a collection of 

images and ideas; often, it refers to a symbol such as a name, logo, slogan, 

and design scheme.  Brand recognition and other reactions are created by 

the accumulation of experiences with the specific product or service, both 

directly relating to its use, and through the influence of advertising, design, 

and media commentary.”  This updated definition illustrates a substantial 

shift in thinking as the emphasis has moved from the brands elements to the 

experience the consumer receives when they consume the brand.  In line 

with Keller’s (2008) notion that the power of a brand now resides with the 

consumer rather than with the brand, this definition emphasises the central 

importance of the consumer in the success of a brand.  

 

de Chernatony and McDonald (1992) also focus on the consumer when 

defining a brand but add another important dimension by describing a brand 

as an identifiable product, service, person or place, that is presented in such 

a way that the consumer perceives it to provide relevant, unique, sustainable 

added values that satisfy their needs.  The strength of this definition lies in 

its consideration of the many different ways in which a brand can be 

produced, i.e. product, service, person or place.  Consequently, this 

definition shows how the scope of brand extends far beyond the once 

limited view of products and services.  Moreover, a key component of this 

definition is the reference to the added value a brand offers and how this 

value is linked to the needs and wants of the consumer.  In doing this, the 

authors illustrate how the consumer is a core component of a successful 

brand (Keller, 2008).  
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Wood (2000) draws on many of the previously discussed approaches when 

defining a brand and provides an integrated definition that highlights the 

importance of the brand to all its stakeholders.  In this definition the brand is 

referred to as “a mechanism for achieving competitive advantage for firms, 

through differentiation. The attributes that differentiate a brand provide the 

customer with satisfaction and benefits for which they are willing to pay” 

(Wood, 2000 p. 666).  It is evident that this definition provides a more 

complete picture of what a brand is by highlighting the benefits a brand 

offers to both the company and the consumer.  This definition clearly states 

that the purpose of a brand is to differentiate the company’s offering from 

its competitors, while at the same time offering benefits or attributes to the 

consumer that satisfy their needs.  Therefore, the benefits of a brand are 

addressed from both the perspective of company and the consumer.  

However, what this definition fails to acknowledge is the importance of the 

added value a brand offers to its consumers, as outlined by de Chernatony 

and McDonald’s (1992).  

 

de Chernatony (2009) further defines a brand as “a cluster of values that 

enables a promise to be made about a unique and welcomed experience.”  

With this definition the focus is initially centered on the brands 

functionally-orientated values, which then lead to a more emotionally driven 

state as the brand continues to add value for its stakeholders (de 

Chernatony, 2009).  By not creating a connection to any particular product, 

service, place or person, this concise definition addresses the important 

aspect of the intangibility of a brand.  This definition also focuses on two 

core purposes of a brand – differentiating the brand and adding value for its 

stakeholders.  However, there is one key feature of a brand that this 

definition does not address, the role the brand plays in facilitating a 

relationship with its consumers.  

 

It is obvious that there has been much deliberation in the extant literature 

over what constitutes a brand.  The differing definitions that exist are partly 

the result of contrasting research philosophies and defining the brand from 

different stakeholder perspectives (Wood, 2000).  Moreover, brands have 
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also be been defined in relation their purpose or their characteristics (Wood, 

2000).  Consequently, from these definitions it is clear that brands are 

complex and multifaceted, and although branding is an established area of 

research, brands continue to lack a common conceptualisation (Bridson and 

Evans, 2004; Blumental, 2004; McColl and Moore, 2011).  Therefore, it is 

essential that a clear understanding of what constitutes a brand is captured in 

a single, concise definition.  

 

From the definitions outlined thus far, it is clear that a brand can be 

considered solely from the perspective of the firm, or from a broader 

stakeholder perspective.  In line with Carroll (2009), it is the researchers 

view that the consumer plays a significant role in the creation of strong, 

powerful brands, as brands are co-produced by the consumer and the firm.  

Consequently, the broader stakeholder perspective is adopted in this 

research to define a brand, as a brand provides value to all of its connected 

stakeholders.  It is also the author’s contention that this value is central to 

the definition of a brand.  In fact, it is the researcher’s belief that the key to a 

successful and profitable brand lies in its ability to add value to its 

stakeholders’ experiences (de Chernatony, 2010).  

 

Brands create value for firms in many ways. One of the most important and 

profitable ways brands create such value is through the creation of perceived 

differences in the minds’ of their consumers (Keller, 2008).  These 

perceived differences facilitate the development loyal consumers, who form 

a relationship with the brand and continually purchase it in the future 

(Keller, 2008).  With respect to the consumer, brands create value by 

serving as both signals of product quality and by creating meaningful 

associations that add value extending beyond the products intrinsic 

attributes (Chernav et al., 2011; Fournier, 1998).  Therefore, brands provide 

value to the consumer not only for their functionality and the utilitarian 

benefits they offer, but also because they act as badges that convey social 

meaning and facilitate social acceptance (Carroll, 2009).  Consequently, 

brands may have a symbolic value that allows consumers to project the type 

of person they are to others (Moutinho et al., 2007).  Moreover, brands add 
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value for both the consumer and the firm by playing a central role in 

facilitating the formation of bonds and the creation of CBRs.  This further 

highlights the complexity of a brand and therefore, in defining a brand 

within this study, it is essential that the definition focuses on the importance 

of the value a brand creates for all of its stakeholders, not just the firm or the 

consumer.  

 

Consequently, in the context of this study de Chernatony’s (2009) definition 

of a brand is adopted and extended to reflect three core aspects of a brand.  

While de Chernatony’s definition addresses two important components of a 

brand, it lacks an acknowledgement of the crucial role a brand plays in the 

creation of successful relationships with consumers.  After all, the creation 

of strong, sustainable CBRs are a critical core component of brand success 

(Fournier et al., 2012; Carroll, 2009; O’Loughlin et al., 2004).  Therefore, 

this study presents a definition that focuses on the following three core 

purposes of a brand – differentiating the brand from its competitors, adding 

value for its stakeholders and facilitating the creation of successful CBRs.  

Consequently, in this research, a brand is defined as “a cluster of values that 

enables a promise to be made about a unique and welcomed experience, and 

facilitates the creation of relationships with its consumers.” 

 

As the concept of a brand has now been defined the literature review moves 

to discussing the importance of the relationships consumers form with 

brands.  Certain types of brands are particularly suited to the creation of 

relationships that allow the consumer to continuously signal the type of 

person they are to others (Moutinho et al., 2007).  Consequently, consumers 

often achieve meaning through the relationships they form with brands 

(Morandin et al., 2013), which makes it essential to gain a deeper 

understanding of the underlying motivations of CBRs.   

 

2.3 Consumer-Brand Relationships 

Early consumer behaviour research adopted a transactional view when 

studying the interactions a consumer has with products and brands 
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(Swaminathan and Dommer, 2012).  At the core of these transactions was 

the exchange or “transfer of something tangible or intangible, actual or 

symbolic” between two parties (Houston and Gassenheimer, 1987 p. 4).  

However, in recent years, there has been somewhat of a paradigm shift with 

the focus moving from the idea of a marketing transaction to adopting a 

more relational approach (Aggarwal, 2004; Fournier, 1998, Swaminathan et 

al., 2007).  The importance of CBRs in marketing was highlighted by 

Fournier (1998) who provided the catalyst for research on CBRs by drawing 

together and combining two bodies of knowledge: brand management and 

consumer psychology.  In her study, Fournier (1998 p. 343) noted that 

“relationship principles have virtually replaced short-term exchange notions 

in both marketing thought and practice.”  Yet, despite increased acceptance 

and relevance, the relationship perspective has been vastly under-researched 

in the marketing literature (Fournier, 1998), perhaps due to the fact that 

relationship marketing is still in the early stages of development (Dalziel et 

al., 2011).  Consequently, although the relationship perspective provided a 

catalyst for brands to build mutually beneficial relationships with 

consumers, empirical research has failed to address the need for research on 

consumer relationships (Chang and Chieng, 2006; Sung and Campbell, 

2009).  This research attempts to address this gap by exploring the types of 

relationships consumers form with brands and by uncovering the variables 

that are of central importance to the creation of CBRs.  Therefore, this 

research focuses specifically on the relationships formed at the level of the 

brand.   

 

The extant literature has noted that studies on CBRs are lacking (Fournier et 

al., 2012; Fournier, 1998; Sung and Campbell, 2009), which is remarkable 

given the fact that “central to the success of any brand is the enduring 

relationships it creates with its consumers” (Ruane and Wallace, 2013 p. 

317).  Studies that have empirically tested CBR models or frameworks have 

been especially scant (Breivik and Thorbjørsen, 2008; Dimitriadis and 

Papista, 2011), as the majority of studies that have been conducted on CBRs 

have employed qualitative methodologies such as in-depth Narrative 

interviews or focus groups.  For example, in previous studies exploring 
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CBRs, Noble et al. (2009) adopted phenomenological interviews and 

conducted twenty-two Narrative (unscripted) interviews with Generation Y.  

Ahuvia (2005) also conducted Narrative interviews (two interviews) when 

exploring loved objects, the self-concept and consumer identity, as did 

Fournier (1998) who carried out three Narrative interviews with females in 

her study of CBRs.  Papista and Dimitriadis (2012) ran four focus group 

studies and also focused on female consumers when exploring relationships 

with cosmetics brands, while Zayer and Neier (2011) conducted fifteen 

Narrative interviews with Generation Y males to explore relationships with 

fashion brands.  Thompson and Haytko (1997) also employed (twenty) 

phenomenological interviews to explore consumers' perceptions and 

experiences of fashion, while Schembri et al. (2010) conducted seven 

Narrative interviews to explore brand consumption and the self-concept.  

Fournier and Yao conducted (eight) Narrative interviews when exploring 

brand loyalty and CBRs, as did McGrath and Otnes (1995) who employed 

eight Narrative interviews to explore how strangers influence consumers in 

a retail setting.  In a recent study within the CBR literature, Lambert and 

Desmond (2013) carried out four Narrative interviews to explore CBRs and 

narcissism.  Therefore, it is clear that there has been an abundance of  CBR 

studies that have adopted a qualitative methodology to explore CBRs. 

 

In addition to the majority of previous CBR studies adopting a qualitative 

research approach, the processes and components that lead to consumers 

forming brand relationships have been neglected in the literature (Chang 

and Chieng, 2006; Dimitriadis and Papista, 2011).  Consequently, this 

research aims to address these oversights by further exploring the 

relationships that consumers develop with their brands.  In doing this, the 

researcher aims to answer calls for further study and address this lack of 

quantitative research, by drawing on existing theory to develop and test a 

model of CBRs.  The specific insights and contributions of this research will 

be highlighted throughout the course of this chapter.  However, before 

progressing further, it is essential that a clear understanding of CBRs is 

attained.  The following section outlines and defines CBRs. 
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2.3.1 What is a consumer-brand relationship? 

CBRs are defined as “the tie between a person and a brand that is voluntary 

or enforced interdependently between the person and the brand” (Chang and 

Chieng, 2006 p. 935).  This ‘tie’ has also been referred to as some form of 

bond, whether financial, physical or emotional, that brings the brand and 

consumer together (Schultz and Schultz, 2004).  Therefore, in order for a 

CBR to exist, it is clear there must be some form of mutual interdependence 

between those involved (Esch et al., 2006; Fournier, 1998; Hinde, 1979).  

Specifically, some reciprocal exchange must take place between the brand 

and consumer, and this exchange must have a purpose and hold meaning for 

the consumer (Fournier, 1998).  For example, a brand may serve a specific 

purpose and hold meaning for a consumer by contributing to their self-

identity (Swaminathan et al., 2007).  Further, CBRs are multiplex and 

process phenomena because they take different forms and may change 

overtime (Fournier, 1998).  Consequently, the relationships consumers form 

with brands are not constant; they are dynamic, and develop and change 

over time.  Therefore, due to their multidimensionality and contextual 

nature, CBRs are a complex psychological and cultural concept (Dalziel et 

al., 2011; Fournier et al., 2012).  It is this complex nature that makes it 

essential to gain a clear understanding of the relationships consumers form 

with brands. 

 

When attempting to gain an understanding of CBRs, it is crucial to address 

how they contrast with interpersonal relationships (IR).  IRs have been 

conceptualised as social processes that result in people forming emotional 

bonds with one another (Duck and Sants, 1983).  With CBRs the consumer 

forms a connection with a brand, whereas with IRs they form a connection 

with another human being.  Consequently, CBRs have been described as not 

sharing the same richness and depth as the relationships which exist 

between people (Aggarwal, 2004).  Despite this, consumers do engage in 

relationships with brands in a similar manner to their personal and intimate 

relationships with others (Aggarwal, 2004; Esch et al., 2006).  In the 

literature, CBRs have often been compared to the IRs consumers develop 
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with people (for example, Aggarwal, 2004; Breivik and Thorbjørsen, 2008; 

Fournier, 1998), with IR theory being employed to act as a guide or 

metaphor that aids the understanding of the relationships consumers form 

with brands (Breivik and Thorbjørsen, 2008; Swaminathan and Dommer, 

2012).  However, IRs and CBRs are not identical, and there are a number of 

key differences that exist between them.   

 

One of the key differences that exist between CBRs and IRs is that CBRs 

typically require some form of monetary exchange that generally does not 

exist in IRs (Aggarwal, 2004; Swaminathan and Dommer, 2012).  

Additionally, while most individuals enter into IRs and are willing to 

acknowledge the fact that they form relationships with individuals, it is not 

clear whether CBRs are as pervasive with consumers (Swaminathan and 

Dommer, 2012).  It has been suggested that certain consumers and brands 

are more suited to development of CBRs and that some consumers are often 

unwilling to admit to the possibility of forming relationships with their 

brands (Dalziel et al., 2011).  Moreover, CBRs have been likened more to 

the relationship between a celebrity and a fan, rather than a relationship 

between two people who know each other personally, because CBRs have a 

distinct mix of personal and impersonal qualities (Aggarwal, 2004).  

Consequently, it is clear that CBRs and IRs differ in a number of notable 

ways.  As a result, researchers must be careful not to overextend the IR 

metaphor in the study of consumer behaviour because these differences may 

limit the applicability of IR theory to the study of CBRs (Aggarwal, 2004; 

Swaminathan and Dommer, 2012).  Although IRs have provided valuable 

insights into CBRs (for example Fournier, 1998), the literature suggests that 

simply focusing on IRs and expanding them to the study of CBRs may be 

restrictive to the development of CBR knowledge (Aggarwal, 2004; 

Swaminathan and Dommer, 2012).  Therefore, this research aims to 

contribute the current CBR theory by exploring the CBRs a specific age 

cohort form with brands they know and use.  To do this the researcher aims 

to draw on different areas of the literature (such as branding, consumer 

behaviour, CBRs, brand loyalty and the self-concept), to determine the 

relevance and importance of this literature for the study of CBRs.  In 



Chapter 2                                                                               Literature Review 

  35 

particular, this study draws heavily on Fournier’s (1998) seminal CBR 

study.  In her study, Fournier (1998) found that there are many different 

types of relationships consumers may have with brands.  To gain a 

comprehensive understanding of CBRs, the different types of relationships 

evident in the literature are outlined in the following section. 

 

2.3.2 Types of consumer-brand relationships 

One of the main strengths of Fournier’s (1998) seminal CBR study lies in 

validating the fact that relationships exist between brands and its consumers.  

Moreover, Fournier’s (1998 p. 344) research conceptualised the brand as 

“an active relationship partner” and informed the development of CBR 

literature by capturing the many different ways in which consumers form 

bonds with brands.  These relationships are dependent on the personality of 

the consumer and on the way consumers develop relationships (Fournier, 

1998).  

 

In total, fifteen meaningful relationship forms emerged from Fournier’s 

(1998) study.   These relationships, which may take many different forms 

and have different dimensions, are: arranged marriages, casual 

friends/buddies, marriages of convenience, committed partnerships, best 

friendships, compartmentalised friendships, kinships, rebounds/avoidance-

driven relationships, childhood friendships, courtships, dependencies, flings, 

enmities, secret affairs, and enslavements (Fournier, 1998).  Fournier’s 

fifteen brand relationship types have been described as being a point on a 

continuum (Aggarwal, 2004; Fournier, 1998), where the extreme 

relationships of ensalvements and enmities are at the lower order of the 

relationship continuum, while long-term loyal relationships are at the 

higher-order level representing strong CBRs (Fournier, 1998; Veloustsou 

and Moutinho, 2009).  

 

These fifteen CBRs represent the many different CBR forms.  For example 

courtships and best-friendships represent voluntary CBRs, while arranged 

marriages, kinships and enslavements typify involuntary CBRs.  Casual 
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friends represent positive brand CBRs and emnities embody negative CBRs.  

Arranged marriages and marriages of convenience embody long-term 

CBRs, while courtships and flings characterise short-term CBRs.  Best 

friendships or kinships refer to CBRs that are public, and secret affairs 

symbolise private CBRs.  Formal CBRs are represented by 

compartmentalised friendships, while casual friends or flings symbolise 

informal CBRs.  Finally, symmetric CBRs are characterised by committed 

partnerships, while asymmetric CBRs are represented by emnities or 

enslavements (Fournier, 1998; Veloutsou and Moutinho, 2009).  Therefore, 

CBRs  have many different dimensions, which,  when considered together, 

characterise the different forms of CBRs.  

 

Adding to the complexity of CBRs, a recent study by Zayer and Neier 

(2011) both supported and extended Fournier’s (1998) work by examining 

its relevance to a specific type of consumer.  Focusing on male consumers’ 

relationships with fashion brands, Zayer and Neier’s (2011) study confirmed 

the existence of thirteen of Fournier’s (1998) fifteen CBRs.  Two of 

Fournier’s (1998) CBRs, kinships and childhood friendships, were not 

applicable to their research.  However Zayer and Neier (2011) did find three 

additional CBRs: cheap dates, mentors and business partners.  In relation to 

CBR dimensions, cheap dates are short-term, informal CBRs; mentors are 

long-term, voluntary CBRs, while business partners are voluntary CBRs.  

Therefore, Zayer and Neier’s (2011) study validated the applicability of 

Fournier’s typology in a specific sociocultural and consumption context, 

and to a particular segment.  As CBRs are contextual and certain types of 

brands are more susceptible to the formation of CBRs (Dalziel et al., 2011), 

it is possible that additional forms of CBRs may remain undiscovered.  

Therefore, to validate and possibly extend Fournier’s (1998) typology, this 

research also aims to explore the potential relationships a specific cohort of 

consumers may form with brands.  Exploring these CBRs is important 

because, despite their complexity, forming and nurturing relationships 

between consumers and brands has become one of the main concerns of 

marketing research and practice due to the many benefits they can provide 

both the brand and the consumer (Aaker et al., 2004; Escalas and Bettman, 
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2005; Fournier, 1998; Jurisic and Azevedo, 2011).  The benefits of CBRs 

are highlighted in the following section. 

 

2.3.3 Benefits of consumer-brand relationships 

Fournier (1998) originally demonstrated the importance of CBRs for both 

the brand itself and the consumer, and ever since brands have had an 

increasing desire to build strong relationships with their consumers.  

However, the development of CBRs is dyadic.  It is a two-way process that 

involves both the brand and the consumer.  Therefore, it is inevitable that 

CBRs provide benefits for both the brand and the consumer.  

 

From the perspective of the brand, CBRs are beneficial because they allow 

brands to maintain their customer base even when faced with strong 

competition (Monga, 2002).  Once a significant CBR has been established, 

it becomes difficult for the consumer to think of that product class without 

recalling the brand (Fournier, 1998).  CBRs also help brands to design better 

products to satisfy their consumers’ needs, because long-term relationships 

make it possible to gain an in-depth knowledge of what their consumers 

want (Monga, 2002).  Further, CBRs may lead to increased sales and 

profitability for a brand (Dalziel et al., 2011).  When a brand creates strong 

relationships with its consumers they may experience less price sensitivity 

towards the brand, an increased willingness on the part of the consumer to 

try brand extensions, and greater levels of loyalty and customer retention 

(Chang and Chieng, 2006; Fajer and Schouten, 1995; Hennig-Thurau et al., 

2002; Jurisic and Azevedo, 2011).  In addition to CBRs creating loyal 

consumers, CBRs may increase customer satisfaction, aid the development 

of strong emotional attachments to the brand that result in brand love, and 

lead to consumers engaging in positive word-of-mouth (WOM) (Carroll and 

Ahuvia, 2006; Fournier et al., 2012).  Therefore, it is clear that forming 

strong bonds with consumers may offer a brand many benefits, as these 

relationships result in consumers experiencing a number of different 

relationship outcomes (such as satisfaction, brand love, brand loyalty and 

WOM), which can be very profitable for a brand.  The brand has an 
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important role to play in creating and maintaining these relationships 

(Veloutsou, 2007), as the relationships a consumer develops with a brand 

are the result of their consumption experiences over time (Chang and 

Chieng, 2006).  Consequently, it becomes essential for the brand to 

continously meet consumer needs in a satisfactory manner, as developing 

these CBRs are central to the success and survival of a brand (Keller, 2008). 

 

Forming attachments and bonds with brands also offer many benefits to the 

consumer.  As relationships are based on previous knowledge and 

experience with the brand (O’Loughlin et al., 2004), CBRs may reduce 

feelings of anxiety and risk by simplifying the purchase decision for the 

consumer (Dimitriadis and Papista, 2011).  Brands offer additional tangible 

benefits by serving as a signal of the quality a consumer can expect from 

their purchase (Chernav et al., 2011).  CBRs also offer consumers numerous 

incentives that extend beyond the brands tangible elements (Dalziel, et al., 

2011).  For example, consumers no longer consume products solely for their 

utilitarian elements.  They also buy brands for their symbolic meaning, and 

form CBRs to add structure and meaning to their life by expanding and 

reinforcing their self-concept (Belk, 1988; Chernav et al., 2011; Fournier, 

1998; Jurisic and Azevedo, 2011; Schembri et al., 2010).  For consumers, 

an important feature of any brand is that it serves as a method of self-

expression and self-definition (Belk, 1988; Chernav et al., 2011; 

Swaminathan and Dommer, 2012).  Consumers view their possessions as 

part of the self and as such use their brands to convey social meaning and to 

express and authenticate their identies (Belk, 1988; Carroll, 2009; Chernav 

et al., 2011; Escalas and Bettman, 2005).  Through their relationships with 

brands, consumers can express themselves not as they are, but as how they 

wish to be seen, which may impress others and enhance social belonging 

through displaying group membership (Carroll, 2009; Swaminathan and 

Dommer, 2012).  Therefore, by forming relationships with certain brands, 

consumers may signify their group membership and associate themselves 

with certain brand communities or tribes to gain social acceptance and 

enhance their sense of self (Carroll, 2009; Swaminathan and Dommer, 

2012).  Brands also play a significant role in consumers’ lives by allowing 
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them to communicate and share with others through self-presentation 

(Aaker, 1999; Breivik and Thorbjørnsen, 2008; Swaminathan et al., 2007).  

Therefore, brand consumption has evolved into a process of self-expression 

and self-enhancement, and as a result, by forming relationships with brands 

consumers, can receive far more from the brand than the simple utilitarian 

elements that are offered (Park et al., 1986).  

 

Thus, it is obvious that consumers engage in different types of brand 

relationships (such as, partnerships, friendships or flings), with various 

different types of brands (for example, self-expressive brands), to satisfy 

their personal and social goals (such as self-expression, social acceptance, 

achieving a sense of belonging and construction of the self-concept).  All of 

these motivations add to the complexity of CBRs.  However, with this 

complexity comes richness, and the richness of the CBR perspective 

provides the researcher with many opportunities to conceptualise and 

explore the bonds between consumers and their brands (Breivik and 

Thorbjørnsen, 2008).  Although the importance of CBRs has been 

recognised by academics and practitioners alike, there is little empirical 

research that addresses how a consumer builds a relationship with a brand 

(Chang and Chieng, 2006; Park and Kim, 2001).  Given the obvious 

importance of CBRs to both the brand and the consumer, this research aims 

to address this gap by exploring the components that lead to consumers 

forming relationships with brands that are self-expressive in nature.  

Specifically, this research is concerned with the relationships consumers 

form with fashion brands, and the importance of fashion brands in this study 

is outlined in the following section. 

  

2.4 The Importance of Fashion Brands  

‘Fashion’ has been referred to as a cyclical reflection of social, cultural, and 

environmental characteristics, unique to a certain time and geographical 

setting, that plays a key role in complementing a persons self-concept 

(Azuma and Fernie, 2003).  Specifically, fashion is defined as ‘‘a way of 

behaving that is temporarily adopted by a discernible proportion of 
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members of a social group because that chosen behavior is perceived to be 

socially appropriate for the time and situation’’ (Shang et al., 2005 p. 403).  

Therefore, it is clear that ‘fashion’ refers to items that are adopted by 

consumers at a certain point in time in order to express themselves to others.  

Fashion allows consumers to express who they are to others and to present 

their desired self-image through what they wear (Papista and Dimitriadis, 

2012; Schembri et al., 2010).  It is this highly self-expressive nature that 

adds additional meaning to fashion brands, and also makes the relationships 

consumers form with these brands unique (Carroll, 2009).  Yet, despite the 

unique nature of these relationships and the importance of CBRs to the 

success of a brand (Ismail and Spinelli, 2012), to date there has been a 

dearth of empirical research focusing on the relationships consumers form 

with fashion brands.  In an attempt to address this lack of research, this 

study aims to explore the relationships consumers form with fashion brands.  

 

2.4.1 The Characteristics of Fashion Brands 

Fashion brands have a number of notable characteristics that distinguish 

them from other types of brands and lead to consumers forming 

relationships that differ from those they form with other brands. Firstly, 

fashion brands are transient and constantly changing (O’Cass, 2004), as the 

fashion cycle moves faster than that of other products (Miller, 2013).  

Consequently, fashion brands can quickly go out of style and become 

obsolete (Kang and Park-Poaps, 2010).  Given this continual and cyclical 

nature, consumers tend to be drawn to adopting the style or fashion of the 

moment (O’Cass, 2000), especially those consumers who place great 

emphasis on their clothes being fashionable (O’Cass, 2004).  Due to this 

dynamic and fast-paced nature, consumers must continually re-evaluate 

themselves and the meaning attached to the fashion styles they adopt if they 

wish remain current and in vogue (Lertwannawit and Mandhachitara, 2012).  

With the frequent changes in fashion, a consumer’s knowledge of fashion 

can quickly become outdated (McCormick and Levitt, 2012), and to avoid 

this happening, consumers must engage in a process of self-monitoring and 

constantly seek out the most unique and/or newest goods to meet their 



Chapter 2                                                                               Literature Review 

  41 

desire to remain current (Lertwannawit and Mandhachitara, 2012).  

Therefore, the nature of fashion means that the consumer must continuously 

purchase the latest trends if they wish to satisfy their self-expressive needs 

(Lertwannawit and Mandhachitara, 2012).  The importance of fashion in 

allowing consumers to meet their self-expressive needs relates to the second 

notable characteristic of fashion: its highly self-expressive nature (Carroll, 

2009). 

 

Fashion brands are consumed socially (Escalas and Bettman, 2005; Liu et 

al., 2012), which means they are highly self-expressive, rich in meaning and 

serve as important tools in consumers’ lives (Grotts and Johnson, 2013; 

Papista and Dimitriadis, 2012; Schembri et al., 2010).  Due to its self-

expressive nature, consumers attach additional meaning to fashion brands, 

as these brands can serve a number of purposes that extend far beyond their 

utilitarian benefits (O’Cass and Frost, 2002; O’Cass, 2000).  For example, 

the brands someone wears can show others how important an individual is, 

suggests how much status they have, or can even communicate the type of 

person they are to others (Lurie, 1981; O’Cass, 2000; Phau and Lo, 2004).  

Therefore, the brands that consumers possess play an important role in 

allowing them to create, express and validate their sense of identity and 

individuality (Belk, 1988; Liu et al., 2012; O’Cass and Frost, 2002; Phau 

and Lo, 2004; Schembri et al., 2010).  Consequently, fashion brands provide 

a strong mechanism for allowing individuals to express their self-concept 

(actual or ideal), to achieve self-image congruence and for signaling group 

membership (Liu et al., 2012; Carroll, 2009).  

 

It is evident from this literature that fashion is a transient and self-expressive 

phenomenon (O’Cass, 2004; O’Cass and Frost, 2002), and adopting the 

latest fashion brands can act as a signal that helps distinguish an individuals 

taste, social identity and cultural capital (Watson and Yan, 2013).  Put 

simply, through the consumption of fashion, consumers can communicate 

their personal tastes and values to others, by either showing how they are 

similar to and identify with likeminded individuals, or by depicting how 

they differ from those around them (Pentecost and Andrews, 2010).  Given 
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these unique characteristics, it is not surprising that the consumption of 

fashion brands is strongly linked with the self-concept and satisfying the 

ego needs of the purchaser (Bhatnagar et al., 2000; Hansen and Jensen, 

2009).  Moreover, fashion plays a central role in the lives of many 

consumers.  For example, fashion enables consumers to continually engage 

in an interpretive dialogue that ultimately influences their actions and 

impacts their identities (Murray, 2002; Schembri et al., 2010).  Fashion also 

forms an important part of everyday consumption decisions, and has been 

described as  “a central component of many daily events, influencing what 

we eat, how we dress, how we talk and even the very nature of our thinking 

processes” (O’Cass and Frost, 2002, p. 68).  However, it must be noted that 

although fashion plays a focal role in the lives of many consumers, fashion 

can mean different thing to different people (O’Cass, 2004).  Consequently, 

different consumers tend to form differing attachments to fashion, and these 

attachments may be substantially more intense than those of an individuals’ 

friends or family (O’Cass, 2004).  For example, one consumer may focus on 

consuming the latest fashion trends to connect themselves with their social 

group’s changing identities and to ensure they remain part of the group, 

while another consumer may follow fashion trends to ensure that they 

differentiate themselves from their social group and do not lose their own 

identity (Lertwannawit and Mandhachitara, 2012).  Therefore, the unique 

characteristics of fashion drive the consumption of these brands, because 

through continually consuming fashion brands, consumers can maintain 

their self-identity and enhance their self-concept.  As a result, not only are 

fashion brand relationships different to the relationships consumers form 

with other types of brands, but consumers also form relationships with 

fashion brands that differ in their nature and intensity (O’Cass, 2004).  

Consequently, the complexity of the relationships consumers form with 

brands increases when the brand is self-expressive in nature, which makes it 

essential to gain an enhanced understanding of the many varying 

attachments and relationships consumers form with these brands (Goldsmith 

et al., 2012; O’Cass, 2004; Vieria, 2009).  This research aims to gain an in-

depth knowledge of all of the types of relationships consumers may form 

with fashion brands, and in doing so directly answers Fournier’s (1998) 
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calls for research to expand “beyond those few brand relationships that will 

emerge as ‘close’ and ‘committed’.” 

 

Additionally, more research on CBRs is needed to understand how to 

successfully form CBRs with consumers, given the distinctive 

characteristics of fashion brands and complex nature of these relationships 

(Dalziel et al., 2011; Fournier et al., 2012).  As previously stated, there is a 

lack of research and understanding of the relationships consumers form with 

fashion brands (Ismail and Spinelli, 2012).  Given the dominant role that 

fashion plays in the lives of consumers (O’Cass and Frost, 2002), and the 

uniqueness of these relationships, it is remarkable that there exists a lack of 

empirical research in the area of fashion brand relationships.  For example, 

to date, little effort has been made to increase the understanding of fashion 

consciousness, or other important variables that are associated with CBRs, 

such as brand loyalty (Vieira, 2009).  It is possible that the vast amount of 

variables that could potentially influence these relationships is the reason for 

this lack of research.  However, it is essential that an increased 

understanding of these relationships is attained and this research aims to do 

this by conducting a comprehensive review of the literature to determine the 

variables of most relevance to the relationships consumers form with 

brands.  Conducting this comprehensive literature review will then allow the 

researcher to explore the relationships that consumers form with fashion 

brands.  In particular, this study is concerned with Generation Y consumers.  

These consumers warrant study because they have unique characteristics 

that set them apart from other generational cohorts and make them 

especially relevant for the study of the relationships consumers develop with 

fashion brands.  Consequently, understanding the role and perception of 

fashion brands in the lives of Generation Y consumers will offer valuable 

insights into the behaviour and attitudes of these consumers, and provide a 

deep comprehension of the factors that influence their fashion brand 

relationships.  Further, fashion brands provide both utilitarian and hedonic 

value to the consumer (Bannister and Hogg, 2004).  Utilitarian value refers 

to when consumers make purchases because they are concerned with how 

beneficial or useful the brand will be (Batra and Ahtola, 1991).  Hedonic 
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value refers to consumers who seek brands for the experiential or pleasant 

feelings they receive through possessing the brand (Batra and Ahtola, 1991).  

Exploring how Generation Y consumers view their fashion brands will 

provide a deeper understanding of the dynamics of consumer behaviour 

thereby contributing a greater knowledge of the role fashion brands play in 

the lives of these consumers (O’Cass and Frost, 2002).  A detailed 

discussion of the Generation Y cohort is now presented.   

 

2.5 Generation Y 

The population of interest in this study is Generation Y.  This generation is 

also known as ‘Millennials’, ‘Echo Boomers’, the ‘MTV generation’, or 

‘Boomlets’ (Foscht et al., 2009 p. 223).  There is some discrepancy in the 

literature as to the exact birth years of this generation, as estimations of the 

true size of Generation Y vary depending on how this cohort is defined 

(Bennett et al., 2006; Ma et al., 2012).  The vast number of varying 

definitions of Generation Y illustrates that widespread agreement on the 

birth years of this cohort is lacking (Bolton et al., 2013).  For example, 

Bolton et al. (2013) define Generation Y as those born between 1981 and 

1999; Eastman and Liu (2012) define this cohort as those born between 

1977 and 1987, while Kinley et al. (2010) and Pentecost and Andrews 

(2010) define Generation Y as those born between 1976 and 1994.  Further, 

Foscht et al. (2009) and Barlett (2004) define these consumers as those born 

between 1977 and 1995.  For the purpose of this study Generation Y is 

defined as consisting of those individuals born between 1977 and 1994 (this 

definition is consistent with Erdogmus and Budeyri-Turan, 2012; 

Fernandez, 2009; Grotts and Johnson, 2013; Hill and Lee, 2012; Ma et al., 

2012; Noble et al., 2009; Paul, 2001).  Hence, Generation Y are of college-

going age or older and were aged between 18 and 35 years at the beginning 

of 2013.   

 

The Generation Y age cohort is of particular interest to marketers due to its 

vast size and spending power (Morton, 2002).  Generation Y is the largest 

cohort of consumers in the world and the first truly global consumer 
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segment (Kim et al, 2010).  In the US alone, it is estimated that Generation 

Y will comprise over 50% of the population by 2014 (Bolton et al., 2013), 

and it is this size coupled with their spending power that results in 

Generation Y transforming the market at every life stage it enters (Morton, 

2002; Noble et al., 2009).  In Ireland, Generation Y comprises over 1.3 

million people and constitutes 28% of the Irish population (CSO, 2013; 

Mintel, 2013).  The importance of Generation Y extends beyond its vast 

size, as despite the global downturn and the economic problems that have 

plagued both the Irish and global economies, Generation Y is still spending 

because these consumers’ tend to be free from financial commitments such 

as mortgages (Ma et al., 2012; Steiner 2008; Yarrow and O’Donnell, 2009).  

Moreover, Generation Y consumers’ have substantial discretionary income 

at their disposal (Foscht et al., 2009; Hill and Lee, 2012).  In fact, 

Generation Y has larger purchasing power than any of its predecessors 

(Bakewell et al., 2006).  As the individuals within the Generation Y cohort 

comprise over a quarter of the Irish population (Mintel, 2013), they 

constitute a considerable amount of the market by spending two thirds of 

their money on clothing (Bakewell et al., 2006).  Consequently, it is 

essential to form CBRs with the members of Generation Y at an early stage 

of their lives, as this will allow a brand to achieve more revenue and to 

profit from a loyal consumer base in the future (Foscht et al., 2009).  

Despite their value as consumers, Generation Y have been neglected in the 

literature (Charters et al., 2011; Kim et al., 2010; Sheahan, 2005).  In 

particular, studies on Generation Y outside of the US are lacking (Foscht et 

al., 2009).  This research aims to address this oversight by exploring the 

relationships Irish Generation Y consumers form with fashion brands. 

 

As a group, Generation Y displays behavioural characteristics that warrant 

discussion.  The literature characterises Generation Y consumers as ‘digital 

natives’ because these individuals have grown up with computers and as a 

result have mastered the use of technology for many aspects of their lives 

(Bolton et al., 2013).  As they have been accustomed to computers from a 

very early age, the literature asserts that Generation Y consumers tend to be 

very shrewd and well-informed when it comes to their purchase decisions, 
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as they make intensive use of electronic media to gain information before 

they buy (Foscht et al., 2009; Heaney, 2007).  Consequently, these 

technology-savvy individuals (Bolton et al., 2013; Morton, 2002) have 

never known an Internet-free world (Grotts and Johnson, 2013), and thus, 

differ from their predecessors in their comfort with technology.  Therefore, 

a key motivation for studying the Generation Y cohort is that it differs from 

those generations that have come before it.  The differences in these 

generational cohorts are particularly evident when it comes to their 

behaviour towards fashion.  

 

In terms of fashion consumption, Generation Y consumers warrant study 

because they differ from their predecessors in many ways.  Generation Y 

consumers have been socialised into consuming fashion at an earlier stage 

of their life than any of their predecessors (Bakewell et al., 2006; Bakewell 

and Mitchell, 2003).  This generation has been raised in a time where 

shopping for fashion is regarded as much as a form of recreation and 

entertainment, as it is as an act of purchasing (Bakewell and Mitchell, 

2003).  Therefore, Generation Y consumers are highly accustomed to 

fashion and purchase fashion products more often than any other cohort 

(Pentecost and Andrews, 2010).  Due to the advancement in technological 

innovations, Generation Y consumers have also been immersed into a 

materialistic and consumer culture more so than any other generation 

(Bakewell and Mitchell, 2003).  Consequently, Generation Y consumers are 

much easier to reach than any preceding generation because they have 

engaged in the use of numerous media sources all of their lives (Barrett, 

2000).  However, despite the fact that they are easier to reach, they are also 

media savvy and very wary of advertising that is targeted towards them 

(Foscht et al., 2009; Grotts and Johnson, 2013; Kinley et al., 2010; Noble et 

al., 2009).  Further, Generation Y consumers are brand and fashion 

conscious (Bartlett, 2004; Foscht et al., 2009; Noble et al., 2009), and tend 

to prefer fashion brands that are trendy, fashionable and low in quality (Kim 

et al., 2013b).  Conversely, older consumers, such as those in the 

Generation X cohort, buy fashion primarily for their high quality rather than 

trendiness (Bhardwaj and Fairhurst, 2010; Kim et al., 2013b).  Therefore, it 
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is clear that there are many differences between Generation Y consumers 

and their predecessors when consuming fashion.  These consumers also 

have certain traits or characteristics that make them especially relevant for 

the study of fashion.  

 

Generation Y consumers are of particular relevance for this study because, 

as previously mentioned, the literature asserts that they are fashion 

conscious (Noble et al., 2009), have a passion for buying clothes (Runyan et 

al., 2013), love to shop (Yarrow and O’Donnell, 2009) and actively seek the 

additional hedonic benefits that fashion brands provide (Grotts and Johnson, 

2013).  For example, Generation Y consumers specifically aim to express 

and define themselves through choosing certain brands (Grotts and Johnson, 

2013).  Previous research suggests that the consumption of fashion brands 

among Generation Y consumers is strongly motivated by their need to gain 

social acceptance and to allow self-expression (Grotts and Johnson, 2013; 

Martin and Turley, 2004).  Fashion brands allow Generation Y consumers 

to meet these needs, and given the unique characteristics of fashion brands 

and Generation Y, it is vital to attain an understanding of the deeper 

meaning these brands hold for these consumers.  Furthermore, Generation Y 

consumers are fickle and appreciate rapid change (Bartlett, 2004; Noble et 

al., 2009).  Therefore, the characteristics of this generation connect well 

with those of fashion, which also highlights the relevance of this cohort for 

this study.  However, research specifically exploring Generation Y’s fashion 

brand relationships is lacking in the extant literature.  This is surprising 

given the importance these consumers place on fashion and self-expressive 

brands.  Given the size and value of this consumer segment, it is imperative 

that strong CBRs are fostered to ensure the brand is continually purchased 

in the future.  As set out in section 2.3.3, CBRs offer value to both the brand 

and the consumer.  For example, previous studies have found that for the 

brand, strong CBRs may lead to positive outcomes such as increased sales 

and profitability for a brand (Dalziel et al., 2011).  Further, brands that 

foster strong CBRs may experience less price sensitivity towards the brand, 

an increased willingness on the part of the consumer to try brand extensions, 

and greater levels of loyalty and customer retention (Chang and Chieng, 
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2006; Fajer and Schouten, 1995; Hennig-Thurau et al., 2002; Jurisic and 

Azevedo, 2011).  For the consumer, CBRs are valuable because, for 

example, they simplify the purchase decision for the consumer, which 

reduces feelings of anxiety and risk, and serve as a signal of the quality a 

consumer can expect from their purchase (Chernav et al., 2011; Dimitriadis 

and Papista, 2011).  For the consumer CBRs offer further positive outcomes 

by providing symbolic meaning, with the brand serving as a method of self-

expression and self-definition (Belk, 1988; Chernav et al., 2011; 

Swaninathan and Dommer, 2012).  Therefore, to successfully target 

Generation Y consumers, it is essential that marketers have a clear 

understanding of what shapes the relationships they develop with the brands 

they know and use.  This research aims to gain this understanding by 

specifically exploring the relationships Generation Y form with fashion 

brands. 

 

In studying Generation Y, this study incorporates the entire age group of 

Generation Y consumers (i.e all of those born between 1977 and 1994).  

Most studies on Generation Y tend to focus on distinct subgroups of 

Generation Y (such as, college students, graduates or full-time employees), 

who differ in age and lifecycle (Bolton et al., 2013; Liu et al. 2012) and 

therefore may differ in their consumption of fashion brands.  As Generation 

Y consumers were aged between 18-35 years at the beginning of 2013, there 

is a 17 year age gap between the oldest and youngest members of the 

cohort.  Therefore, it is possible that Generation Y is a highly heterogeneous 

group in terms of their life stages.  For example, one can be a member of 

Generation Y, and attending University for the first time, or acquiring a 

mortgage and buying a first home.  Consequently, research that successfully 

captures the entire Generation Y cohort is needed to better inform and 

understand their relationships with fashion brands (Liu et al., 2012).  This 

view is supported by Fournier (1998) who advises that when exploring 

CBRs, the sample should vary in terms of age and life cycle, as this will 

allow for attention to be given to potential sociocultural factors that might 

drive these relationships. 
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In studying the entire Generation Y age cohort, this study incorporates both 

male and female Generation Y consumers.  Many studies have shown that 

gender is an important variable in fashion clothing consumption (Bakewell 

et al., 2006; Cox and Dittmar, 1995; Jayawardhena et al., 2007; Mayer and 

Belk, 1985; McCracken and Roth, 1989; O’Cass, 2000; Zayer and Neier, 

2011).  Traditionally, shopping and clothing consumption has been regarded 

as a female activity, with studies on fashion and apparel primarily focusing 

on women (Zayer and Neier, 2011).  However, marketers are increasingly 

recognising the importance of males in the consumption of fashion, 

especially amongst Generation Y consumers (Bakewell et al., 2006; Zayer 

and Neier, 2011), as recent research has shown that men are becoming more 

interested in fashion (Zayer and Neier, 2011).  There are numerous reasons 

for this finding. For example, Generation Y males have been exposed to 

mass media and marketing activities to a greater extent than previous 

generations, and therefore they have been brought up to view fashion more 

favourably than their predecessors (Bakewell et al., 2006).  According to 

Bakewell et al. (2006) the effect of the media, advertising, and changing 

gender/household roles paved the way for new cultural norms that allow 

Generation Y males to be openly aware of and involved with fashion.  

Further, adopting a female focus in relation to the consumption of fashion 

could prove quite limiting in today’s society because men are increasingly 

embracing the greater variety of fashion items being offered to them.  

Consequently, given that many studies of Generation Y have focused on just 

one gender (for example, Bakewell et al., 2006; Bakewell and Mitchell, 

2003; Zayer and Neier, 2011), both male and female members of Generation 

Y are included in this study to adequately capture Generation Y’s fashion 

brand relationships.  

 

A further justification for the inclusion of both males and females in this 

study is that gender is a core component of the self (Bakewell et al., 2006).  

Therefore, it is important that both males and females are included to gain 

an insight into both genders’ fashion experiences.  This is important, as it 

allows for important gender differences that may exist in relation to the 

types of relationships formed with brands to be captured, and may also 
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uncover how men and women differ in their use of fashion as a social tool.  

Therefore, it is essential that the entire age group of Generation Y, both 

male and female, is included in this study to be confident that the true extent 

of Generation Y’s fashion brand relationships is adequately explored.  The 

following section concludes this chapter.   

 

2.6 Conclusion 

This chapter reviewed the key areas of the literature in relation to brands, 

CBRs, fashion brands and Generation Y.  As discussed throughout this 

chapter, the purpose of a brand is to highlight the key points of 

differentiation that set the brand apart from its competitor’s offerings and 

provide consumers with added values that lead to the formation of CBRs (de 

Chernatony, 2009; Wood, 2000).  Therefore, a strong brand is crucial to the 

success of a company, as consumers achieve meaning through the 

relationships they form with brands (Morandin et al., 2013).  Although 

research on CBRs has increased in recent years, there is still a dearth of 

research on the types of relationships consumers form with their brands and 

on the constructs that influence these relationships.  In particular, there is a 

lack of research on the relationships consumers form with fashion brands.  

Exploring the relationships consumers form with fashion brands is 

important as these brands are rich in meaning and serve as important social 

tools which allow consumers to engage in self-expression (Escalas and 

Bettman, 2005; Papista and Dimitriadis, 2012).  Consequently, the symbolic 

value fashion brands offer consumers is often more important than their 

functional elements (Carroll, 2009), and it becomes vital to understand the 

deeper meanings brands may hold for consumers and how these influence 

the development of the fashion brand relationships.  In particular, 

Generation Y has been neglected in the extant literature (Charters et al., 

2011; Kim et al., 2010; Sheahan, 2005), with research on Generation Y, 

brand relationships and fashion being particularly scant.  This is surprising 

given the fact that these consumers actively seek brands that are self-

expressive and rapidly changing (Bartlett, 2004; Grotts and Johnson, 2013).  
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Therefore, the aim of this study is to contribute to the literature by exploring 

the relationships Generation Y form with fashion brands.  However, as 

previously mentioned, CBRs are complex and there are a myriad of 

variables that may inform the relationships Generation Y form with fashion 

brands.  In order to determine the variables that are of most relevance for 

this study, a comprehensive review of the extant literature is conducted in 

the following chapter to select the variables that are of most importance to 

CBRs.  Therefore, the following chapter presents an analysis of the primary 

constructs that emerged from the extant literature in relation to the 

relationships Generation Y consumers develop with fashion brands.  
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CHAPTER 3: COMPREHENSIVE 

LITERATURE REVIEW 
 

  

3.1 Introduction 

As set out in the previous chapters, the purpose of this research study is to 

explore the relationships Generation Y consumers’ form with fashion 

brands.  Chapter 2 revealed a dearth of literature on the relationships 

consumers form with brands, and in particular in relation to fashion brands.  

Due to this lack of research, there is little consensus as to the types 

relationships consumers form with fashion brands or on the constructs that 

impact these relationships.  As stated in Chapter 2, there are various 

constructs that could potentially inform this study.  Therefore, to achieve a 

comprehensive conceptualisation of the constructs that influence the 

relationships consumers form with fashion brands, all of the potential 

factors that are of importance in the study of fashion brands need to be 

considered.  Consequently, a comprehensive review of the extant literature 

is conducted by drawing on all of these areas of the literature.  This chapter 

begins in Section 3.2 where the comprehensive literature review is outlined 

and the constructs that emerged as being of most relevance for the 

relationships consumers develop with brands are presented (see Table 3.1).  

Section 3.3 outlines and clarifies the components of Generation Y’s fashion 

brand relationships.  In this section the constructs that emerged from the 

comprehensive literature review are outlined, and those constructs that are 

included or excluded from this study are delineated.  In Section 3.4 the 

antecedents of consumer brand relationships (CBRs) included in this study 

are defined and discussed.  Subsequently, Section 3.5 sets out the 

relationship outcomes included in this study.  Following the identification of 

these constructs in the comprehensive literature review, a conceptual 

framework (CF) is developed in Section 3.6.  The chapter is concluded in 
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Section 3.7.  Before this chapter begins, Figure 3.1 illustrates how this stage 

of the study fits within the overall research process.  For ease of 

identification, the current stage of the study is shaded in grey. 

 

Figure 3.1 The Research Process 

 

 

 

3.2 Comprehensive Review of the Extant Literature 

Dalziel et al. (2011) state that the starting-point for gaining a better 

understanding of CBRs should involve identifying the constructs that are 

central to the development of these relationships.  As previously discussed, 

there are a multitude of constructs that may influence CBRs.  However, the 

CBR literature has yet to produce a comprehensive assessment of the 

constructs that are most relevant to the relationships consumers form with 

brands.  Of central importance in this study are the relationships Generation 

Y consumers form with fashion brands.  In order to identify and derive the 

most comprehensive delination of consumer brands relationship constructs, 

literature from the following research areas were considered: branding, 

CBRs, consumer behaviour, fashion, the self-concept and brand loyalty.  In 

assessing these research areas, over one-hundred studies were examined to 

complete a comprehensive review of the literature.  This comprehensive 

literature review was conducted in line with Farrell et al’s (2001) ‘meta 

analysis’ of the literature, and only conceptual and empirical quantitative 

studies that tested or suggested potential relationships were included.  

Therefore, although qualitative studies were considered and strongly 
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informed this study, the comprehensive literature review did not include 

those CBR studies that adopted a qualitative research approach and did not 

suggest possible relationships between variables (for example, Aaker et al., 

2004; Ahuvia, 2005; Belk, 1988; Dalziel et al., 2011; Fournier, 1998; Noble 

et al., 2009; Papista and Dimitriadis, 2011; Schembri et al., 2010; 

Swaminathan et al., 2007; Zayer and Neier, 2011).  The reason for the 

exclusion of these studies from the comprehensive literature review 

presented in Table 3.1 is that they would not form the basis of, or provide 

support for, the development of potential research hypotheses. 

 

Following the comprehensive literature review, the researcher was able to 

identify the constructs of most relevance to CBRs, and in particular fashion 

brand relationships.  In line with Farrell et al. (2001), definitions of these 

constructs and their relevant scale item wording were examined during the 

comprehensive literature review.  This allowed those items that were 

deemed to be measuring similarly-defined and operationalised constructs to 

be conceptually amalgamated (for example, brand loyalty and commitment).  

This exercise resulted in eight constructs that measure the relationships 

Generation Y consumers form with fashion brands.  These constructs (brand 

loyalty, WOM, satisfaction, brand love, fashion consciousness, brand 

tribalism, brand trust and self-image congruity) are presented in Table 3.1, 

together with the authors of the studies analysed in this review.  When 

conducting the comprehensive literature review, the researcher also noted 

the key relationships that existed between these constructs and that were of 

relevance for this study.  The key relationships between these eight 

constructs are outlined in Table 3.1.  Whether the variable is an antecedent 

or outcome variable is also presented in Table 3.1.  To the authors 

knowledge, Table 3.1 is the first complete conceptualisation of the 

constructs that influence the relationships consumers form with brands.  A 

discussion of these constructs follows Table 3.1. 
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Table 3.1 Comprehensive Literature Review  

Variable  No. of 

studies 

Author Variable 

Type 

Key 

Relationships 

 

Brand 

Tribalism 

3 Greenacre et al. (2011); 

Jurisic and Azevedo (2011); 

Veloutsou and Moutinho 

(2009). 

A Brand tribalism + 

brand loyalty 

Fashion 

Conscious-

ness 

26 Bakewell et al. (2006);  

Bakewell and Mitchell (2003);  

Carpenter and Fairhurst 

(2005); 

Goldsmith et al. (2012); 

Goldsmith and Flynn (2004); 

Goldsmith (2002); 

Gould and Stern (1989); 

Joung and Miller (2006); 

Khare et al. (2012); 

Kim et al. (2005); 

Kim et al. (2002) 

Lertwannawit and 

Mandhachitara (2012); 

Michaelidou and Dibb (2009); 

Michaelidou and Dibb (2006); 

Naderi (2013) 

Nam et al. (2007); 

O’Cass and Choy (2008); 

O’Cass (2004); 

O’Cass (2000); 

Park et al. (2010); 

Parker et al. (2004); 

Pentecost and Andrews 

(2010); 

Phau and Lo (2004); 

Shim and Gehrt (1996); 

Vieira (2009); 

Yoo et al., (1999); 

A Fashion 

consciousness + 

brand loyalty 

Brand Trust 19 Albert et al. (2013); 

Albert and Merunka (2013); 

Chaudhuri and Holbrook 

(2001); 

Choui and Droge (2006); 

de Matos and Rossi (2008); 

Delgado-Bellester and 

Munuera-Alemán (2001); 

Deng et al. (2010); 

Esch et al. (2006); 

Garbarino and Johnson 

(1999); 

Harris and Goode (2004); 

Kimpakorn and Tocquer 

(2010); 

Lau and Lee (1999); 

Loureiro et al. (2010); 

Matzler et al. (2008); 

Morgan and Hunt (1994); 

Pan et al. (2012); 

Punniyamoorthy and Raj 

(2007); 

A Brand trust + 

brand loyalty 

Brand trust + 

WOM 
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Sikkel (2013). 

Self-Image 

Congruity 

19 Erdogmus and Budeyri-Turan 

(2012);  

Escalas and Bettman (2005);  

Goldsmith et al. (2012);  

Goldsmith et al. (1999) 

Jamal (2004);  

Jamal and Al Marri (2007);  

Jamal and Goode (2001);  

Kressman et al. (2006);  

Lau and Lee (1999);  

Loureiro et al. (2010);  

Liu et al. (2012);  

O’Cass and Frost (2002);  

Phau and Lo (2004);  

Roy et al. (2012);  

Sikkel (2013);  

Sirgy et al. (2008);  

Sirgy et al. (1997);  

Souiden et al. (2011);  

Swaminathan et al. (2007). 

A Self-image 

congruity + 

satisfaction 

Self-image 

congruity + brand 

love 

Self-image 

congruity + brand 

loyalty 

Self-image 

congruity + 

WOM 

Satisfaction 45 Amine (1998); 

Anderson (1998); 

Anderson (1996);  

Anderson and Sullivan (1993); 

Bloemer and Kasper (1995); 

Bloemer and Lemmink 

(1992); 

Bodet (2008); 

Brown et al. (2005); 

Carpenter and Fairhurst 

(2005); 

Choui and Droge (2006); 

de Matos and Rossi (2008); 

Delgado-Bellester and 

Munuera-Alemán (2001); 

Deng et al. (2010); 

Dick and Basu (1994); 

Esch et al. (2006); 

Foscht et al. (2009); 

Garbarino and Johnson 

(1999); 

Gustafsson et al. (2005); 

Hallowell (1996); 

Harris and Goode (2004); 

Hennig-Thurau et al. (2002); 

Homburg and Giering (2001); 

Jamal (2004); 

Jamal and Al Marri (2007); 

Jamal and Goode (2001); 

Juristic and Azevedo (2011); 

Ladhari (2007); 

Lau and Lee (1999); 

Lovett et al. (2013); 

Low et al. (2013); 

Marzo-Navarro et al. (2004); 

McAlexander et al. (2003); 

Oliver (1999); 

Oliver (1980); 

Punniyamoorthy and Raj 

O Self-image 

congruity + 

satisfaction 

Satisfaction + 

loyalty 

Satisfaction + 

WOM 
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(2007); 

Rundle-Thiele and Bennett 

(2001); 

Selnes (1993); 

Sirgy et al. (1997); 

Sung and Campbell (2007); 

Sweeney and Swait (2008); 

Walsh et al. (2008); 

Wangenheim and Bayón 

(2007); 

Westbrook (1987); 

Yang and Peterson (2004). 

Brand Love/ 

Passion 

9 Albert et al. (2013); 

Albert and Merunka (2013); 

Batra et al. (2012); 

Bergkvist and Bech-Larsen 

(2010); 

Carroll and Ahuvia (2006); 

Ismail and Spinelli (2012); 

Loureiro et al. (2010); 

Roy et al. (2012); 

Sikkel (2013) 

O Brand love + 

brand loyalty 

Brand love + 

WOM 

Brand 

Loyalty 

48 Amine (1998) 

Batra et al. (2012); 

Bergkvist and Bech-Larsen 

(2010); 

Bloemer and Kasper (1995); 

Bloemer and Lemmink 

(1992); 

Bodet (2008); 

Carpenter and Fairhurst 

(2005); 

Carroll and Ahuvia (2006); 

Chang and Chieng (2006); 

Chaudhuri and Holbrook 

(2001); 

Choui and Droge (2006); 

de Matos and Rossi (2008); 

Delgado-Bellester and 

Munuera-Alemán (2001); 

Deng et al. (2010); 

Dick and Basu (1994); 

Erdogmus and Budeyri-Turan 

(2012); 

Foscht et al. (2009); 

Goldsmith et al. (2012); 

Gounaris and Strathakopoulos 

(2004); 

Hallowell (1996); 

Harris and Goode (2004); 

Hellier et al. (2006); 

Hennig-Thurau et al. (2002); 

Homburg and Giering (2001); 

Johnson et al. (2006); 

Jung and Sung (2008); 

Kim et al. (2008); 

Knox and Walker (2008); 

Kressman et al. (2006); 

Lau and Lee (1999); 

Liu et al. (2012); 

O Fashion 

consciousness + 

brand loyalty 

Brand tribalism + 

brand loyalty 

Brand trust + 

brand loyalty 
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Loureiro et al. (2010); 

Marzo-Navarro et al. (2004); 

Matzler et al. (2008); 

McAlexander et al. (2003); 

Odin et al. (2001); 

Oliver (1999); 

Pan et al. (2012); 

Punniyamoorthy and Raj 

(2007); 

Rundle-Thiele and Bennett 

(2001); 

Selnes (1993); 

Sirgy et al. (2008); 

Sweeney and Swait (2008); 

Walsh et al. (2008); 

Yang and Peterson (2004); 

Yoo and Donthu (2001) 

Yoo and Donthu (2000) 

Word-of-

Mouth 

(WOM) 

20 Albert et al. (2013); 

Albert and Merunka (2013); 

Alexandrov et al. (2013); 

Amine (1998); 

Anderson (1998); 

Batra et al. (2012); 

Brown et al. (2005); 

Carpenter and Fairhurst 

(2005); 

Carroll and Ahuvia (2006); 

de Matos and Rossi (2008); 

Gounaris and Strathakopoulos 

(2004); 

Harrision-Walker (2001); 

Hennig-Thurau et al. (2002); 

Ismail and Spinelli (2012); 

Ladhari (2007); 

Lovett et al. (2013); 

Ng et al. (2011); 

Roy et al. (2012); 

Wangenheim and Bayón 

(2007); 

Westbrook (1987); 

O Brand trust + 

WOM 

Self-image 

congruity + 

WOM 

Satisfaction + 

WOM 

Brand love + 

WOM 

(Adapted from Farrell et al., 2001) 

* A = Antecedent; O = Outcome; WOM = Word-of-Mouth 

 

3.3 The Components of Consumer-Brand Relationships 

As set out in Chapter 2, CBRs are “the tie between a person and a brand that 

is voluntary or enforced interdependently between the person and the brand” 

(Chang and Chieng, 2006 p. 935).  Following the review of the literature in 

Chapter 2, it was evident to the researcher that a number of constructs were 

common across many CBR studies.  For example Fournier (1998 p. 343) 

stated that “the brand loyalty literature is perhaps the most capable and 

appropriate for informing theory on consumer-brand relationships.”  
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Therefore, it was expected that this construct would feature strongly in the 

comprehensive literature review.  As is evident from Table 3.1, the 

comprehensive literature review confirmed the importance of brand loyalty 

for CBRs.   

 

As previously mentioned, eight constructs emerged from the comprehensive 

literature review as having relevance for this study.  These constructs are 

common in the CBR literature but to date they are considered disparate 

strands of research. For example, brand loyalty research and psychology 

(the self-concept) studies both inform CBRs, yet they considered two 

distinct bodies of literature.  Therefore, Table 3.1 provides a more complete 

conceptualisation of the constructs that comprise fashion brand 

relationships.  From Table 3.1, it is clear that a number of constructs have 

been more prominent in the study of CBRs.  The most notable constructs 

evident in these relationships are brand loyalty (48 studies), satisfaction (45 

studies), word-of-mouth (WOM) (20 studies), self-image 

congruence/congruity (19 studies) and brand trust (19 studies).  

Commitment also featured in 21 studies, however in line with Farrell et al. 

(2001), this construct was deemed to be too conceptually similar to brand 

loyalty.  Given the greater prominence of brand loyalty in the literature, 

brand loyalty was adopted over commitment (see also Section 3.3.2).  

Further, as this research was concerned with fashion brand relationships, 

fashion consciousness/involvement (26 studies) was also included in this 

study.  The litertature states that fashion consciousness and fashion 

involvement are the equivalent of each other (Lertwannawit and 

Mandhachitara, 2012) and therefore, for the remainder of this study, fashion 

consciousness is the term adopted when discussing these constructs.  

Fashion consciousness is defined and outlined in Section 3.4.2.  The 

inclusion of recent marketing constructs in this study and the inclusion of 

brand loyalty over commitment are justified in the following sections. 
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3.3.1 Brand Love and Brand Tribalism 

Brand love/passion (9 studies), referred to as ‘brand love’ for the remainder 

of this study, is a construct that has only recently began to receive attention 

in the litertature.  This is despite the fact that Fournier (1998) showed that 

consumers can love their brands.  As this study draws heavily on Fournier 

(1998), it was expected that brand love/passion would feature in the 

comprehensive literature review.  Recently, studies such as Batra et al. 

(2013), Roy et al. (2012) and Carroll and Ahuvia (2006) have added to the 

growing body of literature on this construct.  However, research on brand 

love is still lacking.  As stated in Chapter 2, fashion brands offer consumers 

many benefits that extend far beyond the brand’s tangible elements 

(Schembri et al., 2010).  For example, fashion allows consumers to express 

the type of person they are to others through their brand choices (Grotts and 

Johnson, 2013; Schembri et al., 2010).  Given these additonal benefits, it is 

possible that consumers form stronger attachments to fashion brands that 

allow them to enhance their self-concept.  Therefore, it was deemed 

necessary to include brand love to gain a deeper understanding of this 

construct and to explore its relevance for the relationships consumers 

develop with fashion brands.  

 

Brand Tribalism (3 studies) is a recent marketing construct that also 

emerged from the comprehensive literature review.  Like brand love, this 

construct requires further study to gain a better understanding of brand 

tribes.  The inclusion of brand tribalism in this study was motivated by 

insights gained from the literature, as it was noted in Chapter 2 that 

consumers adopt certain fashion brands to be accepted by certain social 

groups (Grotts and Johnson, 2013; Martin and Turley, 2004).  Brand tribes 

are groups of consumers that form around the brand (Veloutsou and 

Moutinho, 2009), however little is known about these groups or whether 

they may have an impact on fashion consumption.  Therefore, brand 

tribalism was included in this study, with the aim of exploring its relevance 

for the relationships consumers develop with fashion brands.  The inclusion 

of brand tribalism was also supported by Fournier (1998) who highlighted 
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the importance of love/passion in the formation of CBRs.  The whole basis 

of a brand tribe is that its members are linked by the passion they share for a 

brand (Cova and Cova, 2002; Greenacre et al., 2011; Veloutsou and 

Moutinho, 2009) and therefore, brand tribalism is important in formation of 

CBRs because the passion these consumers have for a brand may facilitate 

the development of strong, long-term brand relationships. 

 

3.3.2 Brand Loyalty vs. Commitment 

Both brand loyalty and commitment emerged from the comprehensive 

literature review as critical components of CBRs.  As will be outlined in 

Section 3.5.3, brand loyalty is a multi-dimensional construct that is 

comprised of three different types of loyalty: behavioural, attitudinal and 

situational loyalty (Gounaris and Stathakopoulos, 2004; Odin et al., 2001; 

Rundle-Thiele and Bennett, 2001).  Brand commitment, on the other hand, 

has been described as the attitudinal loyalty a consumer has toward a brand 

(Chaudhuri and Holbrook, 2001).  Therefore, this definition suggests that 

commitment is a component of brand loyalty (consistent with Chaudhuri 

and Holbrook, 2001; Delgado-Ballester and Munuera-Alemán, 2001), with 

a consumer only considered truly loyal when they are commited to a brand 

(Amine, 1998).  Consequently, commitment must be present if a consumer 

is to be considered brand loyal.  This is consistent with the defintion of 

brand loyalty adopted in this study, that brand loyalty is “a deeply held 

commitment to repurchase a brand” (Oliver, 1999 p. 34).   

 

Moreover, some previous studies have suggested that the terms commitment 

and loyalty are often used interchangably to describe the same construct 

(Bennett and Rundle-Thiele, 2002; Rundle-Thiele and Mackay, 2001; 

Siemieniako et al., 2010).  It is the authors contention that brand loyalty and 

commitment are not the same construct.  Brand loyalty is bigger than 

commitment because, as previously mentioned, brand loyalty has three 

different elements: behavioural and attitudinal and situational loyalty, while 

commitment is attitudinal in nature and implies an emotional or 

psychological attachment to a brand (Tuškey et al., 2013).  Therefore, brand 
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loyalty and commitment are linked in their attitudinal elements, with brand 

loyalty including some degree of commitment towards a brand (Chaudhuri 

and Holbrook, 2001).  Consequently, commitment is the attitudinal aspect 

of brand loyalty (Chaudhuri and Holbrook, 2001), which is reflected in the 

commitment based measures often employed to measure brand loyalty in 

the literature (see studies such as, Albert et al., 2013; Carroll and Ahuvia, 

2006; Oliver, 1999; Rundle-Thiele and Bennett, 2001).  Therefore, given the 

prominence of brand loyalty in the comprehensive literature review, and to 

avoid confusion in the minds of participants, brand loyalty is employed in 

this research. Adopting just one of these constructs also avoided possible 

issues between multicollinearity with the measures.  

 

As a result of this comprehensive literature review, eight constructs are 

employed in this research to explore Generation Y’s relationships with 

fashion brands.  As highlighted in the previous chapter, Fournier (1998) 

identified seven prominent dimensions of CBRs, from which fifteen 

meaningful types of relationships emerged.  These CBRs manifest 

themselves through a number of constructs, which are considered outcomes 

of CBRs.  Four CBR outcomes are evident in Table 3.1.  These outcomes 

are brand loyalty, satisfaction, WOM and brand love.  The remaining four 

constructs (brand tribalism, fashion consciousness, brand trust and self-

image congruity) are the antecedents of these brand relationship outcomes.  

Section 3.4 explores the four antecedent constructs of CBRs, followed in 

Section 3.5 by the four outcome constructs.  

 

3. 4 Antecedents of Brand Relationship Outcomes 

Four antecedents of CBRs emerged from the comprehensive literature 

review presented in Table 3.1.  This section outlines these four antecedents 

(brand tribalism, fashion consciousness, brand trust and self-image 

congruity) and proposes postulated relationships between these constructs 

and the outcomes of CBRs.  In this chapter, research postulations are 

presented rather than research hypotheses.  Research postulations refer to 

suggested relationships that may exist between constructs.  These 
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relationships are referred to as postulations as they will not be tested with 

empirical research.  Rather, the qualitative research will inform the 

existence of these relationships and the both the qualitative research and 

these research postulations will guide the development of the research 

hypotheses in Chapter 6.  The development of each of these postulations is 

based on the literature reviewed in this chapter, as summarised in Table 3.1.   

 

3.4.1 Brand Tribalism 

Brand tribes refer to “a network of societal micro-groups in which 

individuals share strong emotional links, a common sub-culture and a vision 

of life” (Veloutsou and Moutinho, 2009, p. 316).  According to Cova and 

Cova (2002) brand tribes are comprised of a group of diverse individuals in 

terms of their age, sex and income, who are linked by the shared passion or 

emotion they hold for the brand (Greenacre et al., 2011; Veloutsou and 

Moutinho, 2009).  This shared passion, and the shared emotional 

attachments and social actions, are the focus of the brand tribe, act as the 

social glue that keeps members connected (Greenacre et al., 2011), and lead 

to consumers becoming advocates of the brand (Cova and Cova, 2002).  

Consequently, brand tribes exist when tribal members identify with each 

other, have shared experiences and emotional attachments, and engage in 

collective social action (Cova and Cova, 2002; Juristic and Azevedo, 2011; 

Goulding et al., 2013).  

 

The concept of brand tribalism is new to the literature.  This construct is 

centered around the use of symbolism to demonstrate a members allegiance 

to the group (Cova, 1997).  This symbolic consumption creates a social link 

that allows tribal members to express their self-identity and gain group 

acceptance (Cova 1997; Mitchell and Imrie, 2011; Moutinho et al., 2007).  

The importance of brand tribalism is highlighted by the fact that social 

influences are the most important form of influence on individuals’ 

consumption decisions (Bagozzi, 2000).  Therefore, the influence of those 

in a consumers desired group may impact their consumption of fashion.  

This influence and involvement with others is an important characteristic of 
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brand tribes.  Brand tribes do not withdraw into themselves and become 

isolated from other groups, because the very purpose of their existence is to 

interact and influence others through the value of the shared emotion of its 

members (Cova and Cova, 2002).  This is in contrast to groups that form 

around a brand, such as brand communities.  A brand community refers to a 

specialised, non-geographically bound community, whose members come 

together based on a structured set of social relations between those who 

admire the brand (Muñiz and O’Guinn, 2001).  By their nature, brand 

communities are very similar to brand tribes; for example, like brand 

communities, brand tribes are not limited to one specific geographic 

location and are based on the shared connections that supporters of the 

brand hold.   However, brand communities form for longer periods of time 

than brand tribes and do not interact with other groups (Goulding et al., 

2013).  Interaction with others is an important characteric of brand tribes 

that a brand community lacks (Cova and Cova, 2002).  Therefore, although 

both of these brand groups have many similarities, they also differ in many 

ways.  It is important to distinguish between brand tribes and brand 

communities to gain a clear understanding of what brand tribes are (Cova, 

1997; Cova and Cova, 2002; Cova et al., 2007; Goulding et al., 2013; 

Muñiz and O’Guinn, 2001).  

 

As previously stated, brand tribes differ from brand communities in a 

number of important ways.  Firstly, unlike brand communities, tribes do not 

dominate consumers lives and membership to one tribe does not prohibit 

their ability to be members of other tribes (Goulding et al., 2013).  Rather, 

brand tribes provide an escape for consumers (Goulding et al., 2002), and 

encourage the consumers to embrace the many different aspects of their 

identity.  Secondly, brand tribes have been described as being “playful” and 

“loose” (Goulding et al., 2013), because tribal membership does not require 

that the consumer remains tied to the brand for a long period of time as with 

a brand community (Muñiz and O’Guinn, 2001; Muñiz and Schau, 2005).  

Thirdly, brand tribes are transcient, forming for short time periods around a 

shared interest and dispersing as this interest alters (Goulding et al., 2013).  

This is in contrast to brand communities that form for long periods of time 
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(Muñiz and O’Guinn, 2001).  Fourthly, Goulding et al. (2013) describe 

tribes as being entrepreneurial because, rather than relying on ready-made 

consumption resources as is the case with brand communitites, brand tribes 

are able to both produce and customise the brands offerings (Goulding and 

Saren, 2007).  Therefore, brand tribe members are able to add something to, 

and alter the brand through their experience.  Furthermore, brand 

communities are clearly commercial, are often facilitated by the company 

itself, and are established around supporting a particular brand or product 

(Brownlie et al., 2007; Burgh-Woodman and Brace-Govan, 2007; Mitchell 

and Imrie, 2011).  This contrasts with brand tribes, which are formed by 

consumers and as a result, hold strong meaning and relevance for the 

individuals within them (Mitchell and Imrie, 2011).   

 

Therefore, brand tribes and brand communities differ in many different 

ways.  Given that membership to a brand tribe allows consumers to interact 

with other brands and consumers, and the fact that brand tribes, like fashion, 

are transient and constantly changing (Cova and Cova, 2002; Goulding et 

al., 2013; O’Cass, 2004), brand tribes are more relevant for the study of 

fashion than brand communities.  Brand tribes are also particularly 

applicable to the relationships Generation Y form with fashion brands 

because fashion brands are highly visible and socially consumed, and as a 

result allow consumers to contribute to, and express their self-identity to 

others (Escalas and Bettman, 2005).  The highly visible and socially 

consumed nature of fashion brands is important for brand tribes, because 

brand tribes use brands for their own purposes as well as a medium to help 

them define themselves and express their identities within society (Lannon, 

1995; Veloutsou and Moutinhio, 2009).  The entrepreneurial nature of brand 

tribes is also relevant to the study of fashion as consumers often like to 

customise a brands offering to enhance the experience they receive when 

consuming the brand (Gabrielli et al., 2013).  Consequently, brand tribes 

were more appropriate for the study of fashion brand relationships than 

brand communities.  
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It is evident from the literature that the emerging construct of brand 

tribalism is one of considerable importance, that merits inclusion in this 

study of fashion brands.  Brand tribalism is important in the study of 

Generation Y as these consumers place great importance on being socially 

accepted (Grotts and Johnson, 2013) and embracing certain brands will 

ensure that they are accepted by their peers.  The importance of brand 

tribalism is further highlighted by Cova and Cova (2002) who state that 

firms that support their brand tribes and the consumer-consumer 

relationships associated with them, will be rewarded by the creation of long-

term loyalty.  The reason for this is that tribal membership leads to these 

consumers establishing an emotional brand connection that provides a 

rational reason for displaying commitment to the brand.  In a tribe totally 

devoted to its passion (i.e. the brand), members are ready and willing to 

sacrifice their time and money, and hence display characteristics of loyal 

consumers (Veloutsou and Moutinho, 2009).  Therefore, those consumers 

who are members a brand tribe have a deep-connection to the brand and are 

willing to become loyal consumers.  Previous studies show that socially 

interconnected groups act loyally because their personal relationships are 

maintained through shared, regular consumption (Gainer, 1995; Veloutsou 

and Moutinhio, 2009).  Moreover, as previously stated, members of brand 

tribes are not just consumers; they are advocates and therefore are more 

likely to have a deep loyalty or resonance with the particular brand for 

which they are a member of a tribe (Cova and Cova, 2002).  Therefore, from 

this literature it is postulated that brand tribalism is positively related to 

brand loyalty.  Although this relationship has not been empirically tested, 

Veloutsou and Mouthinho (2009) have called for empirical research on the 

link between these two constructs.  This study will address this call. 

Therefore, the following relationship is postulated: 

 

P1: There is a positive relationship between Brand Tribalism and 

Brand Loyalty for fashion brands. 
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3.4.2 Fashion Consciousness 

‘Fashion’ is defined as ‘‘a way of behaving that is temporarily adopted by a 

discernible proportion of members of a social group because that chosen 

behavior is perceived to be socially appropriate for the time and situation’’ 

(Shang et al., 2005 p. 403).  Specifically, the term ‘fashion’ can be applied 

to all aspects of an individual’s personal appearance that provides them with 

hedonic and utilitarian value (Bannister and Hogg, 2004; Pentecost and 

Andrews, 2010).  Fashion consciousness refers to “a person’s degree of 

involvement with the styles or fashion of clothing” (Nam et al., 2007 

p.103).  Any person who takes an interest in clothing, fashion and their 

appearance is said to be fashion conscious (Jonathan and Mills, 1982; Nam 

et al., 2007; Summers, 1970).  Therefore, fashion consciousness, which is 

analogous to fashion involvement (Lertwannawit and Mandhachitara, 

2012), refers to the desire of an individual to adopt the latest styles that 

allow them to maintain their appearance and preserve their status in their 

social network (Lertwannawit and Mandhachitara, 2012; Shim and Ghert, 

1996; Walsh et al., 2001). 

 

Developing an understanding of Generation Y’s fashion consciousness is 

important because, given its size and market power, having a good 

comprehension of how this age cohort view fashion and make judgements 

about fashion brands is crucial to both academics and practioners (Vieira, 

2009).  However, to date, little research has empirically tested the 

antecedents and consequences of fashion consciousness (Vieira, 2009).  In 

particular, constructs such as brand loyalty, that are of central importance in 

the study of CBRs have rarely been applied to the study of fashion 

phenomena (Vieira, 2009).  Therefore, this research addresses this gap by 

building on Vieira’s (2009) study and postulating a positive relationship 

between fashion consciousness and brand loyalty.  Exploring the existence 

of this relationship is important as O’Cass (2004) stated that it is essential to 

understand the role fashion consciousness plays along with other constructs 

in the formation of consumers consumption behaviour.  Furthermore, Park 

et al. (2006) have called for studies on consumers’ fashion consciousness to 
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be extended to include consumer behavioural constructs such as loyalty.  In 

answering these calls for research, the following relationship is postulated:  

 

P2: There is a positive relationship between Fashion 

Consciousness and Brand Loyalty for fashion brands. 

 

3.4.3 Brand Trust 

Brand trust is defined as “the willingness of the average consumer to rely on 

the ability of the brand to perform its stated function” (Chaudhuri and 

Holbrook, 2001 p. 82).  Brand trust is generally regarded as being a central 

and essential element in the development of successful relationships 

(Garbarino and Johnson, 1999; Morgan and Hunt, 1994).  In particular, trust 

is of most relevance in situations of uncertainty (Doney and Canon, 1997; 

Moorman et al. 1992), as it helps to reduce this fear of the unknown by 

allowing consumers feel they can rely on the brand to perform as they 

expect (Chaudhuri and Holbrook, 2001).  Consequently, for consumers, 

brand trust helps to increase the value of forming relationships with brands 

(Albert et al., 2013). 

 

The importance of brand trust in the development long-term consumer 

relationships is paramount.  Studies such as Berry (1995) and Kim et al. 

(2008) provide evidence that trust is at the heart of successful relationships 

with brands.  When consumers trust their brands they develop positive and 

favourable attitudes towards them (Garbarino and Johnson, 1999).  As a 

result, in terms of CBRs, trust is an important contributor to the emotional 

commitment that manifests itself through brand loyalty (Punniyamoorthy 

and Raj, 2007).  Furthermore, brand trust builds brand loyalty because it 

creates highly valued exchange relationships (Morgan and Hunt, 1994).  Ha 

(2004) proposes that brand trust may turn a consumer from being a satisfied 

consumer to a loyal consumer.  Moreover, when a consumer trusts a brand 

not only are they more likely to become loyal, they are also more willing to 

maintain their loyalty, to pay a price premium and to share positive 

information about the brand through WOM (Chaudhuri and Holbrook, 
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2001; Horppu et al., 2008).  Accordingly, brand trust has been established 

as a major driver of brand loyalty and WOM (Chaudhuri and Holbrook, 

2001; Horppu et al., 2008). Therefore, the following relationships are 

postualated: 

 

 P3: There is a positive relationship between Brand Trust and 

Brand Loyalty for fashion brands. 

P4: There is a positive relationship between Brand Trust and 

Word-of-Mouth for fashion brands. 

 

3.4.4 Self-Image Congruity 

Consumers often use brands as social tools to communicate their self-

concept to others (Schembri et al., 2010).  The self-concept refers to the 

totality of an individual’s thoughts and feelings (Phau and Lo, 2004).  It 

typically comprises of ‘self-esteem’ which is the value with which a person 

views him/herself, and ‘self image’ which is the perception people have of 

what they are like (Runyan, 1988).  The literature states that the self-concept 

is of interest to marketers because consumers often purchase brands that are 

congruent with, and that will enhance, their self-image (Britt, 1966, Carroll, 

2009; Phau and Lo, 2004).  Consequently, the idea of self-image congruity 

refers to when consumers select brands that have an image they perceive to 

resemble their self-concept (Carroll, 2009; Kressman et al., 2006; Liu et al., 

2012; Sirgy et al., 2008; Sirgy et al., 1997; Sirgy, 1986).  Self-congruity 

theory states that people purchase and use brands with an image that mirrors 

their own (Sirgy, 1986).  This mirroring allows consumers to strenghten 

their personal identity and their self-concept (Sirgy et al., 2008).  The 

reason for this is that by selecting brands that are congruent with their self-

image, brands become part of the individuals self and form an extended self 

(Belk, 1988).  Consequently, consumers use their possessions to 

authenticate and expand their self-image because these brands allow them to 

communicate and express their ideal self-image to others (Escalas and 

Bettman, 2005; Phau and Lo, 2004). 
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Self-image congruity is of particular importance in the study of fashion 

brands because fashion brands are highly self-expressive and are socially 

consumed (Jamal and Al Marri, 2007; Millan et al., 2013).  Specifically, 

“fashion brands are seen as strong vehicles for expressing the self-concept, 

achieving image congruence and signalling group membership” (Carroll, 

2009 p. 152).  As a result, the effects of self-image congruity are very strong 

(Jamal and Al Marri, 2007).  Moreover, publically consumed brands are 

conspicuous and self-expressive in nature (Jamal and Goode, 2001), which 

means that consumers place greater importance on selecting brands that fit 

with their self-image.  As previously mentioned, consumers purchase brands 

not only for the utiliarian benefits they offer but also for the self-expressive 

benefits they provide (Park, 1986).  Fashion brands, in particular, are highly 

self-expressive and consequently, consumers place great importance on 

consuming fashion brands that are congruent with the image they perceive 

they have (Carroll, 2009; Phau and Lo, 2004).  Generation Y consumers 

also actively seek brands that are congruent with their self-image to allow 

them express themselves to others (Grotts and Johnson, 2013).  Therefore, 

self-image congruity is important to Generation Y and can be argued to be 

of the utmost relevance to fashion products because of the importance 

fashion has in the formation and exhibition of the self (Davis, 1985; Evans, 

1989; Lurie; 1981; Phau and Lo, 2004).  

 

Previous research in other sectors indicates that self-image congruity 

influences a consumer’s satisfaction with a brand (Jamal, 2004; Jamal and 

Al Marri, 2007; Jamal and Goode, 2001; Sirgy et al., 1997).  Specifically, in 

the automobile market, Jamal and Al Marri (2007) found that self-image 

congruity is a strong predictor of satisfaction with a brand.  This finding was 

in line with Sirgy et al. (1997), who reported similar findings in the travel 

destination market.  Jamal (2004) and Jamal and Goode (2001) also found a 

strong relationship between self-image congruity and satisfaction in the 

retail banking and precious jewellery markets respectively.  By applying 

these findings to this study, it is also expected that self-image congruity will 

have a positive relationship with satisfaction for fashion brands.  Therefore, 

it is postulated that: 
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P5: There is a positive relationship between Self-Image Congruity 

and Satisfaction for fashion brands. 

 

Albert et al. (2013) state that brands offer consumers symbolic value by 

allowing them to define the type of person they are.  Consequently, 

consumers buy (fashion) brands they idenitify with and that have an image 

or personality congruent with their own self-concept (Albert et al., 2013; 

Carroll, 2009; Sirgy, 1982; Sirgy et al., 2008).  This leads to these 

consumers developing positive feelings towards the brand (Harrison-

Walker, 2001).  Consequently, when a brand is congruent with, or appears 

to be part of the consumers self-concept, these consumers may develop 

feelings of love towards the brand (Ahuvia, 1993; Albert et al., 2013).  

Therefore, self-image congruity can be considered an antecedent of brand 

love and the following relationship is postulated: 

 

P6: There is a positive relationship between Self-Image Congruity 

and Brand Love for fashion brands. 

 

The literature states that consumers are more likely to become loyal to 

brands and products that are congruent with their self-concept (Liu et al., 

2012), because self-congruity plays an important role in purchase 

motivation and brand loyalty (Kressman et al., 2006; Malhorta, 1988; Sirgy, 

1985; Sirgy and Samli, 1985).  This may be especially true with fashion 

brands where self-image congruity is extremely applicable (Phau and Lo, 

2004).  Therefore, the following relationship is postulated: 

 

P7: There is a positive relationship between Self-Image Congruity 

and Brand Loyalty for fashion brands. 

 

Finally, prior studies suggest that when consumers perceive a brand as 

matching their self-concept, these consumers are more likely to talk 

positively about the brand to others and engage in postitive WOM (Jamal, 
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2004; Jamal and Al Marri, 2007; Jamal and Goode, 2001; Sirgy et al., 

1997).  Consequently, the following relationship is postulated: 

 

P8: There is a positive relationship between Self-Image Congruity 

and Word-of-Mouth for fashion brands. 

 

In summary, brand tribalism, fashion consciouness, brand trust and self-

image congruity emerged from the comprehensive literature review as 

antecedents of CBRs.  The comprehensive literature review also revealed 

four outcomes of CBRs.  These outcomes are set out in the following 

section.  

 

3.5 The Outcomes of Consumer-Brand Relationships 

The comprehensive literature review (presented in Table 3.1) revealed that 

brand loyalty is an outcome of critical importance to CBRs.  However, in 

line with Fournier (1998), the comprehensive literature review also showed 

that CBR outcomes are not limited to brand loyalty alone.  Rather, the 

comprehensive literature review highlighted the importance of satisfaction, 

brand love and WOM as outcomes of CBRs.  These four outcomes are 

described in detail in this section.  This section also develops postulations 

that relate to the relationships Generation Y consumers form with fashion 

brands.  As previously set out, the development of these postulated 

relationships is based on the literature reviewed and summarised in Table 

3.1.  These relationships will be explored and informed by the qualitative 

research phase, before the research hypotheses of this study are developed 

in Chapter 6. 

 

3.5.1 Satisfaction 

In this study, satisfaction refers to when a consumer senses “consumption 

fulfills some need, desire, goal, or so forth and in a pleasurable way” 

(Oliver, 1999 p. 34).  Engle et al. (1990, p. 481) also provide a definition of 

satisfaction as “the outcome of the subjective evaluation that the chosen 
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alternative (the brand) meets or exceeds the consumers expectations.”  

These definitions illustrate that for a consumer to be satisfied with a brand, 

they must feel that the brand has at the very minimum, met their prior 

expectations.  Satisfaction is an important construct in CBRs because high 

levels of satisfaction may protect companies from competitors’ offerings, by 

providing consumers with fewer reasons to seek alternative brands (Fornell 

et al., 1996; Fitzell, 1998).  Consequently, for a brand to be successful, it is 

essential that a brand continues to satisfy the needs of its consumers.  

 

The importance of satisfaction in a marketing context is widely noted in the 

extant literature.  Specifically, satisfaction mediates consumer learning from 

prior experience and explains key post-purchase behaviours such as 

complaining, WOM, and repeat purchase intention (Gustafsson et al., 2005; 

Punniyamoorthy and Raj, 2007; Westbook and Oliver, 1991).  Satisfaction 

is also important within fashion, as previous studies have found that 

consumers who are not satisfied with fashion brands are less likely to 

purchase those brands in future (Carpenter and Fairhurst, 2005).  Moreover, 

an abundance of additional studies have found that high levels of 

satisfaction may have a positive impact on brand loyalty (for example, Choi 

et al., 2008; Deng et al., 2010; Eggert and Ulaga, 2002; Fornell, 1992; Liao 

et al., 2009; Mittal et al., 1998).  In fact, loyalty is the ultimate objective of 

satisfaction and has been found to be an important determinant of a brand’s 

long-term viability (Deng et al., 2010; Krishnamurthi and Raj, 1991).  

Consequently, informed by the literature, the following relationship is 

postulated: 

 

P9: There is a postitive relationship between Satisfaction and 

Brand Loyalty for fashion brands. 

 

As previously stated, prior research suggests that satisfied consumers are 

more likely to spread positive WOM (Brown et al., 2005; de Matos and 

Rossi, 2008).  Numerous studies have found a positive relationship between 

these two constructs (for example, Brown et al., 2005; de Matos and Rossi, 

2008; Ladhari, 2007; Mittal et al., 1998; Price and Arnould, 1999; 
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Wangenheim and Bayón, 2007), and perhaps this positive relationship is 

particularly applicable to the consumption of fashion brands, as consumers 

are now more willing to talk about their consumption of fashion than ever 

before (Gabrielli et al., 2013).  Therefore, based on this literature it is 

postulated that: 

 

P10: There is a positive relationship between Satisfaction and 

Word-of-Mouth for fashion brands. 

 

3.5.2 Brand Love 

Brand Love is defined as “the degree of passionate emotional attachment a 

satisfied consumer has for a particular trade name” (Carroll and Ahuvia, 

2006).  Few studies have focused specifically on brand love due to the fact 

that it is an emergent construct in the brand relationship literature (Bergkvist 

and Bech-Larsen, 2010).  Yet, brand love is an important construct in the 

study of CBRs.  For example, Fournier (1998) showed that brand love, 

which is derived from the concept of interpersonal love (Carroll and 

Ahuvia, 2006; Roy et al., 2012; Thomson et al., 2005; Shimp and Madden, 

1988), is one of the seven dimensions of CBRs.  Despite Fournier’s 

conceptualisation, brand love continues to be a nascent body of research. 

 

As previously mentioned, brand love is derived from interpersonal love.  

However, these two forms of love differ significantly because “brand love is 

unidirectional, whereas interpersonal love is bi-directional” (Roy et al., 

2012 p. 506).  This means that when a consumer loves a person, they can 

expect the other person to hold the same feelings for them; however when 

they love a brand, the feeling is not reciprocal.  Therefore, additional 

research is needed to gain a deeper understanding of the concept of brand 

love.  

 

As is evident from the definition of brand love, for a consumer to love a 

brand they must have emotional and passionate feelings towards the brand 

(Roy et al., 2012).  However, when a consumer loves a brand, it does not 
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necessarily mean they will also be brand loyal.  Brand love is distinguished 

from brand loyalty in the way that it lacks the commitment characteristic 

evident within brand loyalty (Roy et al., 2012).  Therefore, although the 

consumer has strong feelings towards the brand, that does not necessarily 

mean they are commited to purchasing the brand in future.  Despite this lack 

of commitment, brand love is still an important construct in the formation of 

CBRs, that requires additional research.  

 

The importance of brand love in a marketing context is underlined by the 

fact that it has been found to be positively related to two desirable outcomes 

for brands, brand loyalty and WOM (Bergkvist and Bech-Larsen, 2010; 

Carroll and Ahuvia, 2006).  Therefore, although brand love does not 

guarantee that a consumer will be brand loyal, consumers who love a brand 

are more likely to purchase the brand in future (Carroll and Ahuvia, 2006).  

Brand love is also important because consumers choose brands as much, if 

not more, for their symbolic and hedonic values as they do for their 

utilitarian values (Albert and Merunka, 2013).  When brands offer 

consumers more hedonic benefits (rather than utilitarian benefits) their 

feelings of love towards a brand become stronger (Bergkvist and Bech-

Larsen, 2010).  This is particularly relevant for fashion brands, as these 

brands offer many hedonic benefits, such as self-expression and social 

acceptance (Grotts and Johnson, 2013).  Moreover, brand love is relevant 

for fashion brands because consumers have stronger feelings of love 

towards brands they perceive to enhance or reflect their self-concept 

(Bergkvist and Bech-Larsen, 2010).  Therefore, consumers love fashion 

brands, at least in part, because of their ability to make them look and feel 

good (Ismail and Spinelli, 2012). 

 

Even though brand love has only recently surfaced as an important 

component of CBRs, there is some empirical support for what the outcomes 

of this construct may be.  Albert et al. (2013), Albert and Merunka (2013) 

and Carroll and Ahuvia (2006) all provide empirical evidence that brand 

love is positively related to brand loyalty.  Consequently, the following 

relationship is postulated: 



Chapter 3                                                   Comprehensive Literature Review 

  76 

 

P11: There is a positive relationship between Brand Love and 

Brand Loyalty for fashion brands. 

 

Further, Carroll and Ahuvia (2006), Albert et al. (2013) and Albert and 

Merunka (2013) provide empirical support for the existence of a positive 

relationship between brand love and WOM.  Additionally, Ismail and 

Spinelli (2012) recently found that those who love fashion brands are more 

likely to spread positive WOM about that brand.  Therefore, based on this 

literature it is postulated that: 

 

P12: There is a positive relationship between Brand Love and 

Word-of-Mouth for fashion brands. 

 

3.5.3 Brand Loyalty 

It is evident from the comprehensive literature review (see Table 3.1), that 

brand loyalty is of central importance to the relationships consumers form 

with brands.  This supports Fournier’s (1998) assertion that the brand 

loyalty literature is key to informing CBRs.  In this study, brand loyalty is 

defined as “a deeply held commitment to re-buy or re-patronise a 

product/service consistently, causing repetitive purchasing, despite 

situational influences and marketing efforts having the potential to cause 

switching behaviour” (Oliver, 1999 p. 34).  From this definition, it is clear 

that brand loyalty is demonstrated where a consumer has a preference to buy 

a certain brand in a product class.  This preference then leads to frequent 

repeat purchasing and reduces the likelihood of the consumer switching to 

one of the brand’s competitors (Kayaman and Arasli, 2007; Phau and 

Cheong, 2009).  

 

Brand loyalty is a very complex and multi-dimensional construct, much like 

CBRs themselves (Javalgi and Moberg, 1997; Rundle-Thiele and Mackay, 

2001).  As previously mentioned, the concept of brand loyalty is composed 

of three aspects: behavioural loyalty, attitudinal loyalty and situational 
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loyalty (Gounaris and Stathakopoulos, 2004; Odin et al., 2001; Rundle-

Thiele and Bennett, 2001).  Originally brand loyalty was viewed solely from 

a behavioural perspective and proposed that repeat purchasing of a brand 

over time displayed loyalty (Amine, 1998).  However, viewing loyalty from 

an exclusively behavioural perspective was viewed as being too limiting, 

and the literature argued for the need to extend the definition to include an 

attitudinal dimension (Amine, 1998; Chaudhuri and Holbrook, 2001).  The 

argument was that brand loyalty could be better understood by extending 

these behavioural definitions to acknowledge the attitudes, emotions and 

feelings a consumer may have for a brand (Day, 1969; Baldinger and 

Rubinson, 1996; Bandyopadhyay and Martell, 2007).  Consequently, 

attitudinal loyalty assumes that consistent buying of a brand (i.e. 

behavioural loyalty) is necessary but not sufficient for ‘true’ brand loyalty 

to exist (Amine, 1998).  For a consumer to be truly loyal they must also 

have a positive attitude towards the brand to guarantee their behavioural 

motivations will be pursued in the future (Amine, 1998).  The third 

dimension of brand loyalty is situational loyalty.  With situational loyalty, 

the purchase situation or social and situational factors such as inconvenient 

store locations, the brand not being available, and/or the influence of others, 

impacts the consumer’s loyalty towards a brand (Uncles et al., 2003, Dick 

and Basu, 1994, Kabiraj and Shanmugan, 2011, Mascarenhas et al., 2006).  

For example, situational loyalty is apparent where consumers purchase (or 

avoid purchasing) certain brands when others are present, or purchase a 

brand because their first choice is not available (Gounaris and 

Stathakopoulos, 2004).  Thus, situational loyalty recognises that there are 

certain situations where consumers’ behaviour is not fully under their 

control, but instead is influenced by situational and social factors, and 

particularly by the expectations of relevant others.  

 

Despite the complexity of this construct, creating a strong loyal customer 

base is one of the key goals of successful CBRs, because loyal customers 

can bring many benefits (Kabiraj and Shanmugan, 2011; Knox and Walker, 

2001).  For example, having a strong base of loyal consumers provides a 

brand with a strong source for developing a sustainable competitive 
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advantage (Dick and Basu, 1994; Kabiraj and Shanmugan, 2011).  Brand 

loyalty also provides protection from competition and offers fewer reasons 

for consumers to engage in an extended information search with alternative 

brands (Rundle-Thiele and Bennett, 2001; Knox and Walker, 2001).  A base 

of loyal consumers allows marketers to charge a premium price and reduces 

the cost of doing business through decreasing acquisition and promotion 

costs, which increases shareholder value and hence profitability (Bennett 

and Rundle-Thiele, 2005).  Loyal consumers have fewer reasons to engage 

in an extended information search among alternatives, which reduces their 

probability of switching brands (Gounaris and Stathakopoulos, 2004).  

Furthermore, loyal customers can lead to considerable profitability for a 

brand, and as a result, can be a valuable asset to a brand (Dekimpe et al, 

1997; Rundle-Thiele and Bennett, 2001; Knox and Walker, 2001).  

Therefore, it is evident that brand loyalty offers many benefits to a brand 

and makes a critically valuable contribution to its competitive advantage 

and profitability (Kabiraj and Shanmugan, 2011).  Given the vast size and 

value of the Generation Y cohort, and the benefits forming loyal 

relationships with consumers may offer, it is essential that fashion brands 

forge loyal relationship with these consumers.  However, Generation Y are 

said to be fickle consumers that lack loyalty (Bartlett, 2004; Runyan et al., 

2013).  Given the self-expressive nature of fashion brands and the additional 

benefits they provide to consumers, it is important to explore brand loyalty 

among Generation Y consumers to see if this finding is true for fashion 

brands.   

 

Due to the multi-dimensional nature of brand loyalty, there are many 

constructs that may contribute to the development of this outcome.  This 

was evident throughout the course of this chapter, as six of the constructs 

that emerged from the comprehensive literature review have been found to 

be positively related to brand loyalty in previous studies.  Specifically, 

previous research provides evidence that satisfaction is an important 

determinant of brand loyalty, with high levels of customer satisfaction 

having a positive impact on a consumers loyalty to a brand (Choi et al., 

2008; Deng et al., 2010; Eggert and Ulaga, 2002; Fornell, 1992; Mittal et 
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al., 1998).  Brand Trust, an established construct in the marketing literature, 

also positively influences brand loyalty (Chaudhuri and Holbrook, 2001; 

Ha, 2004; Horppu et al., 2008).  Empirical research shows that brand love, 

an emergent construct in the brand relationship literature, positively 

influences brand loyalty (Albert et al., 2013; Albert and Merunka, 2013; 

Carroll and Ahuvia, 2006).  Moreover, previous studies have shown that 

self-image congruity is an important factor in the formation of brand 

loyalty, especially when the brand is socially visible, as with fashion (Jamal 

and Goode, 2001; Kressman et al., 2006; Malhorta, 1988; Phau and Lo, 

2004; Sirgy, 1985; Sirgy and Samli, 1985).  Finally, previous studies 

reported a positive relationship between fashion involvement (i.e. Fashion 

Consciousness) and commitment (i.e. Brand Loyalty) (Vieira, 2009).  

Therefore, throughout this chapter it was postulated that six constructs 

(brand tribalism, fashion consiousness, brand trust, self-image congruity, 

satisfaction, and brand love) are positively related to brand loyalty when 

consuming fashion brands.  

 

3.5.4 Word-of-Mouth 

Arndt (1967 p. 190) provides one of the earliest definitions of word-of-

mouth (WOM), by defining this construct as “oral, person-to-person 

communication between a perceived non-commercial communicator and a 

receiver concerning a brand, a product or a service offered for sale.”  In a 

subsequent study, WOM was defined as “informal communications directed 

at other consumers about ownership, usage or characteristics of particular 

goods and services and/or their sellers” (Westbrook, 1987 p. 261).  These 

similar definitions are consistent with those adopted in more recent WOM 

studies (such as de Matos and Rossi, 2008; Gruen et al., 2006; Harrison-

Walker, 2001; Ladhari, 2007; Wangheim and Bayón, 2007) and with 

Anderson’s (1998) definition which is accepted for the purposes of this 

study.  Anderson (1998 p. 6) defines WOM as “the informal communication 

that occurs between private parties when there are evaluations of goods and 

services.”  Therefore, in adopting this definition, formal communication 

between customers and an organisation (such as, complaints to firms) or 
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between organisations and customers (such as, promotions) are excluded 

from this study (Anderson, 1998; Mazzarol et al., 2007).   

 

WOM is considered a key relational outcome (Harrison-Walker, 2001; 

Hennig-Thurau et al., 2002; Ng et al., 2011), and is typically either positive 

or negative.  Specifically, WOM relates to interesting, unique or 

unforgettable experiences; and may or may not include an individual’s 

recommendation to use the brand (Anderson, 1998; Brown et al., 2005; Herr 

et al., 1991; Ladhari, 2007; Mazzarol et al., 2007).  Consistent with Brown 

et al. (2005), Harrison-Walker (2001) and Ladhari (2007), this study 

focuses on positive WOM, which occurs when consumers speak favourably 

about and praise the brand to other people, such as their family and friends 

(Westbrook, 1987).  

 

Essentially, WOM encapsulates the idea that information about any product, 

service, store, company, and so on is spread verbally between consumers 

(Brown et al., 2005).  The significance of WOM in a marketing context is 

highlighted by the fact that out of all of the outcomes of CBRs, WOM is 

viewed as one of the most important (Brown et al., 2005; Ladhari, 2007; 

Reichheld, 2003).  The reason for this is that consumers view personal 

sources of information as more trustworthy and reliable than non-personal 

sources, such as advertising (Harrison-Walker, 2001).  Consumers believe 

WOM is highly credible because the communicator is not viewed as having 

a vested interest in selling the brand, and is therefore believed to be more 

likely to portray information about the brand in a meaningful way (Herr et 

al., 1991; Mazzarol et al., 2007).  Consequently, consumers place more 

value on, and are more likely to believe WOM because some form of 

personal relationship exists between the parties (Alexandrov et al., 2013; 

Mazzarol et al., 2007). 

 

When it comes to fashion brands, the importance of WOM increases.  For 

example, consumers have a greater propensity to share their fashion brand 

experiences with their friends and family to compensate for the lack of 

interaction, assistance and advice they receive when shopping in fashion 
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stores (Gabrielli et al., 2013).  Moreover, Generation Y consumers are wary 

of marketing attempts directed towards them, which means they place 

greater emphasis on WOM (Foscht et al., 2009).  These consumers rely on 

WOM and view it as being authentic because it consists of actual real life 

experiences and feelings (Alexandrov et al., 2013; Herr et al., 1991).  As a 

result, WOM plays a strong role in the formation of a consumer’s attitudes 

and behaviours towards a certain brand (Harrison-Walker, 2001).  

 

After consulting the extant literature and carrying out an extensive 

comprehensive literature review, it is evident that there are a number of 

factors that lead to consumers engaging in WOM.  Although an outcome of 

CBRs in its own right, a number of studies have shown that satisfaction is 

positively related to WOM (Brown et al., 2005; de Matos and Rossi, 2008; 

Ladhari, 2007; Mittal et al., 1998; Price and Arnould, 1999; Wangenheim 

and Bayón, 2007).  The rationale is that if a brand meets or exceeds the 

consumer’s expectations these consumers will be satisfied and motivated to 

tell others about their positive experience (de Matos and Rossi, 2008).  

Further, the literature shows that additional constructs also positively 

influence WOM.  Brand trust (de Matos and Rossi, 2008), brand love 

(Albert and Merunka, 2013; Carroll and Ahuvia, 2006; Ismail and Spinelli, 

2013) and self-image congruity (Jamal, 2004; Jamal and Al Marri, 2007; 

Jamal and Goode, 2001; Sirgy et al., 1997), all positively impact the 

likelihood of a consumer spreading WOM.  Therefore, it is conceptualised 

that satisfaction, brand trust, brand love and self-image congruity are 

positively related to WOM for fashion brands. 

 

Consequently, following the comprehensive literature review, it is 

postulated that there are four outcomes of the relationships consumers form 

with fashion brands (satisfaction, brand love, brand loyalty and WOM).  As 

previously set out, these four outcomes are preceded by four antecedents 

(brand tribalism, fashion consciousness, brand trust and self-image 

congruity).  These eight constructs and their postualted relationships are 

visually depicted and conceptualised in the following section.   
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3.6 The Conceptual Framework 

Figure 3.2 presents the CF composed after postulating the relationships 

between the constructs emergent from the comprehensive literature review.  

As outlined and discussed throughout the course of this chapter, this figure 

depicts the positive influence brand tribalism, fashion consciousness, brand 

trust, self-image congruity, satisfaction and brand love have on brand 

loyalty.  Positive relationships between brand trust, self-image congruity, 

satisfaction, brand love, and WOM are also illustrated in this framework.  

Finally, this framework shows the positive influence self-image congruity 

has on both satisfaction and brand love.  This CF will be employed in 

guiding the probes developed for the first phase of this research study and 

the postulated relationships will play a key role in the development of the 

research hypothesis in Chapter 6.  The following section concludes this 

chapter.  

 

Figure 3.2 The Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

3.7 Conclusion 

As a multitude of constructs can inform CBRs, it was necessary to conduct a 

comprehensive review of the extant literature to determine the constructs of 

most relevance to the relationships consumers form with fashion brands.  
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The purpose of the chapter was to conduct this comprehensive literature 

review and to postulate relationships between the constructs that emerged 

from the literature.  Therefore, this chapter presented and detailed the 

comprehensive literature review that was undertaken to address the 

objectives of this study (Section 3.2).  Over one-hundred conceptual and 

empirical quantitative studies were included in this comprehensive literature 

review, which allowed for the development of a CF that represents the 

relationships consumers develop with fashion brands.  In total, eight 

constructs emerged as being relevant for the relationships consumers form 

with fashion brands (Section 3.3).  Four of these constructs (brand tribalism, 

fashion consciousness, brand trust and self-image congruity) were identified 

and postulated as antecedent constructs in this framework (Section 3.4).  

The remaining four constructs (satisfaction, brand love, brand loyalty and 

WOM) were postulated as outcome variables (Section 3.5).  The CF 

developed following this comprehensive literature review was employed to 

guide the first phase of this research, which was qualitative in nature and 

employed Narrative interviews.  This CF guided the qualitative phase by 

allowing the researcher to generate a Narrative guide with probes relevant to 

the constructs emergent from the comprehensive literature review and 

important to CBRs.  The next chapter sets out the methodology employed in 

this qualitative phase.  The purpose of the qualitative phase was to 

contextualise, inform and explore the relevance of this CF for the 

relationships Generation Y consumers develop with fashion brands.  
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CHAPTER 4: QUALITATIVE 

RESEARCH METHODOLOGY 
 

 

4.1 Introduction  

This research study aims to explore the relationships Generation Y 

consumers develop with fashion brands.  In this research, Generation Y 

refers to those individuals born between 1977 and 1994 (Noble et al., 2009).  

In the previous chapters an extensive review of the literature was undertaken 

to obtain a deep knowledge and understanding of the research task at hand 

(see Chapter 2).  Following the literature review, a comprehensive review of 

previous empirical studies was conducted to identify the constructs deemed 

necessary for inclusion in the study of fashion brand relationships (see 

Chapter 3).  Following this comprehensive literature review, a conceptual 

framework (CF) was developed to guide the researcher in addressing the 

objectives of this study.  For convenience, the research question and 

objectives are presented in Table 4.1.  The purpose of this chapter is to 

outline the qualitative methodology employed in the first empirical phase of 

this study.  This chapter begins in Section 4.2 by outlining the research 

approach adopted in this study.  Subsequently, Section 4.3 presents the 

overall research design of this study and Section 4.4 outlines the research 

design employed specifically in this qualitative phase.  Section 4.5 details 

the data collection method and Section 4.6 outlines the sampling method 

employed in this stage of the research.  In Section 4.7 the process 

undertaken in collecting the qualitative data is described, with the approach 

used in analysing the data discussed in Section 4.8.  Finally, Section 4.9 

concludes the chapter.  An overview of the process followed in carrying out 

this research is presented in Figure 4.1.  In this figure, the current stage of 

the research is shaded in grey.  The research question and objectives follow 

this figure in Table 4.1.  
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Figure 4.1 The Research Process 

 

 
 

Table 4.1: The Research Question and Research Objectives 

Research Question 
RQ What are the relationships Generation Y consumers’ have with fashion brands 

and how do they inform consumer-brand relationships? 

 
Research Objectives 

Primary 

RO 

To explore the relationships Generation Y consumers’ develop with fashion 

by conceptualising and testing a framework that studies the components of 

their fashion brand relationships. 

RO 1 To conduct a comprehensive review of the extant literature to develop a 

conceptual framework of the components of Generation Y consumers’ fashion 

brand relationships.  

RO 2 To contextualise and inform the conceptual framework by gaining insights 

from empirical research among Generation Y consumers’. 

RO 3 To allow Generation Y consumers’ define and set the liminalities of ‘fashion’ 

and to explore and test their fashion consciousness in their fashion brand 

relationships. 

RO 4 To explore and test, using the conceptual framework, the utilitarian, self-

expressive and hedonic factors that may influence Generation Y consumers’ 

fashion brand relationships. 

RO 5 To explore and test, using the conceptual framework, the subjective outcomes 

of Generation Y consumers’ fashion brand relationships. 

* RQ = Research Question; RO = Research Objective  

 

4.2. The Research Approach  

There are two principal approaches to the development of theory: deductive 

theory testing and inductive theory building (Perry, 1998).  This research 

study consisted of two phases and employed a mixed methodology.  

Therefore, both inductive and deductive research approaches were utilised 

in this study to generate theory.  With deduction, the researcher progresses 
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from a set of hypotheses to a specific conclusion (Ketokivi and Mantere, 

2010).  There is a strict condition that the conclusion systematically follows 

from the hypotheses (Ketokivi and Mantere, 2010), with the researcher 

moving from the general to the specific.  Conversely, with induction the 

researcher moves from specific observations to broader generalisations and 

theories (Ketokivi and Mantere, 2010).  Specifically, the researcher 

identifies a gap in the argument between the conclusion and the observed 

assumptions, with the conclusion then deemed to be supported by the 

observations that are made (Ketokivi and Mantere, 2010). 

  

Deductive and inductive research approaches correspond with the two main 

theoretical stances of research: quantitative and qualitative (Eldabi et al., 

2002).  Quantitative research follows a deductive research approach and 

examines the relationships between variables, which are measured 

numerically and analysed through the use of statistical techniques (Saunders 

et al., 2012).  When engaging in quantitative research, the researcher 

believes that behaviour can be explained through objective facts (Firestone, 

1987).  Conversely, qualitative research follows an inductive research 

approach and involves the study of people (Firestone, 1987).  Qualitative 

researchers believe that there are multiple realities that are socially defined 

(Firestone, 1987).  Therefore, quantitative and qualitative methods 

contribute to different forms of rhetoric.  As a result, these research 

approaches employ different techniques to express the varying assumptions 

about the world and also use differing methods to influence the reader of the 

conclusion (Firestone, 1987).  However, Firestone (1987) states that 

quantitative and qualitative methods are not antithetical.  Rather these two 

methods can be employed in tandem to provide the researcher with different 

forms of information that can be used to gain more confidence in the 

conclusions that are drawn from the data (Firestone, 1987).  In marketing, 

this practice is referred to as a mixed methods approach (Harrison and 

Reilly, 2011).  As previously stated, this study adopted a mixed methods 

approach in the generation of data. 

 

In conducting mixed methods research, the researcher employed both 
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qualitative and quantitative research approaches to gain a broad scope and 

deep understanding of the research (Johnson et al., 2007).  As set out in 

Chapter 1, a post-positivist research stance guided this study.  Therefore, 

adopting a methodology that employed both inductive and deductive aspects 

was seen as the most rational approach.  This methodological stance is in 

line with a number of studies in the extant literature.  For example, Xu and 

Paulins (2005) employed a mixed methodology when exploring consumers’ 

attitudes towards shopping for apparel products online; Delgado-Ballester 

and Munuera-Alemán (2001) employed qualitative interviews and survey 

questionnaires in their study on brand trust and brand loyalty; and Chiou 

and Droge (2006) employed in-depth interviews and survey questionnaires 

in their study of satisfaction and loyalty.  Additionally, Jegethesan et al. 

(2012) employed a two-stage mixed methods approach in exploring the 

important attributes consumers look for when purchasing jeans.  Therefore, 

this mixed methods approach is consistent with previous CBR and fashion 

studies. 

 

In employing a mixed methodology, this research attempted to uncover 

relationships between marketing constructs in two ways; firstly by 

unearthing consumers brand stories and then by testing a set of research 

hypotheses.  Uncovering Generation Y’s brand stories allowed the 

researcher to explore the relevance of the constructs included in the CF to 

the study of Generation Y’s fashion brand relationships.  Once the approach 

adopted in this research was clarified, the researcher was able to determine 

the research design employed in this study.  The design of this research is 

discussed in the next section.  

 

4.3 Research Design 

The research design refers to a researcher’s plan for carrying out a research 

study (Malhotra, 2010).  This plan sets out the details of the approach 

adopted to obtain the information needed to address the research objectives 

(Malhotra, 2010).  The research design provides a framework for collecting 
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and analysing data (Bryman and Bell, 2007), and can be seen to act as the 

bridge between the objectives of a study and the methodology employed 

when fulfilling these objectives (Domegan and Fleming, 2007).  When 

conducting a research study it is imperative that the research design chosen 

is best suited to addressing the objectives of the research.   

 

Research can be broken down in to three main categories: exploratory, 

descriptive and causal.  In this study the researcher adopted an exploratory 

research design.  Predominantly, exploratory research aims to reveal “the 

boundaries of the environment in which the problems, opportunities or 

situations of interest are likely to reside and to uncover the salient variables 

that may be found there that are relevant to the research project” (Webb, 

1999 p. 21).  Therefore, to allow the researcher to gain an understanding of 

marketing phenomena that are intrinsically complex, a flexible and evolving 

research approach was adopted (Malhotra, 2010).  To the researcher’s 

knowledge, the mixed methodology that was employed in this study had not 

been carried out before in the study of fashion brand relationships.  A cross-

sectional design was utilised in this study, which means the researcher 

aimed to provide a snapshot of the attitudes and behaviour the sample had 

towards fashion brands at a specific point in time, rather than over a period 

of time.  By adopting a cross-sectional approach to this research, the 

researcher was able to establish how fashion brands can successfully 

communicate to and form relationships with their consumers. 

 

As presented in Figure 4.2, to address the research objectives (see Table 

4.1), this study consisted of two phases.  The first phase was qualitative in 

nature and was carried out with the use of Narrative interviews.  The second 

phase comprised of quantitative survey research in the form of a self-

completion online questionnaire.  Questionnaires were administered to 

Generation Y to measure the components of their fashion brand 

relationships.  The comprehensive review of the extant literature, which was 

presented in Chapter 3, was informed by the findings of this qualitative 

research to identify the constructs employed to test these fashion brand 

relationships.  As the overall research design has been discussed, the 



Chapter 4                                                    Qualitative Research Methodology 

  89 

following section focuses specifically on the research design employed to 

carry out the qualitative aspect of this study.  

 

Figure 4.2 The Research Phases 

 

 

4.4 Qualitative Research Design 

The strength of qualitative research lies in its ability to gain an in-depth 

understanding of the subjects under exploration (Langford and McDonagh, 

2003).  Adopting a qualitative methodology was important for this phase of 

the study, as allowing participants to provide first hand accounts of their 

beliefs, experiences and perceptions furnished a deep understanding of 

consumers’ lived experiences (Fournier, 1998; Thompson et al., 1989).  

Qualitative research was also beneficial as the researcher aimed to gain an 

understanding of “the complex emotional layers that drive human desires 

and behaviour” (Hooper, 2011; Papista and Dimitradis, 2012 p. 40).  This 

approach was particularly relevant for researching brand relationships 

because all of a consumer’s needs, be they rational, emotional, social or 

cultural, are intertwined and related (Papista and Dimitradis, 2012).  

Therefore, to successfully comprehend these relationships and address the 

research objectives, a qualitative approach was required for the first phase 

of this study. 

 

In line with Fournier’s (1998) seminal CBR study, this research employed 

Narrative interviews as the qualitative data collection method.  Consistent 
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with Fournier (1998) and Thompson et al., (1989), discovery-orientated 

research goals determined this use of phenomenological interviewing.  

According to Thompson et al. (1989, p. 138) “the goal of the 

phenomenological interview is to attain a first-person description of some 

specified domain of experience.”  This method was particularly appropriate 

for this research as it elicits free-form consumer-driven text (Stern et al., 

1998), and allowed the researcher to tap individuals' feelings regarding 

fashion brands.  Moreover, Narratives allowed the researcher to obtain rich 

first-person data about consumer experiences with fashion brands, as 

evidenced by previous studies that also employed Narratives for similar 

research purposes (such as Fournier, 1998; Lambert and Desmond, 2013; 

Schembri et al., 2010; Zayer and Neier, 2011).  Therefore, employing 

Narratives as a data collection method was a valid approach and consistent 

with previous CBR studies.  The following section discusses the use of 

Narratives as the qualitative data collection method in detail. 

 

4.5 Data Collection Method 

As previously mentioned, Narrative interviews were employed to explore 

and gain a deep understanding of the relationships Generation Y consumers 

develop with fashion brands.  Narratives have been described as stories, 

accounts, tales or descriptions, and are regarded as one of the basic ways 

consumer’s structure, interpret and understand their lives (Shankar et al., 

2001; Stern, et al., 1998).  One of the benefits of Narratives is that they 

provide a setting that encourages participants to speak openly about some of 

their life experiences (Bauer, 1996).  This method was appropriate for this 

study as the researcher sought to gain first hand knowledge of the 

consumer’s relationships with fashion brands.  As fashion may be a 

sensitive topic for some consumers (Zayer and Neier, 2011), Narratives 

allowed the researcher to create an environment where all of the participants 

felt comfortable speaking about their fashion brand consumption.  It was 

essential that the participants felt comfortable enough to speak openly about 

their consumption experiences as through their fashion choices, consumers 
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constantly engage in an interpretive dialogue with others that influence their 

actions and identities (Murray, 2002; Schembri et al., 2010).  As a result, 

the connection between how consumers interpret their day-to-day lives and 

social Narratives helps to shape their identities, as they employ brands to 

overcome any identity concerns they may hold (Holt, 2002).  

 

Moreover, consumers develop relationships with brands (Fournier, 1998) 

that are highly significant because of how the relationship can express a link 

with other people (Ahuvia, 2005).  Through their consumption, consumers 

choose brands they perceive to have a desirable reflection on their self-

image, especially when they wish to communicate who they are to others 

(Ahuvia, 2005; Belk, 1988; Schembri et al., 2010).  Therefore, as set out in 

the previous chapters, brands offer more than just functional value for 

consumers, which makes it vital to understand what brands mean to 

consumers (McLoughlin and Keating, 2005; Levy, 1959).  In line with 

Fournier (1998), employing Narratives, ensured that the researcher obtained 

rich first-person descriptions of the complex meanings and associations 

consumers attach to the fashion brands they consume.  This was particularly 

relevant for this study as fashion brands enable self-expression, are rich in 

meaning and function as valuable social tools in the lives of consumers 

(Grotts and Johnson, 2013; Papista and Dimitriadis, 2012; Schembri et al., 

2010).  Therefore, the use of Narratives was important as they allowed the 

participants to describe their experiences in their own words (Shankar et al., 

2001).  

 

Narratives also allowed the researcher to comprehend the participants’ 

CBRs and experiences.  Consequently, as Narratives make an individuals 

life meaningful and allow consumers to make sense of their consumption 

behaviour (Shankar, 2001; Stern, et al., 1998), they were particularly 

relevant for interpreting the participants’ brand experiences, and exploring 

their brand consumption (Schembri et al., 2010; Shankar et al., 2001).  

Therefore, the use of Narratives for the first phase of this research allowed 

the researcher to obtain an enhanced understanding of the nature of the 

relationships Generation Y consumers form with fashion brands.  Gaining 
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this understanding informed the CF and ensured that the constructs 

employed in the second (quantitative) phase of this research were relevant 

for Generation Y.  It must be noted that in accordance with the holistic 

perspective sought in using this method, the researcher conducted all of the 

Narrative interviews and the subsequent analyses.  This approach was in 

line with previous studies (such as Fournier, 1998), however as one 

researcher conducted all of the interviews, this approach could be 

considered as a potential source of bias.  Therefore, great care and attention 

was taken to follow best practice in conducting these Narrative interviews to 

limit the potential threat of bias in the data.  The criteria followed in 

conducting these interviews are outlined throughout this chapter and are 

summarised in Table 4.8.  Steps were also taken to ensure the validity and 

reliability of the Narrative data and findings (see Section 4.8.2), which 

provided further reassurance that the potential of interviewer bias was 

minimised. 

 

As an alternative data collection method, focus groups were considered to 

gain insights from Generation Y.  However, focus groups were deemed 

unsuitable for the objectives of this research.  The essence of the focus 

group is to get people to talk at length and in detail about an area of interest, 

and to stimulate a discussion and debate (Domegan and Fleming, 2007).  

This discussion should create a synergistic effect among participants, which 

leads to new ideas emerging through their interactions.  Narratives lack this 

synergistic effect, as only the researcher and the participant are present.  

However, Narratives were more appropriate for this research due to the 

potentially sensitive nature of the topic under study for the participants 

(Zayer and Neier, 2011).  For example, male participants are often unwilling 

to openly speak about their consumption of fashion, especially in group 

situations (Zayer and Neier, 2011).  Therefore a one-to-one conversation 

was deemed more appropriate for garnering more honest and true responses.  

Focus groups also have a number of drawbacks that Narratives avoid.  For 

example, dominant group members can potentially monopolise the focus 

group discussion and significantly influence the views of other group 

members, which may introduce bias into the findings (Langford and 
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McDonagh, 2003).  The quality of the data generated may also be a 

problem, as the researcher cannot predict how certain members will 

influence the discussion (Langford and McDonagh, 2003).  Moreover, the 

findings can be easily misinterpreted and are more difficult to control than 

other data collection methods, particularly if a number of the group 

members are trying to get their point across at once (Domegan and Fleming, 

2007).  As Narratives involve a one-to-one discussion, with just the 

interviewer and participant present, the possibility of group members 

monopolising the discussion and influencing responses was eliminated.  It 

was also less likely that results would be misjudged and it was easier to 

guide the conversation to maximise the quality of the findings.  

Additionally, a focus group debating consumer’s relationships with fashion 

brands could have produced assorted and extremely varied findings, which 

would have been difficult to replicate.  Consequently, the use of Narrative 

interviews was more appropriate for addressing the objectives of this 

research.  

 

Narratives also provided an advantage over structured interviews as they 

allowed the participants to express their thoughts and opinions in their own 

words.  This is in contrast to structured interviews that involve asking the 

respondents a structured set of predetermined questions (Britten, 1995).  

These questions consist of mostly fixed-choice answers (Britten, 1995), and 

therefore participant responses lack the richness and depth of adopting a 

more Narrative/in-depth research approach.  An example of a structured 

interview question applicable to this study is: “Are you fashion conscious: 

Yes or No?” This question illustrates the constraining nature of structured 

interviews, particularly for the study of fashion brand relationships.  

 

Semi-structured interviews, although looser in structure than structured 

interviews (Britten, 1995), were also inappropriate for this research.  When 

adopting this approach, interviews are conducted by asking a pre-

determined set of open-ended questions that are related to the area being 

explored (Britten, 1995).  To illustrate, based on the previous example, the 

researcher may have asked participants questions such as: “What do you 
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think fashion is?” “Do you consider yourself to be fashion conscious?”  

However, the limitation of this approach when compared to the more in-

depth Narrative approach is that it does not allow the researcher to gain as 

much detail in the participant’s responses (Britten, 1995).  Consequently, 

employing Narratives was more appropriate for this research as, unlike both 

structured and semi-structured interviews, they allowed the participant to set 

the tone of the conversation by sharing their own thoughts and feelings 

(Dachner et al., 2013).  As previously mentioned, adopting this unstructured 

approach was consistent with Fournier (1998), who employed the use of 

phenomenological interviewing over these more structured inquiry 

techniques.  Lambert and Desmond (2013), Schembri et al. (2010), 

Thompson and Haytko (1997), and Zayer and Neier (2011), also used this 

method in their respective studies.  

 

Therefore, to gain a deep understanding of the nature of consumers’ 

relationships with fashion brands, Narratives were selected as a means to 

elicit insights from Generation Y consumers.  Narratives were the most 

appropriate qualitative research instrument for addressing the objectives of 

this study as they allowed members of Generation Y to reveal detailed 

aspects of their consumption behaviour to the researcher.  This may not 

have been possible in a group setting.  Further, Narratives allowed the 

participants to describe their consumption experiences openly and in their 

own words, without being led by the researcher’s research goals.  This was 

important as it meant the insights gained in this research phase were 

completely consumer driven.  Once the data collection method had been 

determined, the research focus moved to those who would participate in the 

Narratives and the sampling employed to recruit these participants.  

 

4.6 Sampling 

Sampling refers to the practice of drawing a sample from the population of 

interest.  A sample is defined as “a subgroup of the elements of the 

population selected for participation in the study” (Malhotra, 2010 p. 371).  
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A census, on the other hand, refers to a complete list of all the elements of 

the population (Malhotra, 2010).  To complete a census of every member of 

Generation Y in Ireland in this research phase was impractical as it would 

have been extremely costly, very time consuming and the researcher would 

have faced difficulties in gaining access (Saunders et al, 2012).  Hence, a 

sample was employed in this study.  Sampling was of particular importance 

in this qualitative research phase as it was crucial that those who 

participated in the study had knowledge of, and were able to provide 

insights on, the research topic at hand.  Therefore, in addressing these issues 

of empiricism, it was important that those who participated in this study 

came from across the entire age span of Generation Y and that both students 

and non-students were included in the sample.  Thus, it was essential that 

the researcher addressed a number of factors in selecting an appropriate 

sample for this phase of the study.  The first essential step in selecting a 

relevant sample was to define the target population. 

 

4.6.1 Defining the Target Population  

The first stage of the sampling process involves deciding who the 

population of interest is.  As set out in the Chapter 2, the population of 

interest in this study was Generation Y.  Recall that in Chapter 2, 

Generation Y was defined as comprising of those born between 1977 and 

1994 (Noble et al., 2009).  Hence, Generation Y consumers are currently 

aged between 18 and 36 years.  In Ireland, Generation Y comprises over 1.3 

million people, representing 28% of the entire Irish population (Mintel, 

2013).  As also mentioned in Chapter 2, this study incorporated both male 

and female Generation Y consumers as many related studies have 

demonstrated the importance of gender in the consumption of fashion 

clothing (Bakewell et al., 2006; Cox and Dittmar, 1995; Jayawardhena et 

al., 2007; Mayer and Belk, 1985; McCracken and Roth, 1989; O’Cass, 

2000; Zayer and Neier, 2011).  In employing both male and female 

participants, the researcher expected females to be more open and willing to 

discuss their relationships with fashion brands than the male participants, 
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due to the potentially sensitive nature of the the research topic for men 

(Zayer and Neier, 2011).  

 

When designing a research study, Malhotra (2010) suggested that the 

population be described in terms of elements, sampling units, extent and 

time. The element refers to the body the researcher wishes to gain the 

desired information from and which will provide a unit for analysis (Webb, 

1999).  In this study the element encompassed those who were members of 

the Generation Y cohort, i.e. those born between 1977 and 1994 (Noble et 

al., 2009).  A sampling unit is the way access may be gained to the element 

(Webb, 1999).  The sampling unit in this study was also those individuals 

born between 1977 and 1994 (Noble et al., 2009).  Therefore in this 

research phase, the element and the unit were the same, as the researcher 

could access the unit directly when the element was accessed (Webb, 1999).  

Therefore, the Generation Y cohort represented both the element and the 

unit under study in this research.  To successfully capture Generation Y 

consumers’ perceptions and attitudes towards fashion brands, as well as 

differences in brand preferences, it was necessary to include the entire age 

span of Generation Y consumers in the population.  Consequently, 

participants from across the 17-year age dispersion of Generation Y were 

sought for this study.  Further, to avoid a bias in the insights gained during 

the Narratives, it was essential that both student and non-student members 

of Generation Y were included in the sample.  As a result of these variations 

in age and lifecycle (for example, in terms of employment), the socio-

cultural factors driving relationships in both interpersonal and consumer 

domains could be considered (Fournier, 1998).  

 

Within a research context, the ‘extent’ refers to the geographical boundaries 

of the study (Malhotra, 2010; Webb, 1999).  As this was an Irish study and 

the aim was to explore Irish consumers’ attitudes and perception of fashion 

brands, the overall study was limited to Irish people or people who lived in 

Ireland.  This phase of the research was conducted in Galway, Ireland, with 

students from NUI Galway, and non-students who worked and lived in Co. 

Galway.  Therefore, the extent, or geographical boundaries of this aspect of 
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the study was Galway, Ireland.  As a geographical area, Galway was 

deemed to be acceptable as students travelled from all over Ireland to attend 

University in Galway (Appendix 4.1).  Further, Galway attracts working 

professionals from throughout Ireland who seek employment.  Therefore, 

this sample was not limited to those who were born and raised in Galway, 

but also included participants from other counties throughout Ireland.    

 

Finally, when defining the target population the researcher must also 

disclose when the study was conducted.  The Narratives were conducted in 

October 2011.  The timing of this study was important, as it was essential 

that the researcher was able to attain access to all members of the population 

of Generation Y.  As October was the second month of the first term of the 

2011/2012 academic year, conducting the research at this time ensured that 

the students were not on holidays and were not focusing on exam 

preparation or sitting exams.  Therefore, the students were available on 

campus to participate in this study.  Table 4.2 summarises the definition of 

the target population.   

 

Table 4.2 Defining the Target Population  
Defining the target 

population 
This study 

Elements Generation Y 
Sampling units Males and females born between 1977 and 1994 

(Generation Y). 
Extent Generation Y living in Galway. 
Time 17th-25th October 2011  

Source: Adapted from Malhotra (2010). 

 

4.6.2 Selecting Sampling Techniques 

Once the target population was identified, the technique employed in 

selecting an appropriate sample was determined.  Selecting a sampling 

technique was beneficial as it ensured that only those in the Generation Y 

sub group, rather than all possible people in the population, were included in 

this research (Malhotra, 2010).  Selecting a sampling technique was also 

beneficial as it reduced the amount of data the researcher needed to collect.  

There are the two types of sampling techniques that can be adopted when 

embarking on a research project: probability and non-probability sampling 
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(Bryman and Bell, 2007).  Probability sampling is defined as “a sampling 

procedure in which each element of the population has a fixed probabilistic 

chance of being selected for the sample” (Malhotra, 2010 p. 411).  

Probability sampling techniques employ the laws of probability in selecting 

a sample, and therefore, every unit in the sample has a known chance of 

being selected for participation (Webb, 1999).  Non-probability sampling, 

on the other hand, applies to the selection of sampling techniques where the 

chance or probability of selection is not known (Webb, 1999).  Non-

probability sampling allows the researcher to draw information-rich 

samples, as they provide for a more specific selection of participants, which 

allows the researcher to gain greater strategic insights into the research 

objectives (Saunders et al, 2012).  Non-probability sampling is generally 

employed when the researcher has a certain purpose or focus in mind 

(Punch, 2001).  Therefore, adopting non-probability sampling was 

appropriate for this phase of the research as, with the use of Narratives, the 

researcher specifically aimed to elicit insights from Generation Y 

consumers on their relationships with fashion brands.  This approach was 

consistent with studies in the extant literature such as Fournier (1998), 

Papista and Dimitriadis (2012), Thompson and Haytko (1997) and Zayer 

and Neier (2011).  Four types of non-probability sampling were considered 

for this study, as outlined in Table 4.3.  

 

Table 4.3 Types of Non-Probability Sampling 

Non-Probability Sampling 

Convenience 

Sampling 

The most important factor is that the operation is convenient to those 

conducting the research and therefore, a sample of convenient 

elements is obtained. Convenience sampling can be carried out 

quickly and with minimal cost. Primarily, the interviewer selects the 

sampling units. 

Judgement 

Sampling 

The judgement of the research is used to purposely select population 

elements, with an attempt being made to ensure the sample is more 

representative than a convenience sample. 

Purposive 

Sampling 

A form of non-probability sampling where the sampling units are 

not chosen with the aim of being representative of the population, 

rather sample members should meet certain criteria to ensure the 

successful completion of the investigation. 

Quota Sampling Attempts to reflect the characteristics of interest in the same 

proportion as they occur in the population through the selection of 

the sample.  

Source: (Webb, 1999 p. 59-60). 
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For the purpose of this research, the researcher employed purposive 

sampling.  In line with Fournier (1998), adopting this approach maximised 

the possibility of the researcher uncovering insights on important CBR 

phenomena.  Purposive sampling was also a genuine intention of this 

foundational research stage (Erlandson et al., 1993; Fournier, 1998), 

because in employing this sampling technique, the researcher selected the 

units (e.g. individuals) for a specific purpose associated with addressing the 

research questions rather than selecting units randomly (Tashakkori and 

Teddlie, 2003; Teddlie and Yu, 2007).  In employing purposive sampling, 

the units were selected because the pivotal and essential information they 

held was of central importance to the research topic, and was unlikely to 

have been attained with the same level of detail from others (Maxwell, 

1997).  There are a number of different types of purposive sampling 

techniques that could have been adopted in this study.  Table 4.4 presents 

these techniques. 

 

Table 4.4 Purposive Sampling Techniques 

Purposive Sampling Techniques 

Sampling to achieve 

representativeness or 

comparability 

Employed when the aim is to select a sample that closely 

represents a larger group or make comparisons among different 

types of cases.   

Sampling special or 

unique cases 

Selected when an individual case, or a specific group of cases, is 

the focus of the study 

Sequential Sampling Gradually selects units due to their relevance to the research 

question, not because of their representativeness.  

Source: Teddlie and Yu (2007 p. 80) 

 

Consistent with Fournier (1998), generating a representative sample or 

drawing comparisons among different types of cases was not the goal of this 

research phase.  Further, sampling a specific group of cases was not relevant 

for this research as the purpose of this phase was to generate theory (or 

broadly defined themes) (Teddlie and Yu, 2007), inform the quantitative 

research phase and to make a contribution to the existing literature.  This 

phase of the research was largely concerned with learning about 

participants’ experiences, and was specifically designed to furnish insights 

from consumers (as with Dalziel et al., 2011 and Fournier, 1998).  

Therefore, consistent with Fournier (1998) a sequential purposive sampling 
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technique was employed in sampling the Narrative participants.  Adopting 

this technique was appropriate as the goal of this research phase was to 

generate theory in the form of broadly defined themes that provided insights 

into the relationships Generation Y consumers develop with fashion brands.  

Following the selection of a sampling technique, the size of a sufficient 

sample was decided.  

 

4.6.3 Determing the Sample Size  

Sample size refers to the number of respondents needed for participation in 

a study (Malhotra, 2010).  The literature states that “the purpose of the 

qualitative interview is not to discover how many, and what kinds of, people 

share a certain characteristic; it is to gain access to the cultural categories 

and assumptions according to which one culture construes the world” 

(McCracken, 1988 p. 17).  Therefore, it was essential that the informants 

selected for this study were appropriate so as to maximise the possibility of 

unveiling insights on crucial CBR phenomena, which was a key goal of this 

research phase (Erlandson et al., 1993; Fournier, 1998).  In selecting 

appropriate informants, generating a large sample, generalisable to the wider 

population, was not the objective of this phase.  The objective was to 

understand Generation Y consumers and their behaviour towards fashion 

brands, not to explain it (Shankar et al., 2001).  Consequently, employing a 

small sample, which was studied in-depth was more suited to the goals of 

this research phase.  This approach was consistent with Fournier (1998), 

Lambert and Desmond (2013) and Schembri et al. (2010), who utilised 

small samples of 3, 4 and 7 participants respectively, to explore CBRs and 

brand consumption.  Table 4.5 presents the samples employed in these 

studies and also provides further examples from studies similar to this 

research.  When carrying out a long interview, McCracken (1988) advocates 

eight interviews is a sufficient number to gain deep insights into the 

participants’ life stories.  To strengthen the insights gained in this research, 

twenty interviews were conducted.  It is clear from Table 4.5, that this 

sample size was consistent with best practice.  Specifically, this sample size 

was in line with previous CBR (Zayer and Neier, 2011) and fashion 
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discourse (Thompson and Haytko, 1997) studies that employed fifteen and 

twenty participants respectively.  

 

Table 4.5 Samples employed in studies of a similar nature.  

Author Sample Size Study 

Ahuvia (2005) 2 Consumer Identity Narratives 

Coupland (2005) 2 Consumer brand relationships 

Fournier (1998) 3 Consumer brand relationships 

Fournier and Yao 

(1997) 

8 Consumer brand relationships 

Lambert and Desmond 

(2013) 

4 Consumer brand relationships; Narcissism 

McGrath and Otnes 

(1995) 

8 The influence of strangers in the retail setting 

Noble et al., (2009) 22 Generation Y consumers, fashion, image 

Schembri et al. (2010) 7 Brand consumption, the self-concept  

Current study 20 Consumer brand relationships 

Thompson and Haytko 

(1997) 

20  Fashion discourses 

Zayer and Neier (2011) 15  Consumer brand relationships 

 

As previously outlined, the objective of this research phase was to explore 

and gain a deep understanding of the nature of the relationships Generation 

Y consumers develop with fashion brands.  To satisfy this objective, twenty 

Generation Y consumers participated in the Narratives.  Specifically, six 

males and fourteen females were sought to participate in the research.  A 

larger number of females were sought as, in Ireland, womenswear 

constitutes 65% of the overall apparel market, while menswear comprises 

35% (Mintel, 2013). There are also more females than males in Ireland 

(Mintel, 2013) as well as more female Generation Y consumers than male 

consumers (CSO, 2011).  Further, as outlined in Chapter 2, shopping and 

fashion consumption has traditionally been considered a female issue 

because women tend to be more aware of, and have a greater interest in, 

clothing than men (Bakewell et al., 2006).  Women are also more engaged 

with fashion (O’Cass, 2000) and more likely to express their self-identity 

through their fashion choices (Bakewell et al., 2006).  These gender 

differences have been explained by the greater importance society places on 

women’s physical appearance (Bakewell et al., 2006).  Women also buy and 

persuade others to buy new fashions (Cho and Workman, 2011), are more 

brand conscious (Beaudoin and Lachance, 2006), and are more involved in 
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fashion and clothing than men (O’Cass, 2000).  Therefore, a sample 

consisting of one-third males and two-third females was employed to 

capture these differences.  As set out in Chapter 2 and earlier in this chapter, 

males were not excluded from the study, as previous research suggests 

gender is an important variable in the consumption of fashion (Bakewell et 

al., 2006; Cho and Workman; 2011; Cox and Dittmar, 1995; Jayawardhena 

et al., 2007; Mayer and Belk, 1985; McCracken and Roth, 1989; O’Cass, 

2000; Zayer and Neier, 2011).  Therefore, including both males and females 

allowed the researcher to explore these differences and broaden the insights 

gained from the Narratives.  

 

4.6.4 Executing the Sampling Process 

After the size of the sample was finalised, the researcher was able to set 

about executing the sampling process.  The purpose of this stage was to 

identify and to operationalise the sampling decisions made in the previous 

four sections.  Table 4.6 outlines the decisions made in the executing the 

sampling process. 

 

Table 4.6 Executing the Sampling Process 

Sampling Decision Sampling Decision taken in this Study 

Population Generation Y (students and non-students) 

Time October 2011  

Technique Non-Probability Sampling – Purposive Sampling 

Size 20 – 14 females; 6 males  

 

As previously mentioned, there is a 17-year age gap between the oldest and 

youngest member of the Generation Y cohort, which indicates a highly 

heterogeneous group in terms of the stages they are at in their lives.  In 

order to successfully capture all of Generation Y consumers’ perceptions 

about fashion brands, as well as differences in lifestyles and income, the 

entire age span of Generation Y was included in this study.  This approach 

was consistent with Fournier (1998) who states that having a sample that 

differs in their age and life cycle allows for attention to be given to potential 

sociocultural factors that may drive a consumer’s relationship behaviours.  

This approach was also consistent with a recent CBR study by Papista and 
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Dimitriadis (2012), who employed a sample that varied in terms of 

occupations and income levels.  Their sample comprised of both students 

with low incomes and employees and businesswomen with higher incomes.  

Therefore, consistent with these studies and as set out earlier in this chapter, 

student and non-student members of Generation Y were included in the 

sample. 

 

The student and non-student participants were selected for participation 

using two separate approaches.  Student participants were recruited by 

emailing (see Appendix 4.2) course coordinators across every year of study 

and across a cross-section of disciplines within NUI Galway.  The 

researcher asked each course coordinator if they could seek volunteers to 

participate in the study.  The course coordinators then emailed students 

asking for volunteers.  To ensure representativeness of the student body, 

both undergraduate and postgraduate students were included in the sample.  

At an undergraduate level, participants were sought from every year, which 

allowed the researcher to obtain insights from both those who are new to 

University life and those who are accustomed to student life.  For example, 

the researcher recruited first year nursing students, second year arts 

students, third year occupational therapy and commerce students, and fourth 

year speech and language therapy and science students.  Obtaining insights 

from every undergraduate year allowed the researcher to detect if there was 

a difference in the thoughts of those who were adapting to a new 

environment in transitioning from post-primary to third level education, and 

those who had been in third level education for a number of years.  This also 

broadened the insights gained from the Narratives.  The researcher also 

contacted Masters and Ph.D. students, ensuring undergraduate and 

postgraduate students were included in the sample.  

 

To access non-student members of Generation Y, the researcher received 

permission from the manager of the Kingfisher gym to approach gym 

members to recruit participants.  The gym, which was located on campus at 

NUI Galway, had a broad range of Generation Y members.  Regrettably, 

demographic information could not be provided by the gym. However, the 
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manager assured the researcher that there were a high percentage of 

Generation Y members.  Therefore, the researcher was confident that 

accessing participants through the gym was an appropriate method for 

generating a sample representative of Generation Y.  To recruit participants, 

the researcher approached every tenth person and asked for their 

participation.  To ensure theoretical sampling, candidates selected for this 

study were aged between 17 and 34 years (the age span of Generation Y at 

the time of this research phase), and answered ‘yes’ to the screening 

question “Have you purchased a fashion brand in the last month?” A 

general screening question was deemed appropriate, as the researcher did 

not want to lead the participants in any way.  The final sample comprised of 

fourteen females and six males, twelve were students (three males and nine 

females) and eight were non-students (three males and five females).  Table 

4.7 presents a brief summary of the research participants.  A discussion of 

the method utilised in carrying out the qualitative fieldwork and collecting 

data from these participants follows.  

 

Table 4.7 List of Narrative Participants 

Participant Sex Age Occupation Nationality Date - 

2011 
Length 

Lisa F 19 Undergraduate student  Irish 17th Oct 90 m 

Deirdre F 18 Undergraduate student  Irish 17th Oct 55 m 

Kieran M 25 PhD Student Irish 18th Oct 75 m 

James M 26 Civil Engineer Irish 18th Oct 90 m 

Antoinette F 23 Undergraduate student  Irish 18th Oct 60 m 

Aidan M 21 Undergraduate student  Irish 19th Oct 50 m 

Declan M 32 Store Manager Irish 19th Oct 60 m 

Aisling D F 28 PhD Student Irish 19th Oct 70 m 

Emese F 23 Fast food restaurant 

Manager; Part-time 

Commerce student 

Hungarian 19th Oct 70 m 

Dave M 21 Undergraduate student  Irish 20th Oct 70 m 

Bernard M 32 Medical 

Representative (Sales) 

Irish 20th Oct 80 m 

Joanne F 31 Visual Standards in a 

pharmaceutical 

company; freelance 

make-up artist 

Irish 20th Oct 60 m 

Roisin F 22 Undergraduate student Irish 21st Oct 90 m 

Laura F 19 Undergraduate student  Irish 21st Oct 75 m 

Stephanie F 30 License Auditor; Part-

time Commerce 

student 

German 22nd Oct 75 m 

Aisling C F 23 Business Analyst Irish 22nd Oct 70 m 

Aoife F 20 Undergraduate student  Irish 24th Oct 70 m 
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Niamh F 20 Undergraduate student  Irish 24th Oct 60 m 

Julie F 31 Accountant Irish 25th Oct 75 m 

Kate F 23 Postgraduate student Irish 25th Oct 80 m 

*m = minutes 

 

4.7 Qualitative Fieldwork: Narrative Research 

Brand Narratives were utilised in this study to gather qualitative information 

from Generation Y consumers.  Specifically, the purpose of these Narratives 

was to contextualise, inform and explore the relationships Generation Y 

form with fashion brands.  These Narratives aimed to gain an enhanced 

understanding of the nature of Generation Y consumers’s relationships with 

fashion brands.  The use of Narratives also allowed Generation Y to define 

and set the liminalities of fashion, because the participants were allowed to 

express their thoughts and opinions in their own words, rather than being 

guided by the researcher and answering a specific set of predetermined 

questions (consistent with Fournier, 1998; Thompson and Haytko, 1997; 

Zayer and Neier, 2011).  Moreover, the Narratives addressed the research 

objectives by informing the CF proposed in Chapter 3, and establishing the 

relevance of the proposed CBR constructs identified in the literature, for 

relationships Generation Y consumers form with fashion brands.  As 

previously mentioned, the use of Narratives was consistent with many 

previous studies that unearthed consumer stories in relation to brand 

relationships (Fournier, 1998; Lambert and Desmond, 2013; Stern et al., 

1998; Zayer and Neier, 2011), brand loyalty (Fournier and Yao, 1997), the 

self (Schembri et al., 2010), and fashion (Thompson and Haytko, 1997; 

Zayer and Neier, 2011).  The Narrative approach adopted in this study is 

now outlined. 

 

4.7.1 Pilot Studies 

Before the main study began, the researcher conducted four pilot studies 

with both male and female Masters students at NUI Galway.  Pilot studies 

have been described as being crucial to designing a good study (van 

Teijlingen and Hundley, 2001).  Light et al. (1990) argues that pilot studies 
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are always worth time and effort because there is no design that cannot be 

improved by a small-scale exploratory study prior to undertaking the 

research.  Carrying out a pilot study enabled the researcher to participate in 

an iterative process and to determine whether any aspect of the design 

needed clarification.  Pilot studies also uncovered new topics that needed to 

be included in the research.  For example, the Internet and online shopping 

was previously considered to be outside the scope of this research.  

However, after conducting the pilot studies it was evident to the researcher 

that, due to the prevalence of Internet usage and online shopping within the 

Generation Y cohort, a discussion of this medium would be necessary.  

Therefore, the researcher included probes relating to the Internet to allow 

for a deeper discussion when the participants mentioned the subject.  

Following the pilot study, the main interviews were conducted. 

 

4.7.2 The Interview Process 

The researcher conducted twenty interviews with Generation Y participants, 

at NUI Galway in October 2011 (see Table 4.7).  As previously stated, the 

sample comprised of fourteen females and six males and, consistent with 

Fournier (1998), the researcher conducted all of the interviews.  Participants 

were aged between 18 to 32 years and, to avoid a student bias, included 

students and non-students.  Consistent with previous Narrative studies 

(Fournier, 1998; Schembri et al., 2010; Thompson and Haytko, 1997), 

interviews followed a conversational style, where participants largely set the 

course of the dialogue.  This is a stated goal of phenomenological 

interviewing, as the researcher aims to generate a first-person account of 

consumer experiences (Thompson et al., 1989).  With the exception of the 

opening question, the researcher did not use predetermined questions.  

Consistent with Thompson and Haytko (1997) and Thompson et al. (1989), 

questions and probes followed the course of the dialogue and were 

formulated in unison with the participant’s reflections.  In line with Fournier 

(1998) and Thompson and Haytko (1997), insights gained throughout the 

process of interviewing aided in probing, as this approach aimed to generate 

thorough accounts of consumer experiences.  Consistent with Thompson 
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and Haytko (1997), the researcher’s probes and follow-up questions were 

also informed by a general knowledge of the literature and a rough 

Narrative guide that included short open-ended probes for important 

concepts that needed to be addressed (see Appendix 4.3).  This approach 

was also consistent with Papista and Dimitriadis (2012), and was designed 

to aid the researcher and ensure topics relevant to the research were 

addressed if they did not naturally occur in the course of conversation.  

However, it must be noted that these probes were not the focus of the 

Narratives, as all of the participants discussed a multitude of brands and 

brand relationships in unprompted conversation during the course of the 

study.  This resulted in the generation of data rich in CBR Narratives (Zayer 

and Neier, 2011). 

 

As advised by McCracken (1988), and consistent with Thompson and 

Haytko (1997) and Zayer and Neier (2011), the researcher tried to create an 

environment that allowed the participants to feel relaxed and comfortable 

speaking openly about their experiences and perceptions of fashion.  

Consistent with Thompson and Haytko (1997), in order to put respondents 

at ease, prior to the start of each Narrative, confidentiality was assured and 

respondents were informed of the purpose of the study.  This was followed 

by the use of grand tour questions (McCracken, 1988) to obtain general 

background information from the respondents, which was in line with 

Thompson and Haytko (1997) and Zayer and Neier (2011).  Following this, 

the researcher moved the interview to the topic of fashion by adapting the 

question Thompson and Haytko (1997) used in their fashion study – “When 

you think about fashion what comes to mind?” to “When you think about 

fashion or fashionable products what comes to mind?”  This study adopted 

a phenomenological approach, and in keeping with the phenomenological 

interview techniques used by Thompson and Haytko (1997), this question 

was employed to allow the dialogue to begin in an open-ended manner.  

Subsequently, and consistent with Fournier (1998) and Thompson and 

Haytko (1997), the researcher encouraged participants to detail their actual 

lived experiences with fashion brands, rather than allowing the dialogue to 

remain at an abstract, experience-distant level.  This meant that the 
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participants were able to describe their thoughts on fashion brands in a 

natural and effortless way (Shweder and LeVine, 1984).  The discourse 

covered a range of topics such as perceptions of fashion brands, the 

emotional connection the participants have to fashion brands due to their 

social circles and the use of fashion to construct their desired self-image.  

 

All of the Narrative interviews were recorded and transcribed verbatim.  

The researcher sought the participant’s permission before recording the 

interview.  A dictation device was used for recording purposes and the 

researcher took short notes when the participants mentioned certain topics 

during the discourse.  This allowed the flow of conversation to continue 

without the researcher disrupting participants to discuss a different point 

further.  It also allowed the researcher to probe these points at a later stage 

in the interview, and therefore, no important aspects were lost in 

conversation.  Interviews were between 50 to 90 minutes in length and each 

interview was conducted in a private room in the J. E. Cairnes School of 

Business and Economics at NUI Galway.  Only the researcher and the 

participant were present.  The researcher conducted all of the interviews and 

analyses.  This was consistent with Fournier (1998) and was done in 

accordance with the holistic perspective sought in using this method.  

 

Consistent with Fournier and Yao (1997) and Zayer and Neier (2011), 

images of brands generated by the researcher aided the course of the 

interviews.  These images were used to stimulate and probe the participant’s 

brand stories, as well as to explore their subconscious thought processes and 

consumption practices (Zayer and Neier, 2011).  The purpose of these brand 

logo images was to stimulate brand discussion as the participants were 

shown images of brand logos and asked to describe what came to mind.  To 

select appropriate logos, the top InterBrand and social media brands were 

triangulated with a survey of eighty final year Commerce students at NUI 

Galway.  Surveying students in this way was consistent with Phau and 

Cheong (2009), and ensured that the brand images presented during 

interviews had salience for Generation Y.  In this survey, students were 

asked to list the first three fashion brands that came to mind using unaided 
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recall.  A list of the brands stated in this survey is available in Appendix 4.4.  

In total, twenty-four brand logos were used as prompts, including ‘ASOS’, 

‘H&M’, ‘Chanel’, and ‘Apple’ (see Appendix 4.5).  These images served as 

a method for sparking discussion as informants discussed how these brands 

related to their consumption habits and identity (Zayer and Neier, 2011).  

Table 4.8 provides a summary of the criteria that was followed in carrying 

out this qualitative fieldwork.  It is evident from this table that the 

researcher followed best practice in conducting these Narratives.  Following 

best practice limited the potential threat of bias impacting on the data due to 

a single researcher conducting all of the interviews and analyses.   

 

Table 4.8 The Criteria for Narrative Interviews 

Criteria Previous studies 

Sample: Twenty participants Thompson and Haytko, (1997) 

Conversational style – course of the 

dialogue set largely by the participants. 

Fournier (1998) 

Lambert and Desmond (2013) 

Schembri et al. (2010) 

Thompson and Haytko, (1997) 

Zayer and Neier (2011) 

Narrative guide to aid the researcher. McCracken (1988) 

Thompson and Haytko, (1997) 

Conducted in a private room with just the 

researcher and participant present. 

Thompson and Haytko (1997) 

Confidentiality assured. Thompson and Haytko, (1997) 

Schembri et al. (2010) 

Began with a grand tour of questions to 

obtain background information and put 

participants at ease. 

 

McCracken (1988) 

Thompson and Haytko, (1997) 

Zayer and Neier (2011) 

One open-ended question/probe to begin 

discussion of fashion brands. 

Fournier (1998) 

Thompson and Haytko, (1997) 

Schembri et al. (2010) 

Zayer and Neier (2011) 

Probes followed the participants dialogue. 

 

Fournier (1998) 

McCracken (1988) 

Schembri et al. (2010) 

Thompson and Haytko, (1997) 

Zayer and Neier (2011) 

Brand Logo images aided the researcher. Fournier and Yao (1997) 

Zayer and Neier (2011) 

Ranged in length from 50 to 90 minutes. Thompson and Haytko, (1997) 

Zayer and Neier (2011) 

Narratives recorded and transcribed 

verbatim. 

Thompson and Haytko, (1997) 

 

All interviews and analyses conducted by 

the researcher. 

Fournier (1998) 

Thematic Analysis: 

 Idiographic/Individual 

analysis. 

 Cross-case analysis. 

Fournier (1998) 

Schembri et al. (2010) 

Thompson and Haytko (1997) 
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In conducting Brand Narratives the researcher was able to explore the 

relevance and importance of the CBR constructs that emerged from the 

literature for both Generation Y and in relation to fashion brands.  The 

Narratives also informed the second (quantitative) phase of this research and 

identified important constructs that were not initially included in the CF.  

These constructs are discussed in the next chapter.  Following the collection 

of this Narrative data, the researcher began the data analysis process.   

 

4.8 Qualitative Data Analysis 

Before formal data analysis began the Narratives were transcribed verbatim.  

Subsequently, the qualitative data was cleaned before being analysed with 

the use of inductive thematic analysis (Frith and Gleeson, 2004; Hayes, 

2000; Sayre, 2001; Schembri et al., 2010).  Thematic analysis is a method 

that allows the researcher to identify, analyse and report themes/patterns that 

emerge from the data (Braun and Clarke, 2006).  As thematic analysis is 

extremely beneficial when a researcher wishes to find common themes 

across a number of cases (Reissman, 2003), it was particularly relevant for 

this study.  Minimally, thematic analysis organises and describes a data set 

in (rich) detail, and often goes further, by interpreting many different parts 

of the research topic (Boyatzis, 1998; Braun and Clarke, 2006).  Thematic 

analysis involves “encoding qualitative information” (Boyatzis, 1998 p. 4).  

This encoding requires an explicit “code”, which “may be a list of themes; a 

complex model with themes, indicators, and qualifications that are causally 

related; or something in between these two forms” (Boyatzis, 1998 p. 4).  A 

theme refers to a pattern found in the data.  At its most basic level a theme 

should detail and organise the possible observations in a data set.  Going 

beyond this, a theme can also interpret aspects of the phenomenon under 

study (Boyatzis, 1998).  A theme highlights key aspects of the data that are 

relevant to the research topic, and shows some form of pattern or meaning 

that exists within the data (Braun and Clarke, 2006).  In conducting this 

analysis, the researcher aimed to provide a rich account of the entire data set 

to gain a sense of the predominant and important themes in the findings 
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(Braun and Clarke, 2006).  Therefore, the analysis identified themes through 

inductive methods rather than through theoretical or deductive methods.  

Adopting an inductive approach meant that the themes identified were 

strongly linked to the data (Braun and Clarke, 2006; Patton, 1990).  An 

inductive approach was also adopted in coding the data, which allowed the 

researcher to code the data without trying to fit it into a pre-existing coding 

frame, or without trying to meet the researcher’s preconceived analytic 

notions (Braun and Clarke, 2006).  Therefore, the researcher followed a 

data-driven approach to conducting thematic analysis (Braun and Clarke, 

2006).  The approach followed in conducting the thematic analysis is 

outlined in the next section. 

 

4.8.1. Conducting Thematic Analysis 

As the data was collected through interactive means, the researcher had 

prior knowledge of the data when approaching the analysis, as well as some 

initial analytic interests or thoughts which stemmed from knowledge of the 

literature (Braun and Clarke, 2006).  The formal analysis began with 

researcher immersion in the data.  This involved repeatedly reading the data, 

to search for meanings, patterns and themes (Braun and Clarke, 2006).  The 

researcher read the entire data set thoroughly a number of times and 

summarised each piece of data.  This in-depth review of the transcripts 

allowed the researcher to have close contact and become familiar with the 

raw information.  The researcher then compared the summaries of the 

transcripts to determine similarities among the data.  Specifically, all of the 

summaries were examined looking for similarities or patterns that could 

form themes.  The aim was to reduce the raw data into smaller, more 

manageable “packets” of data (Boyatzis, 1998 p. 47).  At this point, the 

focus was directed at developing the themes and codes of analysis.  These 

codes were generated through analysis of the data.  As previously stated, 

inductive thematic analysis was conducted, where the codes were data-

driven and thus the themes were depended on what emerged from the data.  

Due to the richness and depth of the data generated manual coding was 

employed over coding software, such as EnVivo, as manually coding the 
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data allowed the researcher to obtain an enhanced understanding of the 

Narrative transcripts.  Therefore, coding was done by working 

systematically through the entire data set, with full and equal attention being 

given to each item of data (Braun and Clarke, 2006).  This allowed the 

researcher to identify interesting data items that may form themes across the 

data set (Braun and Clarke, 2006).  All of the data extracts were coded and 

combined together within each code. Data extracts from each individual 

transcript were combined, by code, in a Microsoft word file.  The different 

codes were then categorised into possible themes, where the connected 

coded data extracts were combined within the emergent themes identified in 

the data.  The researcher then thought about the possible relationships that 

existed between codes, themes, and different levels of themes (for example, 

main overarching themes and sub-themes that existed within them).  This 

phase resulted in the generation of a number of candidate themes, and sub-

themes, as well as all of the extracts of data that had been coded in relation 

to them (Braun and Clarke, 2006).   

 

Following the identification of candidate themes and sub-themes, the 

researcher undertook two levels of assessing and refining the themes.  The 

first level incorporated evaluating the coded and collated data extracts for 

each theme to consider whether they formed a coherent pattern.  The second 

level involved reviewing the extracts in relation to the entire data set.  This 

required the researcher to re-read the entire data set to identify if the 

suggested themes were applicable to the data set and to code any further 

data that may have been overlooked.  An example of the coding structure 

employed in this study is presented in Appendix 4.6.  Themes presented in 

the analysis were then defined and further refined.  For each individual 

Narrative participant, a comprehensive analysis of the interview transcript 

was conducted and written (idiographic analysis).  Following this 

idiographic (individual) analysis, a thorough cross-case analysis was 

conducted where the emergent themes and sub-themes were analysed and 

written up.  This two-stage method of analysis is consistent with Fournier 

(1998) and Lambert and Desmond (2013).  Following the idiographic 

analysis of the Narrative transcripts, the researcher drew participant maps 
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for each participant to aid the interpretation of the data (see Appendix 4.7 

for a sample of these maps).  These maps charted the themes mentioned by 

each individual participant and the relationships between themes.  The 

participant maps proved very useful, particularly in the cross-case analysis 

phase, as the themes that were prevalent across the participants were more 

easily identifiable.  A comprehensive discussion of these emergent themes 

is presented in the next chapter.  However, before these themes could be 

discussed, it was essential that the researcher had confidence in the 

reliability and validity of the data. 

 

4.8.2 Reliability and Validity 

Reliability refers to consistency of judgement that protects against or 

reduces the contamination of the data (Boyatiz, 1998).  To ensure reliability 

in the analysis of the data, a second coder reviewed and blindly coded a 

sample of the Narrative transcripts.  Employing this second coder to allow 

for the computation of inter-coder reliability enabled the researcher to create 

a link that integrated the richness and depth of qualitative data with the 

accuracy and discipline of quantitative methods (Creswell, 2009).  

 

The second coder, who had expertise in qualitative research methods, was a 

Fashion Marketing Ph.D. student based at a University in the United 

Kingdom.  Although, there is no general agreed upon inter-coder reliability 

coefficient, most researchers aim to build towards 90% or higher (Miles and 

Hubermann, 1994).  As a rule of thumb, Krippendorff and Brock (2009) 

state that a score above 80% is good and scores between 67-79% are 

acceptable.  When conducting inter-coder reliability, at first, researchers 

usually do not achieve a better inter-coder reliability score than 70% (Miles 

and Hubermann, 1994).  Through discussions and clarification an eventual 

inter-coder agreement in the 90% range should be achieved (Miles and 

Hubermann, 1994).  Once the second coder had coded the sample data, the 

two coders compared their codes with a resulting inter-coder reliability of 

83%.  Subsequently, codes were revised where re-coding improved 

interpretation and any discrepancies were discussed until agreement was 
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reached.  Following this, necessary revisions were made and the final 

agreed upon inter-coder reliability was 96%.  

 

Further reliability and validity guarantees were gained through the methods 

employed in conducting this research (Morse et al., 2002).  Morse et al. 

(2002) suggest a number of verification strategies that can establish 

reliability and validity in qualitative research.  For example, by employing a 

coherent methodology that established a logical link between the research 

objectives and the methods employed to address these objectives the 

researcher strengthened the reliability and validity of the data (Morse et al., 

2002).  Further, to increase the reliability and validity of this study the 

researcher employed an appropriate sample that best represented those who 

had knowledge of the research topic (Morse et al., 2002).  Specifically, in 

this research, the use of an initial screening question ensured those who 

participated had knowledge of the research area.  

 

Further, when conducting qualitative research it is important that the 

collection and analysis of the data is done concurrently as this “forms a 

mutual interaction between what is known and what one needs to know” 

(Morse et al., 2002 p. 12).  This iterative interaction between the data and 

analysis is essential for attaining reliable and valid data (Morse et al., 2002).  

In this study, the entire qualitative research process was an iterative one, 

with the researcher continually returning to both the literature and the data 

after each interview to refine the data collection instrument.  It was also 

important that the researcher engaged in theoretical thinking to ensure that 

all of the concepts emerging from the data were verified in new data (Morse 

et al., 2002).  An example of the iterative process followed in this study is 

that the Narrative guide was updated to include important additional probes 

that arose in conversation during the pilot studies.  Updating the Narrative 

guide based on the pilot studies ensured that this iterative process occurred.  

 

Finally, the development of theory ensures the reliability and validity of 

data generated in qualitative research (Morse et al., 2002).  In this study, the 

generation of rich data and the subsequent findings (which are discussed in 
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the following chapter) that emerged during the course of the data analysis 

ensured theory development and hence strengthened the reliability and 

validity of this qualitative research.  Consequently, employing these 

verification strategies ensured rigour in the research as these strategies both 

incrementally and interactively contributed to, and allowed the researcher to 

build, the reliability and validity of this research (Morse et al., 2002).  Once 

the reliability and validity of the data was assured, the focus moved to 

gaining an understanding of the primary themes emerging from the data.  

The following chapter presents the qualitative data analysis and provides an 

in-depth discussion of the emergent themes.  Before progressing with the 

qualitative analysis, this chapter is concluded in the following section.   

 

4.9 Conclusion 

The primary objective of this qualitative research phase was to contextualise 

and inform the constructs included in the CF and explore their relevance for 

fashion brands.  This research phase also aimed to uncover insights on, and 

enrich the current understanding of the relationships Generation Y 

consumers develop with fashion brands.  Specifically, the purpose of this 

chapter was to outline the methodology that was employed to meet the aims 

of this research phase.  Section 4.2 outlined the research approach adopted 

in this study.  The overall research design and the qualitative research 

design were discussed in Sections 4.3 and 4.4 respectively, and the data 

collection method was described in Section 4.5.  In this section the different 

qualitative methods considered to carry out this research phase were 

discussed and the selection of Narrative interviews over other qualitative 

methods was justified.  Section 4.6 presented the stages the researcher went 

through in selecting an appropriate sample for carrying out this research.  

Following this, the Narrative approach adopted in conducting the fieldwork 

was explained in detail in Section 4.7, before a thorough description of the 

data analysis technique employed in analysing the findings was outlined in 

Section 4.8.  The focus of this research now moves to the qualitative 

analysis, where the themes that emerged from the Narrative transcripts are 

interpreted.  These themes are presented in the following chapter. 
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CHAPTER 5: QUALITATIVE 

DATA ANALYSIS 
 

 

5.1 Introduction 

The objective of this research was to gain a better understanding of the 

relationships Generation Y consumers develop with fashion brands.  

Chapter 2 set out the research gaps evident in the literature and in need of 

additional research.  To address these research gaps and the objectives of 

this study (see Table 5.1), a comprehensive review of the literature was 

conducted in Chapter 3 to inform the development of the conceptual 

framework (CF).  To contextualise and inform the relevance of the 

constructs that emerged from the comprehensive literature review for 

Generation Y’s fashion brand relationships, the researcher conducted twenty 

Narrative interviews.  Chapter 4 set out the methodology employed in 

conducting these twenty interviews.  These Narratives allowed the 

researcher to elicit insights from Generation Y on their relationships with 

fashion brands and were important in validating the measures necessary for 

inclusion in the second (quantitative) phase of this research.  As outlined in 

the previous chapter, the researcher employed a two stage thematic analysis 

to analyse the Narratives transcripts.  This chapter presents the themes that 

emerged from this thematic analysis of the qualitative data.  

 

The qualitative findings are presented in four sections. Section 5.2 presents 

a brief description and overview of the twenty Narrative participants.  

Section 5.3 outlines the types of brands Generation Y consumers consider to 

be ‘fashion.’  Section 5.4 presents a brief summary of the in-depth analysis 

and interpretation of the individual Narrative transcripts.  Conducting this 

in-depth analysis of the individual transcripts was important as it allowed 

the researcher to identify the important emergent themes that were prevalent 

across the individual analyses.  The prominent emergent themes are then 
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discussed in detail in the cross-case analysis presented in Section 5.5.  These 

emergent themes inform the evolution of the CF that was presented in 

Chapter 3, and is revised in the following chapter.  These Narratives were 

important in validating the measures necessary for inclusion in the second 

(quantitative) phase of this research.  Section 5.6 concludes the analysis by 

depicting the forms of brand relationships that emerged from the findings.  

Finally, the chapter is concluded in Section 5.7.  Figure 5.1 visually depicts 

how this stage of the research fits within the broader research process.  The 

current stage of the research is shaded in grey.  Following this figure, the 

research question and objectives are presented to aid the comprehension of 

this chapter.  

 

Figure 5.1 Overview of the Research Process  

 

 

 

Table 5.1 The Research Question and Research Objectives 

Research Question 
RQ What are the relationships Generation Y consumers’ have with fashion brands 

and how do they inform consumer-brand relationships? 

 
Research Objectives 

Primary 

RO 

To explore the relationships Generation Y consumers’ develop with fashion 

by conceptualising and testing a framework that studies the components of 

their fashion brand relationships. 

RO 1 To conduct a comprehensive review of the extant literature to develop a 

conceptual framework of the components of Generation Y consumers’ fashion 

brand relationships.  

RO 2 To contextualise and inform the conceptual framework by gaining insights 

from empirical research among Generation Y consumers’. 

RO 3  To allow Generation Y consumers’ define and set the liminalities of ‘fashion’ 

and to explore and test their fashion consciousness in their fashion brand 

relationships. 

RO 4 To explore and test, using the conceptual framework, the utilitarian, self-
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expressive and hedonic factors that may influence Generation Y consumers’ 

fashion brand relationships. 

RO 5 To explore and test, using the conceptual framework, the subjective outcomes 

of Generation Y consumers’ fashion brand relationships. 

*RQ = Research Question; RO = Research Objective 

 

5.2 Description of Participants 

As outlined in Chapter 4, the researcher conducted twenty Narrative 

interviews with Generation Y consumers in the West of Ireland in Autumn 

2011.  The purpose of these Narratives was to illicit insights on the 

relationships Generation Y form with fashion brands.  Specifically, these 

Narratives were relevant for this study as they allowed the researcher to 

contextualise the constructs identified in the comprehensive literature 

review in Chapter 3 among Generation Y consumers and within fashion.  

The Narratives also allowed the researcher to inform the CF by identifying 

the constructs of most relevance to Generation Y’s fashion brand 

relationships.  Finally, the Narratives allowed the researcher to explore the 

specific types of relationships Generation Y consumers form with fashion 

brands.   

 

As described in Chapter 4, conducting twenty Narratives was in line with 

best practice.  A weighted sample of fourteen females and six males was 

deemed appropriate to capture the thoughts of Irish Generation Y 

consumers.  A larger number of females were sought for this research phase 

because, as set out in Chapter 2 and 4, in Ireland womenswear constitutes 

65% of the overall apparel market, while menswear comprises 35% (Mintel, 

2013).  There are also more females than males in Ireland (CSO, 2011; 

Mintel, 2013), and shopping and fashion consumption has customarily been 

considered a female issue because women have traditionally been more 

aware of, and had a greater interest in, clothing than men (Bakewell et al., 

2006).  Women are also more engaged with, and involved in fashion than 

men (O’Cass, 2000).  Therefore, a sample consisting of one-third males and 

two-third of females was employed to reflect the natural female bias.  

Participants ranged in age from 18 to 32 years, which was representative of 

the Generation Y age group (Noble et al., 2009).  The sample included 
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twelve students and eight working professionals, and all of the participants’ 

were residents of Ireland.  Table 5.2 provides a summary of the 

participants’.  The date the Narratives took place and the length of each 

Narrative is also presented in this table.  

 

Table 5.2 List of Narrative Participants  

Participant Sex Age Occupation Nationality Date - 

2011 
Length 

Lisa F 19 Undergraduate student  Irish 17th Oct 90 m 

Deirdre F 18 Undergraduate student  Irish 17th Oct 55 m 

Kieran M 25 PhD Student Irish 18th Oct 75 m 

James M 26 Civil Engineer Irish 18th Oct 90 m 

Antoinette F 23 Undergraduate student  Irish 18th Oct 60 m 

Aidan M 21 Undergraduate student  Irish 19th Oct 50 m 

Declan M 32 Store Manager Irish 19th Oct 60 m 

Aisling D F 28 PhD Student Irish 19th Oct 70 m 

Emese F 23 Fast food restaurant 

Manager; Part-time 

Commerce student 

Hungarian 19th Oct 70 m 

Dave M 21 Undergraduate student  Irish 20th Oct 70 m 

Bernard M 32 Medical 

Representative (Sales) 

Irish 20th Oct 80 m 

Joanne F 31 Visual Standards in a 

pharmaceutical 

company; freelance 

make-up artist 

Irish 20th Oct 60 m 

Roisin F 22 Undergraduate student Irish 21st Oct 90 m 

Laura F 19 Undergraduate student  Irish 21st Oct 75 m 

Stephanie F 30 License Auditor; Part-

time Commerce 

student 

German 22nd Oct 75 m 

Aisling C F 23 Business Analyst Irish 22nd Oct 70 m 

Aoife F 20 Undergraduate student  Irish 24th Oct 70 m 

Niamh F 20 Undergraduate student  Irish 24th Oct 60 m 

Julie F 31 Accountant Irish 25th Oct 75 m 

Kate F 23 Postgraduate student Irish 25th Oct 80 m 

*m = minutes 

 

To gain an understanding of these participants, a brief summary of each 

individual Narrative is presented in Section 5.4.  However, before presenting 

the individual Narratives, it is important that the types of fashion brands that 

emerged from the data are outlined.  The following section describes what the 

participants considered a fashion brand. 
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5.3 Defining a Fashion Brand 

One of the objectives of the qualitative research was to allow the participants 

define and set the liminalities of what they consider to be ‘fashion.’  This was 

beneficial as it ensured the brands the participants discussed had salience for 

the Generation Y age cohort.  Specifically, the Narrative interviews allowed 

Generation Y to talk openly about the fashion brands they know and use.  

This approach was consistent with studies in the extant literature, such as 

Fournier (1998), Thompson and Haytko (1997) and Zayer and Neier (2011).  

During the course of the Narrative interviews the participants spoke freely 

and were not prompted to state specific brands or product categories.  

Therefore, the participants stated their own opinions regarding what they 

considered to be fashion.  A comprehensive list of the fashion brands 

mentioned by the participants in the course of this study is presented in 

Appendix 5.1.  Overall, the Narrative participants considered five types of 

brands to be ‘fashion’ brands.  It was evident from the qualitative data that 

the participants viewed these brands as being ‘on trend’ and fashionable.  

These brands also make a perceived contribution to the self-concept, and play 

a role in creating a social impression and enabling self-presentation.  The five 

types of fashion brands are discussed in detail below.  

 

(i) Fashion Clothing and Accessory Brands 

Fashion clothing and accessory brands are immediately recognisable 

for their style and cost (Goldsmith et al., 2012).  These brands have 

a distinct, unique and identifiable style that is specifically associated 

with that brand.  Regardless of whether or not a brand logo is 

displayed on the item, the Narrative participants stated they “know 

by looking at the item what brand it is.” (James, Bernard, Roisin, 

Aoife, Niamh, Joanne).  Ralph Lauren, Abercrombie & Fitch (A&F), 

Chanel and Ray-Ban are global examples of fashion clothing and 

accessory brands that were present in the Narratives (see Appendix 

5.1). 
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(ii) Fashion Retail Brands 

Fashion Retail brands are “consumer products produced by or on 

behalf of distributors and sold under the distributor’s own name or 

trademark through the distributor’s own outlet” (Burt, 2000, p. 875).  

An important feature of fashion retailing is the extent to which 

leading fashion retailers either exclusively or predominantly sell 

products marketed under their own name (McColl and Moore, 2011; 

Tungate, 2005; Datamonitor, 2007).  Examples of fashion retail 

brands that emerged from the Narratives include Topshop, A|Wear, 

H&M, and online fashion retailer ASOS (see Appendix 5.1).   

 

(iii) Sports Brands 

Sports brands refer to organisations whose core offering is sport 

and/or sport-related products and services (Papadimitriou et al. 

2004).  In this research, sports brands refer to athletic clothing and 

footwear offered to the market by a sports brand for consumption.  

Participants considered sports brands part of fashion because, as they 

explained, the look and design of sports items are important to these 

consumers, as well as functionality.  For example, when Aisling D 

was buying football boots, the most important feature to her was that 

they looked good.  Further, both male and female participants spoke 

of how they consider sports brands to be ‘fashion’ because these 

brands, such as Nike and Adidas, are creating more fashionable and 

fashion forward product ranges.  Moreover, brands that were 

originally developed as sports brands, such as Converse and Vans, 

are now worn more as a fashion statement, rather than for their 

sports connection.  Sports brands stated in the course of this study 

include Adidas, Puma, Asics and Converse (see Appendix 5.1). 

 

(iv) Beauty Brands 

Broadly defined, the beauty industry includes products applied to the 

human body to keep it clean and make it look attractive (Jones, 2008 

p. 125).  Therefore, beauty brands refer to cosmetic, hair and 

fragrance brands that allow the participants to enhance their 
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appearance (Jones, 2008).  Research shows that beauty is an 

important consideration for the self-concept and is generally aligned 

with the thinking that people judge themselves, as well as others, 

according to their ideal image of beauty (Jones, 2008).  For instance, 

Fallon (1990) posits that females use their personal beauty as a 

measure of self-worth. Further, beauty brands have emotional and 

aspirational characteristics that enable consumers to present and 

express their desired self-image to others (Jones, 2008).  Beauty 

brands emerged from the Narratives as being part of fashion.  For 

instance, Julie spoke of why beauty is part of fashion when she 

stated, “what you wear on your body dictates what you wear on your 

face and in your hair.”  Examples of beauty brands mentioned by 

participants include MAC, Benefit, Chanel, Armani, Calvin Klein 

and Urban Decay (see Appendix 5.1).  It must be noted that beauty 

brands were only mentioned by the female participants. 

 

(v) Technology and ‘Gadget’ Brands, Car brands. 

Information technology (IT) refers to the use of electronic machines 

and programs for the processing, storage, transfer and presentation 

of information (Björk, 1999).  Technology or ‘gadget’ brands are the 

branded machinery and equipment consumers use to enable this 

processing, storage, transfer and presentation of information 

(Shoham and Pesämaa, 2013).  According to the Narrative 

participants, this equipment may be a (smart) phone, laptop, tablet 

computers (such as an iPad) or any other handheld or portable 

device.  These brands are highly visible in social situations, 

communicate to, and influence the impressions others have of these 

consumers.  ‘Gadget’ brands are viewed as a part of fashion as they 

contribute to the participant’s individualism by allowing them to 

differentiate themselves from their peers.  Furthermore, ‘gadget’ 

brands are also considered as ‘fashion’ as the participants suggested 

that they have the capacity to contribute to their self-concept.  

Examples of technology or ‘gadget’ brands provided by the 
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participants include, Apple, HTC, Samsung, Dell, Blackberry, and 

Nokia (see Appendix 5.1). 

 

Although it could be argued that beauty and ‘gadget’ brands are self-

expressive brands or status symbols related to conspicuous consumption, 

rather than specifically ‘fashion’ brands, the participants discussed and 

defined these brands as constituting fashion.  In the literature, fashion has 

been described as the process of adopting symbols to provide the user with a 

unique identity (Reynold, 1968; Shang et al., 2005).  Beauty and ‘gadget’ 

brands have the ability to provide individuals with distinctive identities.  

‘Gadget’ brands, in particular, are highly visible symbols that consumers 

may adopt to communicate to, and influence the perceptions of others.  

Moreover, both these types of brands are consumed in public and can 

potentially signal cultural meanings to others (Belk, 1988).  Therefore, for 

the purpose of this research, these types of brands are included in the 

consideration of ‘fashion’.  

 

The participants also considered car brands to be part of fashion because 

these highly visible goods contribute their sense of self.  Ownership of an 

expensive car brand may also influence other people’s perceptions of the 

consumer, as highlighted by the Narratives: 

 

“Everyone aims for more expensive cars like Audi, BMW or Lexus. 

Other people notice the brand […] you feel more confident and look 

better.” Antoinette. 

 

“I went for BMW because it’s perceived as being the best brand out 

there, but implicitly, I was thinking what perception will I give off 

driving it?” Kieran. 

 

Therefore, car brands emerged as fashion brands because they are consumed 

publically and can contribute to the participant’s sense of self.  Ownership 

of an expensive car brand may also influence other peoples’ perceptions of 

the consumer.  However, car brands were deemed to be outside the scope of 

this study.  This was determined in conjunction with the description of 

fashion brands provided by Generation Y consumers and based on the 
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definition of fashion adopted in this study - that “fashion is a way of 

behaving that is temporarily adopted by a discernible proportion of 

members of a social group because that chosen behavior is perceived to be 

socially appropriate for the time and situation” (Shang et al., 2005 p. 403).  

A car is not temporarily purchased or changed frequently, and it is more 

fashionable to own certain car brands, rather than cars being part of 

‘fashion.’  Therefore, cars are outside the scope of this research. 

 

As the concept of ‘fashion’ has been defined, the focus of this chapter 

moves to the analysis of the individual Narrative transcripts. The following 

section presents a synopsis of all twenty individual Narratives.  

 

5.4 Individual Case Analysis 

As set out in Chapter 4, the Narrative transcripts were analysed 

thematically.  In analysing these transcripts thematically, the researcher 

conducted two stages of analysis, which was consistent with Fournier 

(1998).  Firstly, the transcripts were analysed and interpreted individually 

(idiographic analysis).  Following this individual analysis, the transcripts 

were analysed on a cross-case basis, which allowed the researcher to 

identify the predominant themes in the data.  This section presents the 

individual case analysis.  In her study, Fournier (1998) described this stage 

as an idiographic analysis.  For ease of comprehension, this stage will be 

described as “individual analysis” for the remainder of this study.  

Conducting this individual analysis allowed the researcher to gain an in-

depth understanding of each individual participant to uncover important 

emergent themes that may inform the second (cross-case) stage of the 

analysis.  A summary of the individual analyses of each transcript is 

presented here.  A sample of the complete analyses of three transcripts is 

included in Appendix 5.2.  Consistent with Fournier (1998), each participant 

interpretation begins with a brief description of their life story before 

leading to a discussion on their relationships with fashion brands.   
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5.4.1 Lisa 

Lisa is 19 years old.  She lives in Galway where she is a second year Arts 

student.  There are four types of brands Lisa considers fashion: Clothing, 

retail, sports and ‘gadget’ brands.  Moving to Galway for college made Lisa 

more fashion and brand conscious.  She is influenced by fashion trends.  

Subconsciously, Lisa feels her friends also influence her fashion choices; 

however she is developing her own style.  Lisa feels fashion is about fitting 

in and being accepted.  Adopting fashion trends allows people to do this and 

also provides confidence.  Lisa is an online shopper.  She is price sensitive 

and cannot always afford to buy her favourite brands.  Consequently, 

student discounts and sales are important to her.  She associates price with 

quality and feels better quality brands offer greater value.  

 

5.4.2 Deirdre 

Deirdre is 18 years old.  She lives in Galway where she a second year Arts 

student.  Deirdre considers four types of brands fashion: Clothing, retail, 

beauty and sports brands. Deirdre states that she is very fashion conscious, 

especially since moving to Galway for University.  She is very conscious of 

what wears, and feels a need to keep up with others.  She has a desire to be 

accepted. to fit in, and to gain the approval of others.  These desires are 

reflected in her style.  Her style is conservative because she is afraid to stand 

out.  Deirdre states that she is shy and lacks confidence, which is why she 

wants to blend in and ‘play it safe’ with her clothes.  She loves H&M, a 

brand she describes as ‘my shop.’  The brand is fashionable and affordable, 

which meets her needs and also represents her “conservativeness come 

true.”  Her friends influence her fashion choices.  She is a fashion follower 

and is price sensitive.  Despite this, Deirdre is deeply loyalty to Chanel 

perfume, which she will always buy regardless of the price. 

 

5.4.3 Kieran  

Kieran is 25 years old.  He lives in Galway where he is a PhD student.  

Kieran considers four types of brands to be fashion: Clothing, retail, sports 
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and ‘gadget’ brands.  Kieran thinks fashion is about the perceptions of 

others, gaining social acceptance and making himself feel good.  He is very 

fashion and brand conscious and believes brands give people confidence.  

Kieran likes to be first with trends, yet he is influenced by his friends and 

those around him.  Kieran likes brands that allow him to stand out.  He does 

not consider himself price sensitive, but price is a small concern.  Quality is 

important and he will pay more for better quality brands.  In return he 

expects these brands to last.  He likes self-expressive brands that have a 

subtle logo.  Kieran shops online for greater variety and unique items.  

Social media sites such as Facebook and Twitter, influence his preferences 

and provide inspiration.  Kieran is loyal to brands (e.g. Adidas).  He loves 

Apple, a brand he is also loyal to and considers very fashionable.  

 

5.4.4 James 

James is 26 years old.  He has lived in Galway for eight years where he is a 

Civil Engineer.  James considers three types of brands fashion: Clothing, 

retail and sports brands.  James shops both on and offline.  He adopts 

different behaviour between these two mediums.  Online he is brand-driven 

and impulsive, because he feels he can be more frivolous as he is saving 

money.  Offline he thinks about his purchase and knows exactly what he 

wants to buy.  James is fashion conscious and is influenced by his family 

and friends.  James associates brands with higher quality, higher prices and 

greater value.  He feels brands have a better fit and uses price as a cue to 

determine the level of value he expects.  He will pay more for brands 

because of what they communicate to others.  Therefore, logos are 

important for James as he feels clothes match his personality and image.  

James is loyal to brands and is deeply loyal to Adidas.  He loves brands 

such as Calvin Klein and Hugo Boss.   
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5.4.5 Antoinette 

Antoinette is 23 years old.  She lives in Galway where she is a fourth year 

Commerce student.  There are three types of brands she considers fashion: 

Clothing, retail, and ‘gadget’ brands.  She believes expensive brands 

improve a person’s appearance and make them happier because of what they 

communicate to others. She also believes brands provide people with 

confidence.  Antoinette is fashion conscious, especially when socialising.  

She likes to stand out and does not like consuming ‘common’ (popular) 

brands.  Her friends influence her style.  She is loyal to brands, primarily 

due to a lack of options.  Price is also an important consideration.  

Antoinette shops online but admits to being more of an online browser 

rather than shopper.  

 

5.4.6 Aidan 

Aidan is 21 years old.  He lives in Galway city where he is a third year 

Commerce and Accounting student.  When he thinks about fashion he 

describes three types of brands: Clothing, retail and sports brands.  Aidan’s 

peers and those around him in college influence his brand preferences.  

Aidan associates fashion brands with how they make him look and feel.  

Wearing more expensive brands allows him to present his desired self-

image to others. Despite this, Aidan is price sensitive.  Aidan is brand loyal.  

He shops online occasionally; however he is willing to pay more for the 

convenience of shopping offline. 

 

5.4.7 Declan 

Declan is 32 years old.  He has worked in the fashion industry for fourteen 

years and is the manager of an international brand franchise.  Declan lives in 

Galway and is married with one child.  Declan considers four types of 

brands fashion: Clothing, retail, sports and ‘gadget’ brands.  He stated that 

he is fashion conscious and likes to be different and stand out.  Price is THE 

most important factor for Declan when shopping.  He notes that he 

influences his friends’ style, while celebrities, such as David Beckham, 
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impact him.  Declan shops online, which allows him greater access to the 

latest brands and trends than is available in Galway.  Declan is brand loyal, 

especially to brands that are not overtly branded.  He loves Ted Baker and 

Paul Smith.  As fashion changes so quickly Declan is only satisfied with 

clothes for a certain length of time, becoming unsatisfied as they go out of 

fashion.  Declan loves Apple, a brand he see as extremely fashionable. 

 

5.4.8 Aisling D 

Aisling is 28 years old.  She lives in Galway where she is in the second year 

of her Ph.D. studies.  Aisling talked about five types of fashion brands: 

Clothing, retail, beauty, sports and ‘gadget’ brands.  She favours classic 

styles, rather than follow trends.  However, she is fashion conscious.  She 

considers herself style focused rather than brand conscious.  However, she 

loves Chanel make-up and has an aspirational loyalty towards Chanel 

handbags.  Her mother has had a strong influence on her style, albeit 

subconsciously.  Aisling has also noticed the influence social media has on 

her friends’ behaviour towards fashion, as they will not wear an outfit once 

it is visible on social media.  

 

5.4.9 Emese 

Emese is 23 years old.  She is originally from Hungary but has lived in 

Ireland for four years.  She is full-time manager in McDonald’s and is also a 

part-time Commerce student.  Emese considers three types of brands as 

fashion: Clothing, retail and sports brands.  Emese considers herself fashion 

conscious but prefers to buy brands that match her image and personality, 

rather than follow trends.  She feels that staying true to herself with her 

clothes gives her confidence.  Quality is important to Emese.  She associates 

price with quality and feels she gets better value when she pays more for 

brands.  Quality is also important because Emese gets attached to her brands 

and finds it hard to part from them.  Emese has a deep loyalty to Nike; a 

brand she feels ‘represents’ her.  Her friends influence on her fashion 

choices.  Emese is an online shopper and loves New Look and Levi’s.  Her 
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love for the Levi’s brand stems from her childhood, having grown up with 

the brand. 

 

5.4.10 Dave 

Dave is 21 years old.  He lives in Galway where he is a Masters student.  

Dave considers four types of brands fashion: Clothing, retail, sports and 

‘gadget’ brands.  Dave does not like to conform to the norm.  He likes to 

stand out and feels brands like Apple, River Island or Beats allow him to do 

so.  Once he establishes a relationship with a brand he becomes tied to it.  

Dave does not buy into the idea of disposable fashion and looks for an 

investment when he buys clothes.  Dave is a big fan of information 

technology and considers it part of fashion.  He has a strong attachment to 

Apple, which is a brand he loves and has a deeply loyal towards.  Dave is 

fashion conscious but does not have the income to keep up with fashion.  

Consequently, he seeks low cost yet quality fashion items, which is a 

balance he finds hard to achieve.  Dave is an online shopper and feels social 

media raises his brand awareness.  

  

5.4.11 Bernard 

Bernard is 32 years old.  He is a medical representative and has lived in 

Galway all his life.  There are three types of brands Bernard considers 

fashion: Clothing, retail and sports brands.  In recent years, Bernard has 

moved from being brand orientated to value orientated in his fashion 

purchases.  Quality and value are very important to him; however price isn’t 

his primary concern.  Bernard is an impulsive shopper and feels he has 

become more fashion conscious with age.  Bernard is influenced by his 

friends and can be easily persuaded to buy new brands.  He associates 

brands with better quality, better value and with how they make him look 

and feel.  He is brand loyal and favours brands where possible because 

others notice them.  Brands are expensive but he seeks value by shopping in 

sales.  
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5.4.12 Joanne 

Joanne is 31 years old.  She has lived in Galway for eight years where she 

works for a company manufacturing medical products.  She is also a free-

lance make-up artist.  There are four types of brands Joanne considers 

fashion: Clothing, retail, beauty and ‘gadget’ brands.  Joanne is a self-

confessed shopaholic.  She loves shopping and fashion is important because 

of how it makes her feel and the confidence it gives her.  Joanne likes to be 

different.  Value and quality are two important elements for Joanne, which 

is why she favours classic designs that will stand the test of time.  She will 

pay more for quality items, because she views price and quality as going 

hand in hand.  Joanne shops online but admits to being more of browser 

than shopper. She browses online for inspiration on how to wear the latest 

trends. Joanne views hair and make-up as crucial parts of fashion and 

aspires to one day own Chanel.  

 

5.4.13 Roisin 

Roisin is 22 years old.  She lives in Galway where she is a third year Speech 

and Language Therapy student.  Roisin considers four types of brands to be 

fashion: Clothing, retail, sports and ‘gadget’ brands.  Logos are very 

important to Roisin because of what they communicate to others.  She feels 

brands provide confidence and fashion is about fitting in with others.  Price 

is a factor for Roisin; however having certain labels is of more importance.  

Quality is also important to Roisin, which is why she is loyal to Apple.  She 

is very fashion conscious and is loyal to clothing and retail brands, such as 

Topshop.  Celebrities influence Roisin’s brand preferences.  Social media 

also influences Roisin as she won’t wear the same outfit twice once it 

appears on Facebook.  Facebook also acts as a source of inspiration for 

fashion ideas.  Roisin shops online for convenience and a larger selection of 

items.  She loves brands such as, Apple, Nike and Zara.  She also loves 

Chanel, and this brand acts as a drive for her to succeed in life. 
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5.4.14 Laura 

Laura is 19 years old. She lives in Galway where she is a first year Nursing 

student.  When she thinks about fashion celebrities immediately spring to 

mind.  Laura thinks two types of brands are fashion: Clothing and retail 

brands.  Laura is extremely fashion conscious and looks to celebrities for 

fashion inspiration.  Laura feels that moving to college has had a major 

influence on her style preferences.  Predominantly, Laura associates fashion 

with the clothes she wears out at night, because this is when she wants to 

look her best and stand out.  Fashion allows her to both look her best and 

stand out.  Even though money is a concern, she states that price is not her 

main concern when she is consuming fashion.  She states that she is willing 

to spend money on fashion because she lacks confidence, and consequently, 

embracing fashion provides her with confidence and builds her self-esteem.  

Laura dislikes wearing the same clothes twice because she worries about 

what others think.  Facebook plays an important role in her unwillingness to 

wear an outfit more than once.  In particular, Laura feels that she would 

wear her clothes more often if Facebook did not exist.  Her unwillingness to 

wear clothes because they have appeared on Facebook highlights the 

importance she places on social acceptance and on her sense of self, as her 

clothes form an important part of her self-identity.  Laura is eager to 

develop a unique style so she can stand out.  She feels shopping Online 

allows her to be unique as she can find items others will not have.  Laura is 

loyal to brands, such as Topshop and River Island, because of their quality 

and style. 

 

5.4.15 Stephanie 

Stephanie is 30 years old.  She is originally from Germany, but lives in 

Galway where she works as a license auditor.  She is also studying 

Commerce part-time.  There are four types of brands Stephanie considers 

fashion: Clothing, retail, sports and ‘gadget’ brands.  Stephanie is fashion 

conscious and aware of the latest trends.  Her friends influence her fashion 

choices.  The Internet also influences her as she looks to brand websites for 

inspiration on how to wear clothes.  Stephanie is an online browser.  She 
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looks online before she shops offline to save time.  She states that she is 

price sensitive, yet she will not shop in ‘cheap’ stores such as Penneys and 

Dunnes Stores.  Stephanie is unwilling to shop for lower priced brands and 

she believes this stems back to her childhood in Germany, where having 

branded clothing was very important for fitting in.  Stephanie lacks 

confidence and creativity in her fashion choices and seeks the guidance 

offered in higher priced high street stores.  Consequently, she is loyal to 

brands such as Warehouse and Oasis.  She also has a love for brands, for 

example, Diesel jeans and H&M. 

 

5.4.16 Niamh 

Niamh is 20 years old.  She lives in Galway where she is a third year 

Occupational Therapy student.  Niamh is fashion conscious and considers 

three types of brands as fashion: Clothing, retail and beauty brands.  Niamh 

strives to keep up-to-date with the latest trends.  She feels this stems from 

the peer-pressure that is put on how people look.  Consequently, Niamh 

does not like to wear the same clothes on a regular basis.  For Niamh, 

fashion is primarily about how it makes her feel, but she also aims to 

impress people with her style, as she feels her fashion choices communicate 

the type of person she is to others.  Celebrities and social networking sites 

(SNSs) have a strong influence on her style preferences, providing 

reassurance and confidence to wear the latest trends.  Price is an important 

factor for Niamh, but student discounts and sales allow her to meet her 

needs and increases her satisfaction and loyalty to brands, such as Topshop 

and Miss Selfridge, that offer these incentives.  She loves Hollister and 

Abercrombie & Fitch, and will pay more for the quality of these brands.  

She also loves Topshop, a brand that contributes to her style by making her 

aware of new styles and broadening her fashion world. 

  

5.4.17 Aisling C 

Aisling is 23 years old.  She has lived in Galway since she was 17 and 

works as a business analyst.  Aisling considers three types of brands 
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fashionable: Clothing, retail and ‘gadget’ brands.  Aisling is fashion 

conscious, but doesn’t believe in following trends.  She believes fashion is 

about how it makes people look and feel.  Aisling uses her clothes to give 

her confidence and believes expensive brands have superior quality.  Brands 

are important when she is purchasing highly visible items, such as 

accessories, because of what they communicate to others.  She also seeks 

branded goods when giving gifts for others.  Price is not Aisling’s main 

concern when consuming fashion.  She is loyal to brands and has an 

aspirational loyalty towards Chloé and Dolce and Gabbana.  Aisling’s 

family has a strong influence on the clothes she buys.  Social media also 

influences Aisling as it heightens her brand awareness and allows her to use 

sites, such as Facebook, as sources of inspiration. 

  

5.4.18 Aoife 

Aoife is 20 years old.  She lives in Galway where she is a fourth year 

Biomedical student.  Aoife considers four types of brands fashionable: 

Clothing, retail, beauty, and sports brands.  Aoife feels fashion is about her 

image and how she portrays herself.  Aoife is strongly influenced by people 

around her, due to a pressure to dress a certain way.  Dressing like her 

friends offers reassurance, guarantees social acceptance and allows her to 

feel comfortable in social situations.  Aoife is fashion conscious and 

wearing brands also provides confidence.  Price is an important factor for 

Aoife.  Quality and value are also important.  She associates price with 

quality, and is willing to save and pay more for brands if she thinks they 

will be good quality.  Aoife loves brands such as Topshop and UGG and has 

an aspirational loyalty towards Chanel, Mulberry and Miu Miu.  Aoife 

shops online for convenience and the large selection available.  Social 

media influences her shopping behaviour as she uses these sites for ideas 

and inspiration. 
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5.4.19 Julie 

Julie is 31 years old.  She has lived in Galway all of her life where she 

works as an Accountant.  Julie associates four types of brands with fashion: 

Clothing, retail, beauty and sports brands.  Julie considers herself fashion 

conscious, however, fashion is not her priority as she has other financial 

commitments (e.g. mortgages).  She views fashion as expensive because it 

constantly changes and does not believe in paying excessive amounts for 

fashion brands.  The fast-paced nature of fashion is why she likes 

throwaway fashion and is very loyal to cheaper brands, such as Penneys and 

Dunnes Stores.  For Julie, quality is not a concern with fashion; however 

she does expect quality to reflect the price she paid.  SNSs impact Julie, as 

photographs posted on these sites limits the amount of times she can wear 

her clothes.  She also sees SNSs as a good source of inspiration and a way 

of styling herself.  These sites also provide her with an opportunity to 

borrow clothes she sees her friends wear online.  Julie is an online shopper.  

She feels shopping online is cheaper than offline and allows her to 

differentiate herself.  

 

5.4.20 Kate 

Kate is 23 years old.  She lives in Galway where she is a full-time Masters 

student.  Kate considers two types of brands as fashion: Clothing and retail 

brands.  Kate is fashion conscious; however she does not follow trends, 

preferring to wear what suits her.  Quality and value are important to Kate.  

Price is also important, which is why she appreciates student discounts.  

Kate’s sister has a strong influence on her fashion choices.  She is a ‘picky’ 

shopper, and has very definite ideas of what she wants when she shops.  She 

likes to stand out with her clothes and does not feel the need to fit in with 

others.  Clothes allow her to express the type of person she is to her peers.  

Kate loves brands, such as H&M, Topshop and Forever 21.  SNSs limit her 

ability to wear clothes, as once an outfit is pictured online she feels she can 

no longer wear it.  

 



Chapter 5                                                                 Qualitative Data Analysis 

  135 

Once the individual analysis of the Narratives was complete, the analysis 

moved to the cross-case platform to identify the emergent themes in the 

data.  

 

5.5 Cross Case Analysis 

Following the individual analysis, the researcher returned to the transcripts 

to identify and categorise the predominant themes that were evident across 

the Narrative transcripts.  Referred to as cross-case analysis, this approach 

was consistent with Fournier (1998).  The Narratives sought to contextualise 

and inform the inclusion of the constructs in the CF presented in Chapter 3, 

and explore their relevance to this study.  These constructs were brand 

tribalism, fashion consciousness, brand trust, self-image congruity, 

satisfaction, brand love, brand loyalty, and word-of-mouth (WOM).  Of 

these eight constructs, six were prominent in the Narratives.  Six additional 

themes emerged strongly from the data, a number of which were new to the 

marketing literature.  These six constructs were: self-esteem, susceptibility 

to interpersonal influence (SUSCEP), (online) social network influence 

(SNI), price sensitivity, self-expressive brand, and perceived quality/value 

(PQ/V).  The twelve prominent themes, and the number of participants that 

discussed them, are outlined in Table 5.3.  A definition of each construct is 

also presented.  These twelve emergent themes represent the relationships 

these Generation Y consumers have with fashion brands and offer a 

Narrative insight into what drives their relationships with fashion brands.  

These themes are now discussed in detail, supported by participant 

statements.  The six constructs that emerged from the comprehensive 

literature review and that were evident in the Narratives are discussed first.  

A discussion of the six constructs emergent from the Narratives follows.  
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Table 5.3 Qualitative Themes  
Theme Definition Mentioned by 

participants (N = 20) 

Brand Loyalty A commitment to re-buy or re-patronise a 

product/service consistently (Oliver, 1999 

p. 34). 

20 

Satisfaction When a consumer feels the brand has met 

some need, desire, goal, or so forth and in 

a pleasurable way (Oliver (1999 p. 34). 

20 

Fashion 

Consciousness 

A person’s degree of involvement with the 

latest styles or fashion of clothing (Nam et 

al., 2007 p. 103). 

20 

Price Sensitivity* A consumer’s reaction to prices levels and 

to changes in these price levels (Goldsmith 

and Newell, 1997). 

20 

Susceptibility to 

Interpersonal 

Influence 

(SUSCEP)* 

The influence other people may have on an 

individual’s behaviour (Bearden et al, 

1989). 

20 

Perceived 

Quality/Value 

(PQ/V)* 

Perceived Quality: a customer’s judgment 

of a brands overall excellence, esteem, or 

superiority. 

Perceived Value: the customer’s 

assessment of the utility of the brand based 

on perceptions of what is received and 

what is given (Netemeyer et al., 2004 p. 

210-211). 

20 

Self-Esteem* The feelings a person may have about their 

worth or how they value of themselves 

(Rosenberg, 1979). 

18 

Self Expressive 

Brand* 

Brands consumer’s perceive to enhance 

their social self and/or reflect their inner 

self (Carroll and Ahuvia, 2006 p. 82). 

18 

Brand Love The level of passionate emotional 

attachment a consumer has for a brand 

(Carroll and Ahuvia, 2006 p. 82). 

16 

Word-of-Mouth 

(WOM)  

Informal communication between private 

parties concerning evaluations of goods 

and services (Anderson, 1998 p. 6). 

15 

Brand Tribalism A network of societal micro-groups in 

which individuals share strong emotional 

links, a common sub-culture and a vision 

of life (Veloutsou and Moutinho, 2009, p. 

316). 

14 

(Online) Social 

Network Influence 

(SNI)* 

The influence online social networking 

sites, such as Facebook and Twitter, may 

have on an individual’s behaviour (Pagani 

et al., 2011). 

14 

* New constructs, emergent from the Narratives 
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5.5.1 Constructs from the Conceptual Framework Supported by 

the Narratives  

As outlined above, a discussion of the six themes consistent with the 

constructs that emerged from the comprehensive literature review (see 

Chapter 3) are presented first.  The themes are discussed in order of their 

pervasiveness in the findings (see Table 5.3). 

 

5.5.1.1 Brand Loyalty (20 participants) 

As revealed in the comprehensive literature review in Chapter 3, brand 

loyalty is an important construct in CBRs.  The importance of this construct 

in Generation Y consumers’ CRBs was supported by the Narratives as all 

twenty participants discussed their loyalty to fashion brands.  Specifically, 

as set out in Chapter 3, brand loyalty refers to a “deeply held commitment to 

re-buy or re-patronise a product/service consistently, causing repetitive 

purchasing, despite situational influences and marketing efforts having the 

potential to cause switching behaviour” (Oliver, 1999 p. 34).  As outlined in 

Chapter 3, the concept of brand loyalty is a multi-dimensional construct 

comprising of three dimensions: behavioural loyalty, attitudinal loyalty and 

situational loyalty (Gounaris and Stathakopoulos, 2004; Odin et al., 2001; 

Rundle-Thiele and Bennett, 2001).  All three dimensions were evident in the 

findings.  One of the major criticisms of Generation Y consumers is that 

they are fickle consumers that lack brand loyalty, especially when compared 

to other consumer cohorts (Morton, 2002; Runyan et al., 2013).  However, 

the findings of this study contradict this contention as the participants spoke 

of their loyalty towards fashion brands.  Each of the three components of 

loyalty are now addressed and accompanied by responses from the 

Narratives.  

 

Behavioural loyalty, also known as repeat-purchase behaviour, refers to the 

extent to which consumers repurchase the same brand after experiencing it 

(Amine, 1998; Gounaris and Stathakopoulos, 2004).  Behavioural loyalty 
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was evident in the Narratives where knowledge of the brand generated from 

past experience led to the consumers continually repurchasing the brand.  

Their prior brand experiences led to these consumers habitually returning to 

the brand for their future fashion needs.  The following statements support 

this: 

 

“I’m loyal to Lyle & Scott […] I like their stuff and know it’s always 

good, it’s what you expect to get.” Declan 

 

 “I’d go back to Converse again and again, they’re reliable and not 

overly expensive.”  Deirdre 

 

“I’ve been wearing Adidas Predators for 6 or 7 years but I didn’t 

even realise it. Even my runners, I buy the exact same pair of Nike 

runners every time.” Aidan 

 

While behavioural loyalty is based on what customers do, attitudinal loyalty 

is based on what customers feel and relates to the positive attitudes a 

consumer holds towards the brand to ensure they continue to purchase the 

brand in future (Amine, 1998).  Attitudinal loyalty is viewed as a property 

of psychological commitment that is based on positive emotions and 

relationships with the brand (Amine, 1998; Kabiraj and Shamugan, 2011).  

Therefore, attitudinal loyalty was evident where participants were 

emotionally attached to, or dependent on, a certain brand or product: 

 

“I’m very much tied to the Apple ethos. I had a problem with my 

iPhone and within a day the package was sent off, within 2 days I 

had a brand new phone. I would never expect that from another 

brand. That made me more loyal.” Dave  

 

“You pick your brand of football boots […] at a young age and stick 

with it. I started with Adidas, went through Predator’s, then World 

Cups and now I always buy Coupe du Mons, because when you are 

playing sport there needs to be a certain amount of reliability. It’s 

an important occasion and everything psychologically comes into 

it.” James  

 

Situational loyalty also emerged from the findings.  This form of loyalty 

recognises that there are certain situations where consumers’ behaviour is 

not fully under their control, but rather is influenced by situational and 
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social factors, and such as the brand being unavailable or by the 

expectations of relevant others (Gounaris and Strathakopoulos, 2004).  

Aisling C provided an example of situational loyalty when she spoke of her 

preference for branded goods when buying gifts.  According to Belk (1988) 

gifts are an extension of the self-concept, and express something about the 

giver to others.  Therefore, Aisling C gives branded gifts, as doing so 

reflects on her self-concept and is an additional means of self-expression.  

The following statement illustrates this point: 

  

“If I could get something for myself that looked amazing but was 

really cheap, I'd happily buy it, but if I was buying a present for 

somebody I'd definitely buy a brand because I'd be afraid it wouldn’t 

be as good if it wasn’t branded.” 

 

The participants also spoke widely of aspirational loyalty and their desires 

to own aspirational brands. Aspirational brands create images in the minds 

of consumers about the type of people who purchase the brand and convey 

the standards and values that the brand is associated with (Doole and Lowe, 

2008).  Such brands deliver the customer’s functional requirements, 

recognise the customer’s status, and provide recognition and esteem that can 

be associated with the brand (Doole and Lowe, 2008).  Participants 

indicated aspirational brand loyalty where they hoped to one day own a 

brand they cannot currently afford: 

 

“If I had money I would buy Ted Baker or Paul Smith.” Declan 

 

“If I had the money, brands like Chanel, Gucci and Louboutin shoes, 

they’d be my brands, I love them but don’t have the money. […] 

When I’m older I definitely want to have a Chanel handbag.” Laura 

 

Therefore, the three forms of loyalty discussed in Chapter 3 were present in 

the Narratives.  An additional form of loyalty, aspirational loyalty, was also 

prominent in the Narratives.  Consequently, the Narratives highlighted the 

importance of brand loyalty in the study of Generation Y’s fashion brand 

relationships. 
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5.5.1.2 Satisfaction (20 participants) 

As set out in Chapter 3, the Narratives revealed that satisfaction is an 

important construct in the development of CBRs.  Every participant spoke 

of the importance of being satisfied with the fashion brands they purchase.  

Customer satisfaction refers to when a consumer senses that consumption 

fulfills some need, desire, goal, or so forth and in a pleasurable way (Oliver, 

1999 p. 34).  For a consumer to be satisfied with a brand, the brand must at 

least meet the prior expectations they have from past experience or WOM 

(Engel et al., 1990).  The participants in this study view satisfaction as a 

necessary condition for repeat purchasing, as is evident in the following 

quote:  “if you are not satisfied you are not going to buy the brand again” 

Aidan.  Therefore, consistent with the literature (Choi et al., 2008; Deng et 

al., 2010; Eggert and Ulaga, 2002; Fornell, 1992; Liao et al., 2009; Mittal et 

al., 1998), the Narratives suggest that satisfaction positively influences these 

participants to repurchase and become loyal to a brand.  Hence, satisfaction 

was a prominent construct in the development of the participants’ fashion 

brand relationships.  The importance of satisfaction is now outlined with 

support for participant statements. 

 

The Narratives suggest that when the participants are not satisfied with their 

fashion brand choices, their relationship with the fashion brand weakens, 

and they were less willing to repatronise the brand in the future:  

 

“Satisfaction is definitely important. When I am satisfied I’ll buy the 

brand again.” Bernard 

 

“Satisfaction is important because if you’re not satisfied, you tend to 

move to another brand.” Antoinette. 

 

“Satisfaction is a big thing because if you go to a shop you haven’t 

shopped in before and buy something that falls to pieces, you’re 

never going to go back. Or if you buy something that looks amazing 

and everybody compliments it, you’re definitely going to go back to 

that brand.” Kate 

 

Kate’s quote also illustates the importance of the opinions of others in a 

consumers evalution of a brand.  This quote from Kate further suggests that 
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consumers are more likely to be satisfied with brands that meet the approval 

of others and lead to social acceptance.  Additionally, the participant’s 

satisfaction with a brand was dependent on brand selection and availability.  

When a brand did not offer fashion items that met the participant’s needs, 

the participant’s satisfaction with the brand dropped and they remembered 

this on subsequent shopping trips.  Conversely, when a brand consistently 

met the participant’s needs they were more likely to be satisfied and develop 

strong relationships with the brand: 

 

“At the moment I’m satisfied with A|Wear and Pull and Bear 

because the last time I was shopping I got nice clothes.” Lisa. 

 

“Satisfaction is important because when I know I can get something 

somewhere I’ll be more likely to go back there, like with trousers in 

Topshop.” Aisling D 

 

A further unique aspect of satisfaction emerged from the Narratives. While 

the participants stated that brand satisfaction was important when making 

repeat purchases and building loyalty; for some participants, satisfaction 

with fashion brands only lasted as long as the item was in fashion: 

 

“Satisfaction is definitely important but […] if it was fabulous for 

one wear and fell apart after, it’s still worth it. If it lasts then great 

but there’s only a certain amount of times you can wear it before 

everyone has seen it anyway.” Roisin 

 

“Because fashion changes so quickly you’re only satisfied with 

clothes for a certain length of time and you become unsatisfied as 

they go out of fashion” Declan 

 

This finding suggests that due to the transient and cyclical nature of fashion 

(O’Cass, 2004), the participants were initially satisfied with a brand while it 

was in fashion.  However, this satisfaction changed to dissatisfaction when 

the item was no longer fashionable.  This finding is consistent with a recent 

study by Watson and Yan (2013), who found that fashion consumers 

experience satisfaction during and after the purchasing stage but become 

dissatisfied after the consumption stage.  This means these consumers are 

satisfied with the brand offering when they purchase it and while they are 
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wearing it, but once they have worn the item they become dissatisfied.  

Therefore, satisfaction with fashion brands is important to the participants, 

but it is suggested that their satisfaction is short-lived when compared to 

other types of brand. 

 

Consequently, as suggested by the comprehensive literature review, 

satisfaction is an important construct in the participant’s fashion brand 

relationships.  Consistent with the literature (for example, Choi et al., 2008; 

Deng et al., 2010; Fornell, 1992), the Narratives reveal that satisfaction is an 

important driver of brand loyalty, and that consumers who are satisfied with 

their fashion brands have a better relationship with these brands.  Finally, 

the Narratives show that while the participants are satisfied with the fashion 

brands they consume, their satisfaction may be limited due to the transient 

nature of fashion brands (O’Cass, 2004; Watson and Yan, 2013). 

 

5.5.1.3 Fashion Consciousness (20 participants) 

As identified in the comprehensive literature review (see Chapter 3), fashion 

consciousness is a key construct in the formation of fashion brand 

relationships.  Consistent with the comprehensive literature review, all of 

the participants were fashion conscious, albeit to varying degrees.  Fashion 

consciousness is defined as “a person’s degree of involvement with the 

latest styles or fashion of clothing” (Nam et al., 2007 p. 103).  As outlined 

in Chapter 3, to be considered consicous of fashion, a consumer does not 

need to be a fashion opinion leader or innovator (Nam et al., 2007).  Any 

person who takes an interest in clothing, fashion and their appearance is 

fashion conscious (Jonathan and Mills, 1982; Nam et al., 2007; Summers, 

1970).  Therefore, fashion consciousness refers to the desire of an individual 

to adopt the latest styles that allow them to maintain their appearance and 

preserve their status in their social network (Lertwannawit and 

Mandhachitara, 2012; Shim and Ghert, 1996; Walsh et al., 2001).  Some of 

the Narrative participants were more fashion conscious and fashion driven 

than others.  However, being on trend and up-to-date with the latest fashion 

brands was important across all participants, as doing so allowed the 
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participants to self-present and influence others’ impressions.  The 

Narratives suggest that fashion is primarily about how it makes the 

participants feel.  Being fashion conscious allowed the participants to stand 

out from the crowd and differentiate themselves from their peers.  It also 

allowed them to communicate the type of person they are to others: 

“because what you are wearing is the first thing people see when you meet 

them” Kate.  Further, fashion enabled the participants to fit in with others: 

“Wearing brands is a way to fit in” Stephanie.   

 

Overall, the female participants were more willing to discuss their fashion 

consciousness than their male counterparts.  The male participants were 

quite hesitant to directly admit their fashion consciousness; however as they 

relaxed into the conversation they became more open to discussing their 

awareness of fashion.  This was expected as fashion is viewed as a 

potentially sensitive topic for males (Zayer and Neier, 2011).  Both the male 

and female participants’ fashion consciousness was communicated in a 

number of ways throughout the Narratives.  These are now discussed with 

support from the Narratives.  

 

Fashion consciousness was clear where participants expressly stated they 

were conscious of fashion: 

 

“I am definitely fashion conscious. I go shopping twice a month and 

like to keep-up-to-date.” Stephanie 

 

“Fashion has changed so much in the last while. There is a lot more 

variety and I think I have got more fashion conscious.” Bernard 

 

The Narratives suggest that the participants became more fashion conscious 

when they entered a new environment (such as starting University or 

entering a new workplace).  For example, the Narratives indicated that the 

transition from post-primary education, to third level education was an 

important rite of passage for the student participants.  A major impact of this 

transition was moving from rural areas, to a more urban environment, which 

increased the participant’s fashion consciousness.  Consistent with the 

extant literature (Fernandez, 2009), a desire to fit in, coming into contact 
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with different styles and people, as well as increased peer pressure, resulted 

in the students becoming more fashion conscious, as is evident in the 

following quotes: 

 

“Magazines […] make you fashion conscious. College is practically 

the same. It has a huge impact, you notice trends on people earlier.” 

Deirdre 

 

“Moving to Galway for college made me more fashion conscious 

and more aware of logos and trends. For my birthday I got a pair of 

Converse and I might not have got them only that I’m in college and 

everyone is wearing them.” Lisa 

 

Fashion consciousness was also evident when participants described how 

they followed or kept up-to-date with the latest fashion trends.  This 

displayed their willingness and desire to search for, and be informed about, 

changing trends: 

 

“I’m aware of trends because I buy fashion magazines or look 

online. You see what’s coming out, and I like how magazines always 

have catwalk trends and where to buy similar items [on the high 

street].” Stephanie 

 

“I change my wardrobe regularly to keep up with trends in fashion.” 

Declan 

 

Further, fashion consciousness was present where participants indicated 

they put thought into what they wear, and where they expressed their desire 

to look good/well (as per Workman and Cho, 2012; Bakewell et al., 2006): 

 

“I’d definitely put thought my clothes. I’m aware of what clothes 

and brands I can get away with and look well in, so I’d be attracted 

to those brands” Kieran. 

  

“I love the Samsung Galaxy as a phone, but I wouldn’t buy it […] 

because I am more conscious fashion wise of having an iPhone.” 

Declan 

 

Finally, the Narratives suggest that fashion was also an important form of 

self-expression.  Specifically, the participants discussed how what they 

wore, and how they dressed reflected how they felt: 
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“I think about what I’m going to wear […] Even if I’m at home, I 

wear something comfortable but that looks good so my husband 

says, ‘oh you look nice today.’ I like those little comments, that’s 

why I put effort into what I wear.” Emese 

 

“I wear a lot of black. It's effortless, you just throw it on whatever 

mood you're in. […] You have to be in a certain mood to wear 

colour […] it's like communicating your mood through your 

clothes.” Aisling C 

 

Therefore, as established in the comprehensive literature review in Chapter 

3, fashion consciousness was an important construct in the relationships 

Generation Y consumers form with fashion brands.  All of the Narrative 

participants were fashion conscious and they communicated this in a 

number of ways.  The participants spoke directly of their fashion 

consciousness, and indicated how they think about and are aware of what 

they wear.  They also stated their awareness of, or the importance they place 

on, the latest fashion trends.  Finally, the participants spoke of their desire to 

keep up-to-date with fashion and express themselves through their fashion 

choices. 

 

5.5.1.4 Brand Love (16 participants) 

Consistent with the comprehensive literature review outlined in Chapter 3, 

brand love emerged strongly from the Narratives as a component of 

Generation Y consumers’ fashion brand relationships.  Sixteen of the 

participants spoke openly of their love for fashion brands. Brand love is an 

important CBR construct and is defined “as the degree of passionate 

emotional attachment a satisfied consumer has for a particular trade name” 

(Carroll and Ahuvia, 2006 p. 81).  The literature suggests a number of ways 

that brand love may manifest itself (Albert et al, 2008; Batra et al., 2012; 

Carroll and Ahuvia, 2006).  For example, brand love may be passion-driven, 

may occur where there is a self-brand interaction and is evident where there 

are positive emotional connections with a brand (Batra et al., 2012; Carroll 

and Ahuvia, 2006);  it may also be displayed where a feeling of anticipated 

separation distress would occur if the brand was to be no longer available; 

and finally, where the consumer has a long-term relationship with the brand 
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(Batra et al., 2012; Carroll and Ahuvia, 2006).  Consistent with the literature 

(Batra et al., 2012; Carroll and Ahuvia, 2006), these different types of brand 

love were evident in the Narratives and are now discussed in turn with 

support from participant statements. 

 

The first type of brand love was passion-driven and was displayed in a 

number of ways.  Firstly, passion-driven brand love was evident where 

participants displayed a passionate desire to use a brand (Batra et al., 2012; 

Carroll and Ahuvia, 2006): 

 

“I love Chanel, if someone was to give me something Chanel that 

would be the best thing ever. I love Mulberry bags too, they’re 

unbelievable. I love them so much.” Aoife   

 

“Love H&M.  Love it.  [...] I would love, love, love, love to shop in 

H&M all the time but unfortunately it’s not in Galway.” Julie 

 

Passion-driven brand love was also present when the participants were 

willing to invest resources in the loved brand (Batra et al., 2012):  

 

“I love Ray-Bans. I went around New York trying to get some Ray-

Bans. They were $100 and I would have paid it. But hopefully next 

summer, if I get a proper job, I’ll definitely get a pair.” Aoife 

 

“Ralph Lauren. I love that brand. […] I think when I’m 30 that will 

definitely be a brand for me.” Kieran 

 

Brand love through self-brand interaction refers to when a brand enables 

consumers to express their actual and desired identities (Carroll and Ahuvia, 

2006), and has the ability to connect to life’s deeper meanings and 

important values (Batra et al., 2012).  This form of brand love was 

displayed when the participants described how they loved brands that are 

congruent with their desired or current self-identity.  These brands have the 

potential to allow the participants to present themselves to their peers, as 

described in the following statement: 
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“Chanel. Ahhh, the love of my life. I associate it with being where I 

want to be, it’s an expensive product, everybody knows it’s 

expensive. […] It’s a statue of wealth and power.” Roisin 

 

I love H&M. That’s my shop. H&M is very much my style, […] my 

conservativeness come true.” Deirdre 

 

Having positive emotional connections with a brand was also a source of 

brand love.  This form of brand love was displayed where the participants 

had positive feelings and a sense of attachment towards the brand (Batra et 

al., 2012; Carroll and Ahuvia, 2006).  The following statements support this 

form of brand love: 

 

“I love Levi’s, that’s a brand that stands out to me. My mum used to 

work in one of their factories and […] I was very proud of her 

working there so that’s why I love the brand.” Emese 

 

“Apple, I actually love the brand. I love the history behind it, the 

ethics of the company […] the whole Steve Jobs thing; he’s an idol 

to me.” Dave 

 

Further, brand love was evident in instances where the participants had 

long-term brand relationships and made declarations of love towards a 

brand.  This form of brand love was consistent with Batra et al. (2012) and 

Carroll and Ahuvia (2006), and is supported by the following statement: 

 

“I love everything about Apple! I have an iPad 1 and 2, all the 

generations of iPhones, an iMac, the original desktop, the upgrade 

and the new iMac. If I’d love a brand it’d have to be Apple.” Declan 

 

Finally, consistent with Batra et al. (2012) brand love was evident where 

anticipated separation distress was perceived if the brand was to become 

unavailable to the participants.  The following statement illustrates this form 

of brand love:  

 

“I love Adidas and I’d be distraught if the brand ever went away or 

was discontinued.” Kieran 

 

Therefore, as revealed in the comprehensive literature review in Chapter 3, 

brand love is an important component of the relationships Generation Y 
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consumers form with fashion brands.  This construct emerged from the 

Narratives in a number of ways, which established the significance of brand 

love for Generation Y’s fashion brand relationships.  

 

5.5.1.5 Word-of-Mouth (15 participants) 

As outlined in the comprehensive literature review in Chapter 3, word-of-

mouth (WOM) is a construct of central importance to the relationships 

consumers form with brands (Harrison-Walker, 2001; Hennig-Thurau et al., 

2002; Ng et al., 2011).  The Narratives highlighted the importance of this 

construct for Generation Y consumers, as fifteen of the participants spoke of 

how they engage in WOM.  Specifically, WOM refers to informal 

communication between private parties concerning evaluations of goods and 

services (Anderson, 1998 p. 6).  Positive WOM refers to the degree to 

which the consumer praises the brand to others, such as family and friends 

(Westbrook, 1987).  Positive WOM is viewed as a powerful tool that drives 

brand recommendations and influences consumers’ purchasing decisions, as 

personal communication is regarded as being more reliable than 

communication from non-personal sources, such as advertising (Hennig-

Thurau et al., 2002; Keller, 2007).  Consumers place greater trust in WOM 

because some form of personal relationship exists between the parties and 

therefore, the consumer has greater confidence that what they are being told 

is the truth (Foscht et al., 2009).  The participants highlighted the 

importance they place on WOM throughout the course of the Narrative 

interviews.  This construct was evident where the participants spoke of how 

they engage in WOM with their family and friends.  Through WOM, the 

participants stated that they both influence and are influenced by the 

experiences their friends and families have had with brands.  The following 

statement from Dave supports this finding: 

 

“I love Apple. Everything just works [...] My sister bought an 

iPhone on my recommendation and my mum got an iPad on my 

recommendation so she loves it at the moment.” Dave 
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It was clear from the Narratives that Dave was a gadget lover, and this 

statement illustrates that through his love of gadgets, he influenced others to 

adopt these innovations. This finding is consistent with Bruner and Kumer 

(2007) who found that those who are the love gadgets strongly influence 

others to purchase these brands. The following statements also illustrate the 

influence of WOM: 

 

“One of the girls said she had a lot of trouble with Boohoo.com so I 

won’t buy from it because I don’t try ones that I’ve heard are going 

to be hard.” Aoife 

 

“If you hear good word about the brand you’re more likely to buy it. 

You do take into account what other people say about it.” 

Antoinette 

 

“When your friends talk about wearing a brand […] you’d 

remember that and it impacts you when you go into the shop 

yourself.” Lisa 

 

Therefore, the importance of WOM in Generation Y consumers’ 

relationships with fashion brands was evident in the Narratives.  In engaging 

in WOM the participants may influence or be influenced by the opinions of 

others.  These opinions have an impact on their future consumption 

decisions and on the consumption decisions of their peers.  

 

5.5.1.6 Brand Tribalism (14 participants)  

As revealed by the comprehensive literature review, brand tribalism plays 

an important role in the relationships Generation Y consumers form with 

fashion brands.  Fourteen of the participants spoke of brand tribalism 

throughout the Narratives.  As described in Chapter 3, brand tribes represent 

‘a network of societal micro-groups in which individuals share strong 

emotional links, a common sub-culture and a vision of life’ (Veloutsou and 

Moutinho, 2009 p. 316).  Brand tribes exist when members identify with 

one another, have shared experiences and emotions, and engage in 

collective social action, that can be facilitated through a variety of brands 

(Cova and Cova, 2002; Goulding et al. 2013).  Tribalism is particularly 

relevant for fashion brands as adopting such brands and wearing the styles 
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of the day signals a desire to be part of certain social groups (O’Cass and 

Frost, 2002).  

 

Brand Tribalism was evident in a number of ways throughout the 

Narratives.  Consistent with Veloutsou and Moutinho (2009), tribalism was 

present where a brand made a contribution to the participants' lives, where 

the participants felt the brand did something good for them, where the brand 

offered the participant something beyond its tangible characteristics, had a 

strong presence in their life, or where other people having used the brand 

played a part in their consumption.  For instance, Niamh illustrated her 

tribal membership when she talked about how Topshop contributes to her 

life: 

 

“I definitely follow Topshop, I don’t know what I’d be wearing if I 

didn’t go there to see what’s going on.  Sometimes it takes me a 

while to get used to their stuff but I will eventually wear it.  So the 

style of the brand and what they offer me contributes to the style I 

develop. […] It broadens my horizons.” Niamh 

 

Niamh belongs to the Topshop brand tribe.  This brand had a strong 

presence in, and made a contribution to her life because it allowed her to 

keep up with trends, and update and constantly change her style.  Such 

brand roles are common in brand tribalism, where participants view brands 

as adding to or making a contribution to their life (Veloutsou and Moutinho, 

2009).  Niamh was more accepting of Topshop because the brand was right 

for her and, as Topshop constantly changed its style offerings, the brand met 

her fashion conscious needs.  Therefore, the brand extended beyond the 

tangible characteristics it offered (Veloutsou and Moutinho, 2009), because 

it allowed Niamh to be different in what she wore.  Brand tribalism was also 

evident where the desire to own the brand made a contribution to the 

participant’s lives by driving them to succeed.  A statement from Roisin 

illustrates this point: 

 

“I don’t have much, properly branded expensive stuff, but they’re a 

drive.  Not having them now makes me want to succeed so I can get 
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them.  They contribute to my life, because they push me to get them.” 

Roisin 

 

Even though Roisin could not afford these brands, her desire to have them 

pushed her to succeed and this contributed to her life.  Primarily, Roisin 

spoke about Chanel, which is a brand that fits with where she feels she 

wants to be in life.  Therefore, this brand offers more to her than just its 

tangible characteristics:   

 

“I’m very Chanel. […] It’s MY style.  I look at their website a lot to 

see if I can find something I can afford […] I promise you when I 

can afford it I’m going to live in it.  It’s where I want to be in life.” 

Roisin 

 

It is the exclusivity of the brand and status of Chanel that drives Roisin’s 

tribalism.  A Chanel brand tribe was evident in the Narratives as, consistent 

with the characteristics of brand tribes (Veloutsou and Moutinho, 2009), 

seven participants (Aisling C, Aisling D, Aoife, Deirdre, Joanne, Laura and 

Roisin) shared a passion for this brand and were willing to invest resources 

in Chanel.  Some additional participant statements illustrate the existence of 

a Chanel brand tribe among these participants: 

 

“I love Chanel. I wouldn’t wear any other perfume,” Aisling D 

 

“I adore Chanel. I live for their perfume. I would spend money on it 

because it’s worth it to me.” Deirdre 

 

“If someone said here’s something Chanel, I’d be like ‘OH MY 

GOD’ that would be the best thing I could ever get in my life.” Aoife 

 

These quotes show tribal membership as these participants had a passion for 

the Chanel brand, were willing to invest in the brand, and revealed how the 

brand made a contribution to the participants lives (Veloutsou and 

Moutinho, 2009).  Brand Tribalism was also evident with sports brands.  

Consistent with the characteristics of brand tribes, sports brands, such as 

Adidas and Nike, had a strong presence in the participant’s lives and offered 

them more than merely their tangible elements (Veloutsou and Moutinho, 

2009).  For example, as outlined in the following statements, these brands 
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offered psychological reassurance for important occasions in the 

participants’ lives: 

 

“I’m conscious that I’d play differently if I changed my [football] 

boot. If I buy the same pair of Adidas boots it’ll be grand because it 

won’t change the way I play.” Aidan 

 

“My brand of football boots is Adidas. Everyone has their own 

brand and they stick with them for life because psychologically you 

need that cushion when you’re playing a match that nothing’s 

changed since the last game.” James 

 

“I always buy Adidas football boots because I think about the 

experience of them being good and the quality of them. They make 

me feel good, and I play well in them.” Kieran 

 

The Adidas brand had a strong presence in the lives of these participants.  

Specifically, this brand made the participants feel good, allowed them to 

play well and offered them a psychological cushion.  Consequently, in line 

with Veloutsou and Moutinho, (2009), the Narrative participants suggested 

that being a member of the Adidas brand tribe contributed something good 

to their lives and went beyond the brand’s tangible characteristics by 

allowing the participants to feel safe and providing reassurance when they 

consumed the brand.  

 

Therefore, as expected, the relevance of brand tribalism was supported by 

the Narratives.  As suggested by the extant literature (Veloutsou and 

Moutinho, 2009), this construct emerged from the Narratives where the 

participants noted that a brand made a contribution to their life, where the 

participants had a passion for a brand and where a brand offered the 

participants something that went beyond it’s tangible characteristics.  These 

findings were consistent with Veloutsou and Moutinho (2009). 

  

5.5.2 New Constructs Emergent from the Narratives 

As previously discussed, six themes that were not evident in the 

comprehensive literature review emerged from the Narrative transcripts (see 

Table 5.3).  These six themes are discussed in detail in this section. 
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5.5.2.1 Price Sensitivity (20 participants) 

Concerns about the price of fashion emerged strongly as a theme from the 

Narratives.  Specifically, the participants had concerns about the cost of 

keeping up-to-date with constantly changing fashion trends.  All of the 

participants spoke about price throughout the course of their interviews.  

Some participants placed greater importance on the price of attaining 

fashion than others, with the importance of the price of fashion highlighted 

by both students and those in employment.  Consequently, as all of the 

participants discussed this theme, it was deemed necessary to include price 

in this research.  

 

From the data it was clear that this theme was analogous to a construct 

termed price sensitivity.  Price sensitivity illustrates how consumers react to 

price and to changes in price (Goldsmith and Newell, 1997).  A consumer 

who is highly price sensitive is said to express less demand when the price 

increases (Goldsmith et al., 2005).  Price insensitive consumers, on the 

other hand, are willing to pay higher prices for the same goods than price 

sensitive consumers and remain just as, or are more willing to buy if prices 

go up (Foxall and James, 2003; Goldsmith et al., 2005; Shimp et al., 2004).  

Concerns about price and affordability were evident throughout the 

interviews.  They were particularly prominent amongst students, who had 

limited financial resources.  The following statements support this: 

 

“For a college student price outweighs everything. It wouldn’t 

matter if I liked something in River Island, if it’s too pricey, I have to 

tell myself ‘no, you can’t afford that.’” Lisa 

 

“Now I’m on college I have to consider price. I’ve noticed a huge 

difference because in school when I bought something I didn’t have 

any other spending, but in Galway I’ve so much so budgeting to do.” 

Deirdre 

 

A number of professionals whose wages were affected by the global 

economic downturn also spoke about price concerns.  For example:  
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“It’s increasingly hard to have spare cash to buy what you’d like. A 

large part of my money goes towards the mortgage and increased 

taxes. So I don’t keep up with the fashion as much as I’d like to.” 

Julie 

 

“Price is THE most important factor [when consuming fashion]. 

Everybody’s taking pay decreases. I’ve lost all my bonus’s and taken 

a 20% pay cut.” Declan 

 

As a consequence of this price sensitivity, the Narratives show that 

discounts and sales had a strong impact on the fashion brands the 

participants choose to shop with.  As money was a concern for the majority 

of the student participants, a student discount enticed these consumers to 

shop with a brand and led to them becoming more favourable towards the 

brands offerings.  Consequently, the student participants were more willing 

to shop with a brand that offered a student discount than a brand that did 

not.  However, the appreciation of discounts was not restricted to students.  

Discounts on brands available through mediums such as the Internet were 

also popular with the participants as they felt they could get better value and 

more items for their money when they purchased their favourite brands at a 

discount.  Statements from the participants support these findings: 

 

"A student discount or a sale, definitely influences where I buy my 

clothes. Last week there was a 30% student discount in Warehouse 

and River Island. It’s something nice, and makes people come back 

again.” Lisa 

 

“I always look for Calvin Klein first online. I feel I can be more 

frivolous with my money shopping online because I’m getting a good 

discount.” James 

 

Through the experience of shopping with a brand, these consumers knew 

what price to expect before they stepped into a store or looked online.  In 

this way, they knew what brands they could afford to buy before they went 

shopping and were not disappointed when they are unable to afford a 

particular brand.  As Chernav (2003) suggests, this also allowed the 

participants to narrow down the brands they could afford to shop with so 

they were not overwhelmed by the choices available to them when 

shopping.  Consequently, their choice of brands was based on their price 
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expectations, as they knew they are unable to afford to shop with certain 

brands: 

 

“You know when you go to a shop what you expect to pay. If you go 

into New Look or River Island you know how much you’re going to 

spend because you know the general prices.” Aoife 

 

“I don’t look at the price when I see something I like, if I like it I buy 

it and usually […] the price would be what I expect. I know a Ralph 

Lauren jacket will cost €500 and in New Look it’ll be €60 or €70.” 

Stephanie 

 

Consistent with Otieno et al. (2005), the price of a brand was a cue for the 

level of quality these participants expected in their purchases.  The price of 

a brand allowed these participants to judge the brands quality and assess 

whether they felt they had received good value.  When the level of quality 

was consistent with the price, and these consumers felt they had received 

good value, were more likely return to the brand for future purchases.  

However, if the price did not match the expected level of quality, these 

consumers were disappointed and were less likely to repurchase the brand.  

The following statements illustrate this point: 

 

“Quality is reflective in how clothes look and the price. You have to 

be willing to pay more for Topshop and River Island because they’re 

automatically more expensive. It’s in your head that you’re paying 

for better quality, nicer clothes.” Aoife 

 

“When you pay more for a brand, you expect more for your money. 

You don’t mind when cheaper stuff lets you down because you know 

what you’re buying. It’d be different if I paid €60 for a Lacoste polo 

shirt and it let me down […] I don’t expect longevity when I buy 

Dunnes. It’s like there’s an understanding between you and Dunnes 

or Penneys, don’t come back complaining about it” James 

 

Therefore, as all of the participants discussed a level of price sensitivity it 

was deemed essential to include this construct in this research.  Price 

sensitivity manifest itself in a number of ways and was a concern for both 

students and those in employment, which further highlighted the criticality 

of the inclusion of this construct. 
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5.5.2.2 Susceptibility to Interpersonal Influence (20 participants) 

Another theme to emerge strongly from the Narratives was the influence of 

other people when consuming fashion.  All twenty participants spoke of 

how social norms influenced and had a significant impact on their attitudes 

and behaviours towards fashion brands.  Specifically, the emergence of this 

theme highlighted the influence others have on participants when they 

consume fashion.  Consistent with the literature (Gounaris and 

Stathakopoulos, 2004; Sheth and Parvatiyar, 1995), these consumers are 

often subjected to heavy social control and influence over the attitudes they 

have and the behaviour they develop when making purchase decisions.  

 

As this theme highlights the influence others have on the participants’ 

purchase decisions, it represents susceptibility to interpersonal influence or 

SUSCEP (Clark and Goldsmith, 2005).  SUSCEP is defined as “the need to 

identify or enhance one’s image with significant others through the 

acquisition and use of products and brands, the willingness to conform to 

the expectations of others regarding purchase decisions, and/or the tendency 

to learn about products and services by observing others and/or seeking 

information from others” (Bearden et al., 1989 p. 474).  For example, the 

participants spoke of how they were influenced by friends, family and by 

people they came into contact in their lives.  The Narratives also showed 

that celebrities had an impact on the participant’s fashion choices.  These 

sources of interpersonal influence are now discussed with support from 

participant statements.  

 

Family members had a significant influence on the participant’s choice of 

fashion brands (Grant and Stephen, 2005).  The participants’ parents and 

siblings had been present for most, or all, of their lives and consequently 

had an impact, both consciously and subconsciously, on their brand 

relationships.  The following statements illustrate this finding: 

 

“My mother definitely has an influence on what I wear. If I went 

shopping I’d like her opinion […] because she’s going to tell you the 

truth.” Lisa  
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“Me and my sister always wear very similar things. […] She’s the 

one person I’d trust implicitly to buy me something […] she’s known 

me and has been part of my fashion world my whole life.”  Kate 

 

Consistent with the literature (Bearden et al., 1989; Grant and Stephen, 

2005), friends and the people the participants came into contact with in their 

daily lives also influenced their selection of fashion brands: 

 

“My friends definitely influence me. When I go shopping I usually go 

with a friend to get an opinion and try different things because when 

[…] something is out of my comfort zone, it’s good to have a friend 

who says ‘this looks good or this doesn’t.” Stephanie 

 

“Last year I lived with girls who dressed up and I used to dress up 

more. This year I live with more laid back girls, so I wear more 

hoodies and stuff. You’re influenced by whoever is around you, by 

your friends especially.” Aoife 

 

Generation Y consumers have been exposed to mass media and marketing 

activities to a greater extent than previous generations (Bakewell et al., 

2006), therefore their fashion preferences are influenced by celebrities 

through the mass media (Morgan and Birtwistle, 2009).  Consistent with 

Carroll (2009), the Narratives suggest that celebrities influenced the 

participants through brand endorsements, and because every aspect of their 

lives are photographed and chronicled.  In particular, this form of influence 

was prevalent among the participants who spoke of how they were 

influenced by celebrities in the brands they consume, as described below:  

 

“If I saw David Beckham wearing a certain outfit or glasses, I’d be 

influenced by that […] I saw him wearing a pair of jeans, so I 

purposely looked up what type of jeans they were, and I will buy that 

brand.” Kieran 

 

“The majority of fashion is based around celebrities because once 

you see them in a magazine you look for something very similar 

when you’re shopping yourself.” Niamh 

 

Therefore, SUSCEP was a theme that emerged during the course of the 

Narratives as all of the participants spoke of how their friends, family and 

those they come into contact with in their lives influenced their selection of 
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fashion brands.  Celebrities also influenced the participants’ fashion brand 

relationships and had an impact on their brand consumption.  

 

5.5.2.3 Perceived Quality/Value (20 participants) 

An additional theme that emerged from the Narratives was the importance 

the participants place on receiving quality and value for money in their 

fashion purchases.  This theme emerged from all twenty Narratives, which 

highlights its significance among the participants, and relates to two 

variables that have been conceptualised as one construct in the literature: 

perceived quality (PQ) and perceived value (PV) (Netemeyer et al., 2004).  

PQ is the customer’s judgment of the “overall excellence, esteem, or 

superiority of a brand (with respect to its intended purposes) relative to 

alternative brand(s)” (Netemeyer et al., 2004 p. 210).  PV is the customer’s 

“overall assessment of the utility of the brand based on perceptions of what 

is received (e.g., quality, satisfaction) and what is given (e.g., price and 

nonmonetary costs) relative to other brands” (Netemeyer et al., 2004 p. 

211).  As a consumer will only perceive a product to be high quality if it 

conforms to their requirements (Hansen and Bush, 1999), the consumer is 

key to defining quality (Hansen and Bush, 1999).  PV was distinct from 

price sensitivity in the Narratives because when the participants spoke of 

price sensitivity they referred to situations where they were concerned with, 

or focused exclusively on the cost of fashion.  Based on the participants’ 

responses, price sensitivity can occur before a brand is purchased.  On the 

other hand, the participants’ value perceptions were formed after consuming 

the brand and relate to how the participants evaluate the brands 

performance.  Perceived quality/value (PQ/V) manifest itself in a number of 

ways throughout the course of the interviews.  The ways in which this 

theme emerged from the Narratives are now outlined with support from the 

participant’s responses.  

 

The Narratives suggest that PQ/V was particularly important where the 

participants wanted value for money in their purchases and when they 

purchased a brand because they expected it to last: 
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“Quality is the most important thing. If I’m spending a lot of money 

I want it to last […] if it’s good quality and I can wear it a lot, I 

would pay a big price.” Aoife 

 

“I buy Adidas predators for the quality. You know you’re going to 

pay a big price but you know they will last a long time.” Aidan 

 

The findings imply that participants had different expectations of quality 

depending on the brand they purchase, and the purpose and price of the 

item.  If a certain level of quality was required, the participants were aware 

of the brands that would meet their needs 

 

“I expect to pay more money for clothes in Topshop but I spend 

more money on their clothes because they’re better quality.” Aoife 

 

Further, price and quality serve as cues to determine if the participants feel 

they received value for money.  Overall, the male participants were more 

concerned about the quality they received relative to the price they paid for 

an item.  Male participants also shopped less often and were less likely to 

buy low cost brands, such as Penneys or Dunnes Stores, because they felt 

they could expect more from more expensive brands.  However, this finding 

was not limited to males, as assessing the PQ/V of an item in relation to the 

price was also evident among female participants. The following statements 

illustrate this point: 

 

“I don’t mind paying for brands because I expect them to be good 

quality. […] That’s why I pay more for Lacoste, Calvin Klein and 

Tommy Hilfiger. I expect them to last, so they’re better value for 

money.” James 

 

“Apple is really fashionable, it’s upmarket and more expensive, but 

the quality is superior. So you pay for the quality […] In the long 

run they’re far better value and worth every cent.” Roisin 

 

When a brand’s quality did not meet the consumer’s prior expectations, the 

participants felt they did not receive value for money, which weakened their 

relationships with the brand.  As a result, they were less likely to repurchase 

the brand in future, as is evident below: 
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“I paid $100 for Abercrombie tracksuit pants, which is expensive, 

but after three washes they balled and felt and looked horrible. I was 

very disappointed. I wouldn’t buy them again because the price did 

not match the quality.” Julie 

 

“If you pay a certain amount of money you expect a certain level of 

quality. If you just have one bad experience with a brand it can 

really turn you off. Consistent quality is important” Kate 

 

These findings suggest the participants expected a price/quality trade-off in 

their fashion purchases.  When paying low prices, the participants did not 

expect to receive a high level of quality.  The expectation of this 

price/quality trade-off was clear across the Narratives; for example, when 

Julie spoke of not expecting quality in the items she purchased in Penneys 

due to their low cost (consistent with Luce et al., 1999).  Additionally, the 

participants discussed how, through the quality of an item, they did not need 

a logo to signal its expense.  This does not mean that the brand does matter 

to the consumer.   On the contrary, this shows the importance and strength 

of a brand when the consumer can determine the brand without a logo.  

Moreover, the participants spoke about how wearing branded items made 

them feel better about themselves and increased their confidence, as these 

brands could potentially a positive impact on their peers. 

 

“You can tell by looking at something that it’s quality. You don’t 

need to have the logo.” Stephanie  

 

 “Fashion brands are about making yourself feel good. […] Good 

brands provide confidence because people perceive them as high 

quality.” Kieran 

 

Finally, quality was also important as the participants become emotionally 

attached to brands.  As a result, they want them to last so they do not feel 

like they are letting the brand down.  The following quote is illustrative: 

  

“I always go for better quality because I get so attached to stuff I 

don’t want to throw them away. I feel I got something because I love 

the brand and don’t want to let the brand down by throwing it out.” 

Emese 
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Therefore, PQ/V was evident in the Narratives where the participants 

wanted value for money from their purchases, where they used price to 

determine the level of quality they expected and where price and quality 

served as cue for the level of value the participants could expect from 

fashion brands.  Additionally, the participants spoke of how consuming 

good quality brands made them look and feel good about themselves, and 

spoke of how their emotional attachment to brands precipitated their need 

for quality items.  

 

5.5.2.4 Self-Esteem (18 participants) 

A theme that emerged strongly from the Narratives was the effect brand 

consumption can have on an individuals confidence and sense of self.  This 

theme was mentioned by eighteen of the participants and relates to their 

self-esteem.  The emergence of this theme from the Narratives indicated that 

self-esteem played an important role in the participants’ fashion 

consumption.  Self-esteem refers to the feelings a person may have about 

their worth or how they value of themselves (Rosenberg, 1979).  Self-

esteem has been described as one of the most important antecedents of 

consumer behaviour and decision-making because consumers purchase 

brands to either strengthen or preserve their self-esteem (Banister and Hogg, 

2004; Grubb and Grathwohl, 1967).  In particular, consumers are attracted 

to brands that allow them to portray their ideal self because doing so 

enhances their self-esteem (Sirgy et al., 2008).  Such brand consumption is 

particularly important for Generation Y consumers as brands provide these 

consumers with confidence and allow them to differentiate themselves from, 

or blend in with, others (Noble et al., 2009).  Despite the importance of self-

esteem for Generation Y consumers, it did not emerge from the 

comprehensive literature review in Chapter 3.  Rather, self-image congruity 

emerged from the literature as being of more importance to CBRs.  

However, given the prominence of this construct in the Narratives it was 

deemed essential to include this construct in this study. 

 

Self-esteem was evident in the Narratives in a number of ways.  Firstly, 
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self-esteem was present where the participants suggested that the 

consumption or avoidance of certain fashion brands allowed them to either 

fit in with their peers or stand out from the crowd, which enhanced their 

self-esteem.  Brand identities can be consumed by individuals, which allows 

them to produce and communicate the type of person they are to others 

(Balmer, 2008; Sarup, 1996).  Therefore, consuming certain brands 

contibuted to or reinforced the participant’s self-esteem, which in turn 

boosted their confidence.  The following participant statements illustrate 

how they used brands to fit in:   

 

“It’s [consuming brands] all a big popularity contest. Fitting in with 

everyone else, having what the majority of people want now […] 

everyone wants Hollister and Abercrombie.” Roisin 

 

“It is important that clothes are on trend. I follow trends because 

I’m extremely conservative and I’d be afraid to look odd. […] Or 

stand out in any way.”  Deirdre 

 

The following statements show how, through consuming certain fashion 

brands, the participants differentiated themselves: 

 

“Everyone seems to wear all the same clothes now but I love 

something different. […] Just to look like an individual and stand 

out. I don’t want to be a clone of everyone else.” Joanne 

 

“I want to stand out with my clothes. I hate wearing something very 

plain. You don’t get attention from people.” Laura   

 

“I managed to resist the whole Abercrombie phase [...] there is the 

perception you don’t want to fit in with the crowd, that you want to 

be an individual. […] I grew up never wanting to fit.” Dave 

 

Consumers also use fashion brands as symbols of self completion, as they 

can communicate their ideal self-image or increase their self-confidence 

(Johnson and Attmann, 2009; Yurchisin and Johnson, 2004).  Specifically, 

the participants spoke of how consuming certain brands increased their self 

confidence, for example: 
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“I love looking my best and having nice clothes. […] It makes me 

feel better because I don’t really have anything else to show off. I 

feel happier when people talk about my clothes.” Laura 

 

Further, the participants suggested that wearing certain fashion brands and 

adopting current trends may lead to social acceptance and alleivate peer 

pressure, which also increased their self confidence.  The importance of 

self-esteem in this instance was evident where the participants consumed 

brands for social acceptance.  The literature suggests that consumers 

frequently purchase items that are consistent with the subjective perceptions 

they have of themselves because attaining a socially desirable appearance is 

often a self-defining goal (Elliott, 1994; Johnson and Attman, 2009).   The 

participants stated that consuming branded items provided confidence, led 

to them feeling better about themselves and feeling more comfortable in 

social situations.  The following statements support these findings: 

 

“[If I could] I’d kit out my wardrobe with Chanel, Louis Vuitton, 

D&G and Dior […] you get this confidence boost when you’re 

wearing them. It’s about how it makes you feel and the message they 

send to other people.” Roisin 

 

“Fashion is about the perception you give off and making yourself 

look and feel good. Good brands instill confidence because people 

comment positively and perceive them as high quality. […] You are 

socially accepted [when you wear them].” Kieran 

 

“I’d feel much cheaper wearing a Penneys hoodie, than a Hollister 

hoodie, even if people didn’t notice. You feel more confident wearing 

something more fashionable.” Aidan 

 

These statements highlighted the importance of fashion brands in building 

participants’ self-esteem.  These brands allowed the participants to meet the 

needs of their sense of self by allowing them to fit in with, or stand out from 

their peers.  Wearing the right fashion brands also provided the participants 

with confidence and allowed for social acceptance, which further increased 

their self-esteem. 
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5.5.2.5 Self-Expressive Brand (18 participants) 

An additional theme to emerge from the Narratives was that the participants 

consume fashion brands to express themselves and communicate their 

identities.  The Narratives also suggested that the participants consume 

fashion brands because they fit with their desired image or personality.  

Self-expressive brand did not emerge from the comprehensive literature 

review in Chapter 3, as self-image congruity was more prominent in the 

literature.  However, following the Narratives it was clear that the broader 

construct of self-expressive brand was more appropriate for Generation Y 

consumers’ consumption of fashion brands.  This theme was mentioned by 

eighteen of the participants and is consistent with previous studies, such as 

Carroll and Ahuvia (2006), Escalas and Bettman (2005) and Kleine et al. 

(1995), who found that consumers use brands to show the type of person 

they are.  Specifically, self-expressive brand refers to those brands that 

consumers perceive to enhance their social self and/or reflects their inner 

self (Carroll and Ahuvia, 2006).  As mentioned in Chapter 2, consumers use 

brands to express their identities (Fournier, 1998), as brands offer them 

additional value through creating meaningful associations beyond the 

product’s intrinsic attributes (Chernav et al., 2011; Gardner and Levy, 

1955).  In particular, consumers are motivated to maintain relationships with 

brands that have user images consistent with the image they think they 

present to others (Sirgy et al., 2008), and that communicate and convey 

messages about the type of person they are (O’Cass and Frost, 2002).  In 

this way, brand consumption is central to a person’s identity, as the brands 

that one possesses become a reflection of who they are and/or how they 

want others to perceive them (O’Cass and Frost, 2002).  

 

The consumption of fashionable apparel is often viewed as being an 

important symbolic gesture for consumers, with some consumers willing 

spend more money on fashion that communicates something important 

about them, regardless of whether or not they can afford it (Goldsmith et al., 

1999).  Moreover, it is the motivation to express ones self that is the 

stimulus that prompts consumers to purchase brands (Sirgy, 1982).  

Possessions can validate and enhance a consumers self-image, which 
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motivates these consumers to buy brands that express and communicate 

themselves to others (Belk, 1988; Phau and Lo, 2004).  Fashion brands, in 

particular, offer self-expressive benefits as these fashion products play a 

central role in the formation and exhibition of the self (Davis, 1985; Evans, 

1989; Lurie, 1981; Phau and Lo, 2004).  Statements from the Narratives 

illustrate the importance of this construct for participants: 

 

“Fashion is about your personality and image more than anything. 

You want to reflect your personality in your clothes […] to show that 

you’re different from your friends. It’s about communicating to 

others.” Kate 

 

“I look for stuff that’s going to fit with my image or personality 

because I love to hear my friends say ‘that is so you.’ I know myself, 

I’m looking for something simple but unique rather than something 

very fancy.” Emese 

 

 

 

“There’s so many different fashion trends that you have to find your 

niche, which is where your image and personality are important, 

because your fashion niche coincides with your personality.” 

Niamh 

 

“I like Hugo Boss and Ted Baker clothes because they fit well and 

look good, but if you wear Hugo Boss it influences people’s view of 

you. […] It’s a way of communicating to people. […] If you wear 

something different it catches people’s attention and you stand out.” 

Kieran 

 

Therefore, although self-expressive brand did not emerge from the 

comprehensive literature review in Chapter 3, it had a strong presence in the 

Narratives.  In particular, this construct was evident where the participants 

spoke of the importance they place on expressing and enhancing their sense 

of self through consuming self-expressive brands. 

 

5.5.2.6 The Influence of (Online) Social Networking Sites (14 

participants) 

The influence of (online) social networking sites (SNSs) was the final theme 

to emerge from the Narratives.  The Narratives suggests that the recent 

increase in popularity of SNSs has had a powerful influence on Generation 
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Y consumers’ fashion choices.  In particular the Narratives indicate that 

SNSs are especially relevant for fashion brand consumption, as they provide 

Generation Y with an online environment for self-expression and self-

presentation (Wilcox and Stephen, 2012).  SNSs are defined as “web-based 

services that allow individuals to (1) construct a public or semi-public 

profile within a bounded system, (2) create a list of other users with whom 

they share a connection, and (3) view and navigate their list of connections 

and those made by others within the system” (Pagani et al., 2011 p. 443).   

Recent research suggests that SNSs, such as Facebook and Twitter, are 

becoming increasingly popular in the lives of consumers, particularly with 

young consumers (Harris and Dennis, 2011; Trusov et al., 2009).  In fact, 

for many consumers, SNSs have become a part of their daily lives (Boyd 

and Ellison, 2007; Dennis et al., 2010). 

 

The escalating use of these SNSs is due, in part, to their role as 

communication environments, and an intrinsic motivation for their usage is 

the ability for self-expression (Pagani et al., 2011; Wilcox and Stephen, 

2012).  It is well known that consumers self-present in their daily lives by 

selecting clothes, hairstyles, and brands to impress others (Schau and Gilly, 

2003).  Consumers also purchase products and brands to enhance their self-

image, gain social appreciation and contribute to their self-esteem (Britt, 

1966).  Online, SNSs provide users with a greater scope for self-

presentation and contributing to their self-esteem, as consumers can receive 

“instantaneous feedback that can help affirm or modify” their self-concept 

(Belk, 2013 p. 490).   Self-presentation online is also more public and likely 

to be viewed by more people than in an offline environment (Belk, 2013).  

In particular, SNSs allow for this self-presentation as individuals can create 

their own online personal identity through their use of brands and fashion 

(Pagani et al., 2011).  Consequently, the creation of this online identity 

allows consumers to present their desired self-image to others, rather than 

their actual self-image, which may further enhance their self-esteem 

(Wilcox and Stephen, 2012).   
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Recent research has suggested that Generation Y consumers’ use of SNSs 

impacts the relationships they form with brands (Bolton et al., 2013).  SNSs 

influence how Generation Y consumers form their identity, how they 

engage with brands, and impacts on their brand loyalty and purchase 

behaviour (Bolton et al., 2013).  Consequently, SNSs have an impact on the 

lifetime value of Generation Y consumers (Bolton et al., 2013).  

Additionally, SNSs have been hailed as “revolutionary” (Kaplan and 

Haenlein, 2010), as they have enhanced the shopping experience for 

consumers, which increases purchase and repatronage intentions (Chen and 

Yen, 2004; McCormick and Livett, 2012).  This emergent theme illustrates 

the importance, influence and power of social media among this cohort.  

The Narratives suggest that these consumers regularly interact with SNSs, 

and as a result these sites influence their fashion consumption.  The specific 

influence of SNSs is now outlined with support from participant statements.   

 

The Narratives suggest that the emergence and popularity of social media 

has had an impact the participants’ brand and fashion consumption.  SNSs, 

such as Facebook and Twitter, allow the participants to develop, 

communicate and present their desired self-image, to a greater number of 

people than is possible offline (Belk, 2013; Phau and Lo, 2004; Schau and 

Gilly, 2003; Wilcox and Stephen, 2012).  The impact of SNSs was evident 

where the participants spoke of self-presentation and discussed their 

resistance to wear an outfit once it has appeared on SNSs.  Laura provides 

examples of this:  

 

“I don’t like people seeing me wearing something twice, and 

Facebook makes it worse because you’re tagged in pictures. If there 

wasn’t any Facebook I’d wear my outfits more.” 

 

The Narratives suggest that social media drives fashion consumption 

because these participants feel they have to constantly update their clothing 

to succeed in presenting their desired self-image:  

 

“With Facebook you can’t wear the same outfit twice because you’re 

caught on camera,” Roisin 
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“There’s always photographs of nights out on Facebook. People see 

what you’re wearing and say ‘Oh people know I wore that, it’s on 

Facebook, I can’t wear it again.” Aisling D 

 

Once ‘tagged’ on Facebook wearing an outfit, the participants had no desire 

to wear the outfit again as it conflicted with their desired self-image.  

Consequently, the Narratives suggest that social media leads to an increase 

in brand consumption as the participants felt a pressure, and need, to shop to 

keep up with fashion and present their desired self-image online.  

 

The participants spoke of the influence their social media friends and 

friends of friends had on their fashion brand relationships.  The participants 

also suggested that, through SNSs, celebrities and the fashion brand itself 

impact their fashion brand relationships.  The Narratives indicate that SNSs 

provided a source of inspiration for these participants who tried to emulate 

the looks they saw other people wear on these websites.  There was a clear 

distinction between the influences of different social networks. The 

participants indicated that through Facebook, their friends were their main 

source of inspiration.  However with Twitter, celebrities had more 

influence: 

 

“If you saw an outfit on someone on Facebook It’s easier to base 

your fashion on them, especially if you don’t know them because you 

can get the exact same outfit and they’ll never know. Social media 

makes it easier to see what they wear and use it for inspiration,” 

Aoife 

 

“On Twitter you see celebrities wearing brands and it influences 

[…] what brands I buy. On Facebook you see friends in photos and 

you see what they’re wearing. Or if somebody posts something via 

iPhone that influences you to want an iPhone because you are 

behind the trend.” Kieran 

 

Further, the Narratives suggest SNSs provide opportunities to draw 

inspiration from others through borrowing clothes: 

 

“The borrowing is there too. You see somebody wearing a dress in 

photos and you just Facebook them and say ‘could I borrow your 

dress?’ and it looks totally different on you.” Julie 
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Consistent with Rohm and Swaminathan (2004), the Narratives suggest that 

the participants used SNSs as an information source to gather information 

and guide their fashion purchases.  Through pictures posted on SNSs, the 

participants used these sites as an information source for where to shop. 

Therefore, the participants used SNSs for shopping in a similar manner to 

how they use a clothing site or catalogue. For example: 

 

“Facebook has a huge impact because you see pictures and it’s as 

good as being on a clothing website, it shows you other peoples’ 

fashion and you can then go look for the brand.” Roisin 

 

The participants also indicated that they look to their online friends to 

provide brand information: 

 

 

 

“Facebook is good because when you're looking at pictures you 

notice what people are wearing […] You use it as an information 

point to look for brands.” Aisling C 

 

Finally, the Narratives suggest that SNSs offered reassurance and provided 

confidence to wear new trends and brands, similar to how friends’ opinions 

or compliments would offline.  This finding implied a change in social 

dynamic and a move away from the traditional forms of reassurance, as less 

importance is placed on the opinions and influence of friends, with more 

influence being placed on the content of SNSs.: 

 

“With social media, I have my early fashion idea and it would be 

reinforced if I saw it in pictures on Facebook […] When I see it on 

Facebook I get the confidence to wear it.” Niamh 

 

Therefore, SNSs had an impact on these participants by driving their fashion 

consumption, providing a source of inspiration, acting as an information 

source, and offering the participants reassurance when considering wearing 

a brand.  These points highlight the impact SNSs may have on the 

participants’ fashion brand relationships, and contribute new insights on 

SNSs.  
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5.6 Brand Relationships 

Recall that the purpose of conducting the Narratives was threefold.  The 

Narratives were employed to contextualise and inform the constructs that 

emerged from the comprehensive literature review and that were necessary 

for inclusion in the CF.  The purpose of the Narratives was also explore the 

relationships Generation Y consumers form with fashion brands in a 

qualitative way.  In doing this, the researcher was directly contributing to 

answering the research question (see Table 5.1).  As set out in Chapter 2, 

CBRs may take many forms, which are dependent on the personality of the 

consumer and on how these individuals develop relationships (Fournier, 

1998).  Fournier (1998) identified fifteen forms of CBRs that vary from 

arranged marriages, through many types of friends to enslavements.  

Consequently, consumers form relationships with brands that have different 

qualities (Veloutsou and Moutinho, 2009).  Of the fifteen CBRs Fournier 

identified, all were prevalent in this research.  Two additional CBRs were 

also evident in the findings.  Some of the principal CBRs among the 

participants included marriages of convenience, committed partnerships, 

best friendships and enmity relationships.  These forms of relationship are 

now discussed with support from the Narratives. 

 

Fournier (1998, p. 362) characterises marriages of convenience as “long-

term, committed relationship precipitated by environmental influence versus 

deliberate choice, and governed by satisfying rules.”  Aisling D discussed 

buying an Apple laptop because it was convenient, and allowed her to work 

off the same system she had in her office.  This brand fulfilled her needs, 

although she did not actively seek the brand: 

 

“I have an Apple MacBook I’m really happy with. […] I got it 

because in the centre where I’m doing my Ph.D. we have Macs, so it 

is easier to work off the same system.” 

 

Participants spoke of how they were very loyal and committed to certain 

brands which demonstrated committed partnerships or “a long-term, 
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voluntarily imposed, socially supported union high in love, intimacy, trust, 

and a commitment to stay together despite adverse circumstances, where a 

desire for exclusivity is also expected” (Fournier, 1998 p. 362).  Kieran had 

a strong relationship with Breitling watches.  There were a number of 

reasons for this relationship, and one of them was because Breitling was not 

a common a brand: 

 

“If I was buying another watch I’d buy a Breitling mainly because 

it’s one of the things everybody comments on and I like that factor, 

[…] but it is a nice watch so it makes me feel good. Not a lot of 

people know what Breitling is […] so it has made me stick to that 

brand.”  

 

Best friendships also emerged strongly in the findings.  Best friendships are 

“voluntary unions based on reciprocity principles, the endurance of which is 

ensured through continued provision of positive rewards.  They are 

characterised by revelations of true self, honesty, and intimacy, congruity 

with partner images and personal interests is also common” (Fournier, 1998 

p. 362).  Niamh displayed a best friendship relationship with Topshop 

because the fit between the brand’s image and her own self-image allowed 

her to both express herself and to eleviate the pressure she felt from others 

to wear certain brands, whilst offering a student discount: 

 

“If somebody asked where you got your outfit, you feel prouder 

saying Topshop. […] It’s pressure from society because if you 

always shop in Topshop it’s expected of you. I definitely follow the 

trends of Topshop, I don’t know what I’d be wearing if I didn’t go in 

there and see what’s going on.” 

 

Participants also provided discussions about relationships such as secret 

affairs, defined as being “highly emotive, privately held relationships 

considered risky if exposed to others,” and enmity relationships, or an 

“intensely involving relationship characterised by negative affect and desire 

to avoid or inflict pain on the other.” (Fournier, 1998 p. 362).  Julie 

provided an example of a secret affair, as she viewed her consumption of 

Guess as a “guilty pleasure.”  At times participants had secret affairs with 

less expensive brands, such as when Bernard shopped for branded running 
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gear in TK Maxx.  This allowed him to purchase good quality, branded 

products, but at a fraction of the price: 

 

“The only reason I shop in TK Maxx is for training gear. […] They 

do New Balance, Nike, Adidas at a fraction of the price. ” 

  

Additionally, the participants talked about how they avoid certain brands, 

representing enmity relationships. This was particularly salient with 

counterfeit goods, for example Roisin states “I don’t do fakes” and Lisa 

said, “I’ll wait until I am rich and can afford the real ones.”  This type of 

brand relationship was also clear where the participants viewed items as 

being over-branded.  For example, Julie, Stephanie, Joanne, Aisling D, and 

Aoife disliked Louis Vuitton because they felt the prominence of the logo 

on its design on their items look “cheap” and “tacky”.  Similarly, Kieran 

and Dave avoided Abercrombie & Fitch and Hollister due to their logo.  

Therefore, the participants tried to disassociate themselves with brands that 

were not consistent with their desired self-image.  In line with Fournier’s 

(1998) brand relationship forms, further examples of the brand relationships 

evident in the Narratives are presented in Table 5.4.  

 

Table 5.4 Fashion Brand Relationship Forms 

Relationship  Definition Examples from this study 

Arranged 

marriages 

 

 

 

Non-voluntary union imposed 

by preferences of third party. 

Intended for long-term, 

exclusive commitment, 

although at low levels of 

affective attachment 

Aisling C’s adoption of brands 

based on her sisters’ opinions 

e.g. Swamp;  

Aidan’s desire for Abercrombie 

& Fitch and Hollister because 

he sees his peers wearing these 

brands everyday. 

Casual friendships/ 

buddies 

Friendships low in affect and 

intimacy, characterised by 

infrequent or sporadic 

engagement, and few 

expectations reciprocity or 

reward. 

Lisa, Kate and Niamh shopping 

with any brand that has a 

student discount: e.g. A|Wear, 

New Look, Topshop, Miss 

Selfridge. 

Marriages of 

convenience 

Long-term, committed 

relationship precipitated by 

environmental influence 

versus deliberate choice, and 

governed by satisficing rules. 

Kate’s switch to New Look 

from her favoured H&M 

because H&M is not available 

in Galway.  

Aoife’s relationships with the 

limited brands available to her 

in Galway. 
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Committed 

partnerships 

Long-term, voluntarily 

imposed, socially supported 

union high in love, intimacy, 

trust, and a commitment to 

stay together despite adverse 

circumstances. Adherence to 

exclusivity rules expected. 

Kieran, James and Aidan’s 

loyalty to the Adidas brand.  

Deirdre’s adoration of Chanel 

perfume and pledge to always 

buy the brand despite issues 

regarding affordability. 

Best friendships Voluntary union based on 

reciprocity principle, the 

endurance of which is ensured 

through continued provision 

of positive rewards. 

Characterised by revelation of 

true self, honesty, and 

intimacy. Congruity in partner 

images and personal interests 

common. 

Laura shopping with ASOS, 

which fits with her self-image 

and allows her to stand out.  

Kieran and his relationship with 

Apple, which fits more with his 

image than Blackberry. 

Compartmentalised 

friendships 

Highly specialised, 

situationally confined, 

enduring friendships 

characterised by lower 

intimacy than other friendship 

forms but higher 

socioemotional rewards and 

interdependence. Easy entry 

and exit attained. 

Julie’s love of Penneys because 

she does not look for good 

quality in her fashion purchases.  

James’ use of Penneys and 

Dunnes when he requires items 

for holidays and festivals.  

Kinships Non-voluntary union with 

lineage ties. 

Aisling D’s use of Chanel 

perfume, just like her mother. 

Rebounds/ 

avoidance-driven 

relationships 

Union precipitated by desire 

to move away from prior or 

available partner, as opposed 

to attraction to chosen partner 

per se. 

Julie buying her Lancome 

products in Matt O’Flatherty 

rather than in Brown Thomas 

due to higher prices, even 

though she had a gift voucher 

for Brown Thomas. 

Childhood 

friendships 

Infrequently engaged, 

affectively laden relation 

reminiscent of earlier times. 

Yields comfort and security of 

past self. 

Aisling C’s adoption of perfume 

and clothing brands as her style 

evolved when she moved to 

college based on her older 

sister’s prior use, for example, 

Chanel. 

Stephanie’s love of H&M 

despite it being a low-cost brand 

because she grew up with it in 

Germany. 

Courtships Interim relationship state on 

the road to committed 

partnership contract. 

Bernard’s new consumption of 

Scotch and Soda jeans and his 

likelihood of repurchasing the 

brand.  

Joanne’s relationship with HTC 

phones as it stands out from 

other smart phones. 

Dependencies Obsessive, highly emotional, 

selfish attractions cemented by 

feeling that the other is 

irreplaceable. Separation from 

other yields anxiety. High 

tolerance of other’s 

transgressions results. 

Roisin and her inability to 

function without her iPhone.  

Kieran’s strong relationship 

with Adidas and pledge to never 

buy any other brand. 

Emese’s unwillingness to part 

with her items as she feels she 

will be letting the brand down. 

Flings Short-term, time-bounded Lisa’s favouritism of brands 
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engagements of high 

emotional reward, but devoid 

of commitment and 

reciprocity demands. 

depending on the style they 

offer at a particular time and the 

availability of a student 

discount, currently A|Wear and 

Pull and Bear. 

Aisling D’s trial of other 

perfumes, but ultimately she 

will always buy Chanel. 

Enmities Intensely involving 

relationship characterised by 

negative affect and desire to 

avoid or inflict pain on the 

other. 

Deirdre’s adoption of the same 

brands and styles her friends 

wear so she will not stand out or 

feel ‘odd.’ 

Aoife’s move away from Guess, 

a brand she once longed to own, 

but now views as tacky. 

Secret affairs Highly emotive, privately held 

relationship considered risky 

if exposed to others. 

Julie viewing her love of Guess 

as being a ‘guilty pleasure.’ 

Niamh purchasing Topshop 

copies in Penneys when she 

cannot afford to buy Topshop. 

Enslavements Non-voluntary union 

governed entirely by desires of 

the relationship partner. 

Involves negative feelings but 

persists because of 

circumstances. 

James’ purchase of shirts from 

Dunnes Stores when his usual 

clothing stores are closed. 

Lisa and Deirdre shopping in 

Penneys because they are 

students with little discretionary 

income.  

(Adapted from: Fournier, 1998 p. 362) 

 

In addition to the relationships presented by Fournier’s typology, two 

further fashion brand relationships emerged from the findings - cheap dates 

(Zayer and Neier, 2011), and markers of success.  Zayer and Neier (2011) 

identified cheap dates in their study of men’s relationships with fashion 

brands.  They are described as “relationships intensely driven by sensitivity 

to the costs associated with being with the partner” (Zayer and Neier, 2011 

p. 89).  These relationships are short term or interim, much like the fling, 

with easy entry and exit, similar to the compartmentalised friendship, which 

were both identified by Fournier (1998) (Zayer and Neier, 2011).  The 

difference between these two relationship forms and cheap dates is that 

cheap dates are driven solely by sensitivity to the cost of the brand (Zayer 

and Neier, 2011).  For instance, Dave displayed distinct price sensitivity 

traits in his fashion consumption as he looked for “low-cost, high quality” 

clothing.  The price of Forever 21 and ASOS, for example, attracted him 

those brands in the past; however, with Forever 21, the quality was lacking 

and the price/quality trade-off affected his future relationship with this 

brand.  Further, Roisin, although highly brand conscious, displayed cheap 
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date brand relationships when she is purchasing fashion to wear on a night 

out.  Although she preferred fashion brands, wearing branded items on a 

night out was not as important because it was less likely that other people 

would notice: 

 

“No one knows if your clothes are designer on a night out […] you 

can’t see labels […] so no-one’s going to know the difference.” 

 

Bernard also described cheap date relationships with brands when he 

described how and why he shops on impulse: 

 

“I definitely buy on impulse. If I see good value […] a sale or a 

closing down sale I pop in for a browse, because it’s unique and 

there’s good value.” 

 

Julie also spoke of this brand relationship as she waits for a sale to buy Nike 

products.  The importance of finding value in their purchases and looking 

for brands at a lower cost is not surprising considering the global economic 

downturn, and the effect it has had on the spending power of the Irish 

population.  Moreover, shopping for bargains has been identified in the 

literature as a way for people to gain a sense of achievement when shopping 

(Otnes and McGrath, 2001), and it is this sense of achievement that most 

often characterises this relationship (Zayer and Neier, 2011).   

 

The final brand relationship evident in the findings was that brands serve as 

a mark of success.  These long-term, highly emotive, and voluntary 

relationships are driven by the desire to succeed and fulfill the aspiration of 

one day owning the brand.  The primary motivation behind this relationship 

is that the brands are highly expressive and fit with the participant’s desired 

self-image or where they “want to be in life”.  They do not own these 

brands, but want to.  Roisin spoke of this brand relationship when 

describing Chanel as “the love of her life” and when she spoke of her deep 

desire to own high-end designer brands, as they are a statute of wealth and 

success.  
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“I don’t have that much properly branded expensive stuff but they’re 

like a drive. Not having them now makes you want to succeed so you 

can get them. […] It’s a push to get the top of the market. To get 

what you want.” 

 

Aspirational brands featured strongly in the research findings, with most 

participants stating that one day, they hope to purchase certain brands.  For 

example, Aoife described how “if someone said here’s something Chanel, 

[…] that would be the best thing I could ever get in my life.”  Laura also 

described how a Chanel handbag is “THE bag I want, but can’t afford,” 

while Aisling D stated that “one-day” she hopes to own something Chanel.  

The male participants (Kieran, James, Bernard and Declan) spoke of their 

desires to own items from the brands Hugo Boss, Paul Smith and Ted 

Baker; however, the price of these brands is currently an obstacle.  

 

In sum, seventeen brand relationships were evident in the Narratives.  The 

fifteen brand relationships outlined in Fournier’s typology were present, one 

relationship discovered by Zayer and Neier (2011) was also evident, and a 

new brand relationship (markers of success) emerged from the findings.  

These seventeen brand relationships forms inform both the research 

question and objectives of this study (see Table 5.1) and the current CBR 

literature.  The following section concludes this chapter. 

 

5.7 Conclusion 

This chapter described the themes that emerged from the twenty Narratives 

conducted in the first phase of this two-phase research study.  The chapter 

began in Section 5.2 with a description of the participants.  In Section 5.3, 

what constitutes a fashion brand was defined from the perspective of these 

Generation Y participants and in line with the literature.  Five types of 

fashion brand emerged from the findings: Clothing retail, beauty, sports, 

and ‘gadget’ brands.  Following this, the transcripts were analysed in two 

different staged by drawing on Fournier (1998).  Firstly, Section 5.4 

presented a brief summary of all twenty individual Narrative transcripts.  In 

Section 5.5, a detailed cross-case analysis was presented.  From this cross-
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case analysis, twelve predominant themes emerged as influencing the 

relationships these participants have with fashion brands.  Of these twelve 

themes, six were constructs that had emerged from the comprehensive 

literature review in Chapter 3.  These constructs were brand loyalty, 

satisfaction, brand love, fashion consciousness, WOM, and brand tribalism.  

The remaining six themes emerged from the Narratives and were new to this 

research.  These six themes represented the constructs price sensitivity, 

SUSCEP, PQ/V, self-esteem, self-expressive brand and SNI.  Brand trust 

did not emerge from the data and self-image congruity will be replaced in 

the CF with self-expressive brand and self-esteem.  These changes will be 

discussed in detail in the following chapter.  Further, as outlined in Section 

5.6, seventeen forms of fashion brand relationships were evident in the 

Narratives.  These fashion brand relationship forms provide insights into the 

relationships Generation Y consumers form with fashion brands and inform 

CBR theory.  In the following chapter these findings inform a revision of 

the CF presented in Chapter 3.  The revised CF is tested in the second 

(quantitative) phase of this research, and a discussion of the overall findings 

of this research study is presented in Chapter 9.  Chapter 10 then discusses 

the contributions of the two research phases in relation to theory and 

practice.  
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CHAPTER 6: REVISED 

CONCEPTUAL FRAMEWORK 

AND THE RESEARCH 

HYPOTHESES 
 

 

6.1 Introduction 

The purpose of this research is to explore the relationships Generation Y 

consumers develop with fashion brands.  Chapter 2 presented a review of 

the extant literature, which was followed by a comprehensive review of over 

one-hundred conceptual and empirical quantiative studies in Chapter 3.  

From this comprehensive literature review a conceptual framework (CF) 

and research propositions were generated.  As set out in Chapter 1, this 

research employs a mixed methodology.  Chapter 4 presented the qualitative 

research methodology.  In the qualitative research phase, the researcher 

conducted 20 Narrative interviews with Generation Y consumers to 

contextualise, inform and explore the relationships these consumers form 

with fashion brands.  The previous chapter (Chapter 5) outlined the analysis 

of these Narratives in relation to the literature.  Building on the 

comprehensive literature review carried out in Chapter 3 and based on a 

rigourous Narrative analysis, this chapter revises the CF presented in 

Chapter 3 and outlines the research hypotheses that will be tested in the next 

phase of this study.  Therefore, this chapter merges the comprehensive 

literature review and CF with the Narratives by developing a revised CF that 

will be tested in the quantitative research phase.  

 

This chapter opens by discussing the CF and the outcomes from the 

Narrative analysis in Section 6.2.  Section 6.3 presents a discussion of the 

constructs that were conceptualised in the CF and validated by the 

qualitative research.  Section 6.4 presents those constructs that were 
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removed from the research following the qualitative research.   Section 6.5 

outlines the constructs that emerged from the Narratives and warrant 

inclusion in this study. Section 6.6 then sets out the revised CF and 

summarises the hypothesised relationships.  Finally, Section 6.7 concludes 

this chapter.  Before this chapter begins, Figure 6.1 presents an overview of 

the research process.  This stage of the research is shaded in grey.  

 

Figure 6.1 The Research Process 

 

 
 

 

6.2 The Conceptual Framework and Narrative Analysis 

Figure 6.2 presents the CF.  As previously outlined, this CF was developed 

in Chapter 3 following a comprehensive literature review of over one-

hundred quantitative research studies.  This comprehensive literature review 

also resulted in the generation of twelve research propositions.  The CF, 

which comprised of eight constructs, and the research propositions 

associated with these constructs, were grounded in the extant literature.  To 

contextualise and inform the inclusion of these constructs in the CF, and to 

validate the relevance of these constructs and the research propositions for 

this study, the researcher conducted twenty Narrative interviews with 

Generation Y consumers.   
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Figure 6.2 The Conceptual Framework 

 

 

 

Following the analysis of these Narratives (see Chapter 5) it was evident the 

CF required revising as twelve key themes emerged from the Narratives.  

Six of these themes supported constructs already conceptualised in the CF 

(see Table 6.1).  These constructs were brand loyalty, word-of-mouth 

(WOM), fashion consciousness, satisfaction, brand love, and brand 

tribalism.  Six new themes, which had not manifest themselves during the 

comprehensive literature review in Chapter 3, emerged from the Narratives 

in Chapter 5.  These constructs were self-esteem, susceptibility to 

interpersonal influence (SUSCEP), (online) social network influence (SNI), 

price sensitivity, self-expressive brand and perceived quality/value (PQ/V).  

Two constructs originally included in the CF were not retained.  Brand trust 

was not a prominent theme in the Narratives.  Trust emerged differently 

from the Narratives, as it was an interpersonal trust rather than brand trust 

that the participants spoke of.  Therefore, brand trust was removed from 

further research.  The importance of the self in the consumption of fashion 

was broader than the construct self-image congruity, which was originally 

included in the CF.  Self-expression and contributing to a person’s self-

esteem were of central importance to the participants when consuming 

fashion.  Therefore, self-image congruity was replaced by two constructs: 

self-esteem and self-expressive brand.  As a number of new themes emerged 

from the Narratives, it was evident that the CF required revising.  In 
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revising the CF, the research hypotheses were also developed.  These 

hypotheses were grounded in the literature and informed by the Narratives.  

A discussion of the constructs that were conceptualised in the original 

framework (see Figure 6.2) and validated in the Narratives is now 

presented.  In this discussion, the research hypothesis for each construct is 

also presented.   

 

6.3 The Constructs Supported by the Narratives 

As previously stated, six constructs that emerged through a rigourous 

comprehensive review of the extant literature were supported by the 

Narratives (see Chapter 3, Table 3.1).  Table 6.1 outlines these six 

constructs and the number of participants that discussed them. A detailed 

discussion of these constructs is set out in this section.  The hypothesised 

relationships are also presented.  It should be noted that these constructs are 

discussed in the order in which they appear in the revised CF (see Figure 

6.3). Therefore, as the numbering of the hypotheses reflects their position in 

the revised CF, the hypotheses numbers are not presented in order.  

 

Table 6.1 Constructs Validated in the Narratives 

Theme Mentioned by participants (N = 

20) 

Fashion Consciousness 20 

Brand Tribes 14 

Satisfaction 20 

Brand Love 16 

Brand Loyalty 20 

Word-of-Mouth  15 

 

6.3.1 Fashion Consciousness 

As set out in Chapter 3 and supported by the Narratives, fashion 

consciousness is an important construct in the relationships Generation Y 

consumers form with fashion brands.  All of the partcipants considered 

themselves to be fashion conscious.  ‘Fashion’ is defined as “a way of 

behaving that is temporarily adopted by a discernible proportion of 

members of a social group because that chosen behavior is perceived to be 
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socially appropriate for the time and situation’’ (Shang et al., 2005 p. 403).  

Fashion consciousness refers to a person’s degree of involvement with the 

styles or fashion of clothing (Nam et al., 2007 p. 103).  As outlined in 

Chapter 2, fashion, by nature, is a transient phenomenon that is 

characterised by frequent style changes and rapidly changing consumer 

tastes (O’Cass, 2004).  Due to the rapidly changing nature of fashion, 

consumers tend to be drawn to the style of the moment and place great 

emphasis on their clothes being fashionable (O’Cass, 2004). This is 

particularly relevant for Generation Y consumers, who are brand and 

fashion conscious (Noble et al., 2009), and constantly look to brands to 

define and express themselves in society (Veloutsou, 2009).  Therefore, 

Generation Y consumers are continuously looking for the next big thing, 

and the constantly changing world of fashion meets their needs.  

 

Fashion conscious consumers tend to be less price sensitive when 

consuming fashion (Goldsmith and Newell, 1997; Walsh et al., 2001).  As 

fashion conscious consumers are concerned with having the latest fashion 

and being the first to adopt a certain style, they have been found to be less 

sensitive to the price of fashion brands than those consumers who are not 

fashion conscious (Goldsmith and Newell, 1997; Walsh et al., 2001).  

Consuming fashion is an important symbolic gesture for many consumers, 

and as a result, consumers who are more concerned with being fashion 

conscious are often willing to spend more money on fashion, regardless of 

whether or not they can afford to (Goldsmith et al., 1999).  The Narratives 

also suggest a negative relationship between fashion consciousness and 

price sensitivity as, for example, Kieran stated that “Price doesn’t come 

into it, when I want something [a fashion brand] I’ll get it.”  This quote 

illustrated that due to his desire to be fashionable, Kieran is not concerned 

by the price of consuming these brands.  Whilst Kieran displayed his price 

insensitivity due to the importance he places on fashion items, Lisa showed 

that for her, price is more important than being fashion conscious: “For a 

college student price outweighs everything.  It wouldn’t matter if I liked 

something in River Island, if it’s too pricey, I can’t afford it.”  This quote 

illustrates how price sensitivity has a negative impact on the participants’ 
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ability to be fashion conscious.  Therefore, by combining these Narrative 

insights with the literature, the following relationship is hypothesised: 

 

H1: There is a negative relationship between Fashion 

Consciousness and Price Sensitivity for fashion brands. 

 

The adoption of the popular styles of the moment signifies a desire to 

belong to certain social groups (Veloutsou and Moutinho, 2009).  High 

levels of fashion consciousness signals a consumer’s knowledge of, and 

desire to be in fashion (Bakewell et al., 2006). This in turn indicates their 

aspiration to belong to a particular social group, or to a brand tribe.  As will 

be discussed in detail in the next section, a brand tribe, like a fashion trend, 

is short-lived (Balmer, 2008), and refers to a network of social groups where 

people are linked by their beliefs and views on life (Veloutsou and 

Moutinho, 2009).  Those who adopt a certain trend for a brand share a 

mutual connection and attachment through their consumption of the brand, 

which represents tribal behaviour (Cova et al., 2007).  As wearing the 

current trends shows a desire to belong to a particular group (Veloutsou and 

Moutinho, 2009), those who are more concerned with consuming a 

particular fashion brand show their desire to belong to that brand tribe.  This 

point is supported by the Narrative findings.  For example, Aidan spoke of 

his desire to belong to the Abercrombie & Fitch and Hollister brand tribe: 

“Abercrombie & Fitch and Hollister are pretty much the fashion these days 

[…] Everyone in college is wearing them. I see people wearing them and 

think I must get it myself.” Laura also has a desire to belong to the 

Converse brand tribe because it’s fashionable: “I didn’t like Converse but 

since I’ve gone to college everybody is wearing them and I want a pair so 

bad.”  These quotes illustrate how seeing others wearing a brand creates a 

desire for the participants to become members of the brands tribe.  This 

suggests that those who are more fashion conscious may also be more likely 

to seek tribal membership.  Consequently, based on the literature and 

informed by the Narratives it is hypothesised that: 

 

H2: There is a positive relationship between Fashion 

Consciousness and Brand Tribalism for fashion brands. 
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As an antecedent of CBRs, fashion brands are often used by consumers to 

enhance their their self-concept and express the type of person they are to 

others (Escalas and Bettman, 2005).  The reason for this is that fashion is 

highly self-expressive and fashion brands are highly visible (Evans, 1989), 

and as a result, a brand’s image may provide “self-expressive” benefits to a 

consumer (Keller, 2008; Liu et al., 2012).  A self-expressive brand is a 

brand that the consumer believes contributes to their sense of self (Carroll 

and Ahuvia, 2006).  As fashion brands are highly self-expressive, it is likely 

that those who are more fashion conscious also have a greater interest in 

consuming self-expressive brands, because this allows them to visually 

display their fashion consciousness (Erdogmus and Budeyri-Turan, 2012).  

The Narratives provide evidence of this relationship as James, for example, 

spoke of the importance of a brand logo: “The logo is recognised by others. 

That’s where it ties in; it’s to look the part. Logos influence your buying 

because there’s the perceived impression coming back on you that other 

people know you paid for that.”  This quote highlights how consuming 

branded items allows consumers to express themselves to others, which in 

turn influences the opinions that others may form of the consumer.  

Therefore, based on the extant literature and supported by Narrative 

insights, it is hypothesised that: 

 

H3: There is a positive relationship between Fashion 

Consciousness and Self-Expressive Fashion Brands. 

 

6.3.2 Brand Tribalism 

Recall in Chapter 3, brand tribalism emerged from the Narratives as 

influencing CBRs.  The Narratives verified the importance of brand 

tribalism as a construct in the relationships Generation Y consumers form 

with fashion brands.  As outlined in Chapter 3 and 5, brand tribes represent 

“a network of societal micro-groups in which individuals share strong 

emotional links, a common sub-culture and a vision of life” (Veloutsou and 

Moutinho, 2009 p. 316).  Tribal consumers use products and brands for their 
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own purposes, as well as a medium to help define themselves and express 

their identities within society (Lannon, 1995).  These tribes exist around the 

use of symbolism to show allegiance to a group, and it is this symbolic 

consumption that creates a social link that expresses the consumers self-

identity (Cova 1997; Mitchell and Imrie, 2011).  

 

Brand tribalism is important for this study because fashion is self-

expressive, and adopting certain brands and styles, signals a desire to be part 

of certain social groups (O’Cass and Frost, 2002).  Further, as previously 

stated, brand tribes are applicable to fashion because just as fashion is 

transient and in a constant state of change, brand tribes are short-lived and 

only form for a short amount of time (Balmer, 2008).  Brand tribalism has 

relevance for the study of Generation Y, as these consumers constantly look 

to fashion to define and express themselves in society (Veloutsou, 2009).  

Previous studies suggest that brands that support tribes can create long-term 

relationships through establishing an emotional connection with consumers 

(Cova and Cova, 2002).  Through this shared emotional connection with 

other members of the brand tribe consumers seek and attain satisfaction 

with the brand (Veloutsou and Moutinho, 2009).  Similar studies focusing 

on brand communities, which are similar but form for longer periods of time 

than brand tribes (Goulding et al., 2013), have found that as satisfaction 

with a brand increased, a person’s membership in a brand community 

strengthened (McAlexander et al., 2003).  Given these related findings, the 

lack of research relating to the emerging concept of brand tribalism and the 

fact that brand tribes share similar characteristics to brand communities, 

(e.g. they both form on the basis of emotional attachment) (Veloutsou and 

Moutinho, 2009), it is expected that those who are members of a brand tribe 

are more likely to be satisfied with the brand.  The Narratives provide 

further support as Kieran speaks of his satisfaction with Breitling, an 

exclusive brand for which he is a tribal member: “I have a Breitling watch 

and if I was buying another watch I’d buy a Breitling. […] A lot of people 

comment on it. The brand is right for me because a lot of people don’t know 

what Breitling is, so it has made me stick to that brand.”  Kieran highlights 

his membership of the Breitling brand tribe by stating that the brand is 
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“right for me,” as it garners welcome attention, provides him with value that 

extends beyond the brand’s tangible elements.  Therefore, based on the 

extant literature and with support from the Narratives, the following 

relationship is hypothesised.  Before presenting this hypothesis, recall that 

on p. 180 it was noted that the constructs are discussed in the order in which 

they appear in the revised CF (see Figure 6.3).  Therefore, the numbering of 

the hypotheses reflects their position in the revised CF, which means the 

hypotheses are not presented in sequential order. 

 

H14: There is a positive relationship between Brand Tribalism 

and Satisfaction with fashion brands. 

 

Furthermore, those who are members of the tribe are united by their shared 

passion and devotion to the brand (Veloutsou and Moutinho, 2009).  It is 

this emotional attachment to the brand that is key to tribal membership and 

allegiance to the brand tribe, as these members are willing to sacrifice their 

time and money to identify with the tribe (Badot and Cova, 2003).  

Although it is well established that tribe members are passionate about their 

brand, to the best of the researchers knowledge no research has investigated 

a possible relationship between brand tribalism and brand love.  However, 

research has been conducted in relation to brand communities with Bergvist 

and Bech-Larsen (2010) stating that brand community membership may 

influence consumers’ brand love and subsequently their brand loyalty.  In 

their study, Bergvist and Bech-Larsen (2010) found that sense of brand 

community and brand love were positively related.  Therefore, given these 

related findings, and the fact that having a passion for a brand is central to 

tribal membership, it is expected that brand tribalism is positively related to 

brand love.  This expected relationship is supported by the Narratives as, for 

example, Roisin, Aoife and Laura all spoke of their love for Chanel and 

their desire to be part of this brand tribe – “Chanel is the love of my life.  

Everybody says I’m very Chanel. That’s where I want to be, I want to be in 

Chanel on a regular basis” Roisin: “If someone said to me here’s something 

Chanel,‘Oh My God!’ that would be the best thing I could ever get in my 

life” Aoife: “I LOVE Chanel […] When I’m older I definitely want a Chanel 
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handbag, that’s the main thing I want” Laura.  Therefore, based on extant 

theory and the Narratives, the following hypothesis is proposed:  

 

H15: There is a positive relationship between Brand Tribalism and 

Brand Love for fashion brands. 

 

6.3.3 Satisfaction 

Chapter 3 revealed that satisfaction is an important construct in CBRs.  The 

significance of this construct was supported by the Narratives, as the 

participants stated that satisfaction with a brand is central to the 

relationships they form with fashion brands.  Satisfaction occurs when 

consumer’s sense consumption fulfills some need, desire, goal, or so forth 

and this fulfillment is pleasurable (Oliver, 1999 p. 34).  It is generally 

accepted that loyalty is dependent on a consumer’s satisfaction with a brand 

(Carpenter and Fairhurst, 2005), as highly satisfied customers are more 

likely to make future purchases and recommend the brand to others 

(Reynolds and Arnold, 2000; Reynolds and Beatty, 1999; Zeithaml et al., 

1996).  As explained in Chapter 3, a high level of satisfaction results in the 

consumer becoming loyal to a brand, and insulates companies from 

competition by making consumers less receptive to competitors’ marketing 

efforts (Fornell et al., 1996; Fitzell, 1998).  Satisfaction with a brand has 

relevance for this study as it mediates the learning these consumers have 

from prior experience, and also explains key post-purchase behaviours such 

as repeat purchase intention and WOM (Punniyamoorthy and Raj, 2007; 

Westbook and Oliver, 1991).  Repeat purchase intention and WOM are 

important because when a brand has consumers who continually repurchase 

the brand and are willing to talk positively about the brand to others, it 

increases brand profitability (Dalziel et al., 2011).  Satisfaction is of 

particular importance to fashion, as past studies have shown that those who 

are not satisfied with fashion brands are less likely to purchase those fashion 

brands in future (Carpenter and Fairhurst, 2005).  

 

Previous research has found that satisfaction is a crucial determinant of 

repurchase intention and brand loyalty, as high levels of satisfaction have a 
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positive impact on brand loyalty (Choi et al., 2008; Deng et al., 2010; 

Eggert and Ulaga, 2002; Fornell, 1992; Liao et al., 2009; Mittal et al., 

1998).  As stated in the comprehensive literature review in Chapter 3, 

loyalty has been described as the ultimate objective of satisfaction and has 

been found to be an important driver of a brand’s long-term viability (Deng 

et al., 2010; Krishnamurthi and Raj, 1991).  Previous research has also 

demonstrated that satisfaction negatively affects a consumer’s intention to 

switch brands (Walsh et al., 2006).  Therefore, the literature suggests a 

positive relationship exists between satisfaction and brand loyalty.  This 

positive relationship between satisfaction and brand loyalty also emerged 

from the Narratives.  For example, Bernard spoke of the importance of 

satisfaction with a brand and how it can lead to brand loyalty: “I’ve got to 

like Ted Baker recently […] and I’d definitely be satisfied with it. I’d buy it 

again.” Aidan provides additional support” “You won’t buy a brand again 

if you’re not satisfied.”  Therefore, the research proposition that was 

presented in Chapter 3 following the comprehensive literature review was 

further supported by the Narratives, and consequently it is hypothesised 

that: 

 

H20: There is a postive relationship between Customer 

Satisfaction and Brand Loyalty for fashion brands.  

 

Additionally, when consumers have high levels of satisfaction with a brand, 

it is expected that those consumers will spread positive WOM (Brown et al., 

2005).  As outlined in the comprehensive literature review in Chapter 3, 

numerous studies have found a positive relationship between satisfaction 

and WOM (for example, Brown et al., 2005; de Matos and Rossi, 2008; 

Ladhari, 2007; Mittal et al., 1998; Price and Arnould, 1999; Wangenheim 

and Bayón, 2007).  The logic behind this relationship is that when a brand 

either meets or exceeds the expectations of a consumer, these consumers are 

satisfied with the brand and, based on their positive experience, recommend 

the brand to others (de Matos and Rossi, 2008).  Therefore, satisfied 

consumers are expected to engage in WOM that is favourable to the brand 

(Anderson, 1998).  The Narratives also provide support: “I’m satisfied with 
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A|Wear, River Island and Pull and Bear […] I talk about these brands with 

friends and family. They’d definitely associate me with them shops through 

talking about them” Lisa.  Therefore, based on the comprehensive literature 

review and supported by the Narratives, it is clear that the research 

proposition presented in Chapter 3 is supported and the following 

relationship is hypothesised: 

 

H21: There is a positive relationship between Satisfaction and 

positive Word-of-Mouth for fashion brands. 

 

6.3.4 Brand Love 

As set out following the comprehensive literature review in Chapter 3, 

brand love is an important construct in the development of CBRs. The 

Narratives also highlight the role brand love plays in the relationships 

Generation Y consumers form with fashion brands.  Brand love refers to the 

degree of passionate emotional attachment a consumer has for a brand 

(Carroll and Ahuvia, 2006).  Brand love has relevance for this study, and is 

important in a marketing context, because it is positively related to both 

brand loyalty and WOM (Albert and Merkunka, 2013; Bergkvist and Bech-

Larsen, 2010; Carroll and Ahuvia, 2006).  Further, brand love has 

prominence for Generation Y consumers due to the ability of a loved brand 

to enhance and strengthen a person’s identity (Ahuvia, 2005).  Therefore, 

brand love is important in the formation of Generation Y consumers’ CBRs, 

as it allows them to strengthen their self-concept. 

 

Previous studies have proposed that brand love, or a consumer’s emotional 

and passionate feelings for a brand, can ultimately lead to loyalty (Batra et 

al., 2012; Roy et al., 2012).  This proposition was validated by Carroll and 

Ahuvia (2006), who found that brand love is positively related to brand 

loyalty.  The Narratives also inform this finding.  For example, Deirdre 

spoke of her love of Chanel perfume: “I live for Chanel perfume. […] I love 

it. I’d spend money on Chanel perfume. I’ll always buy it.”  James also 

spoke of how his love for a brand leads to loyalty: “I definitely love Calvin 
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Klein, it gives you a bit of a feeling [when you wear it]. Calvin Klein is 

definitely the pinnacle label, top of the list. […] I always go to that brand 

first.”  This means that when consumers love their brands, they are more 

likely to have loyalty towards those brands.  Consequently, based on the 

extant literature and supported by insights from the Narratives, the research 

proposition presented in Chapter 3 is supported and it is hypothesised that:  

 

H22: There is a positive relationship between Brand Love and 

Brand Loyalty for fashion brands. 

 

Past research also indicates that brand love is positively related to WOM 

(Batra et al., 2012; Bergkvist and Bech-Larsen, 2010; Carroll and Ahuvia, 

2006, Ismail and Spinelli, 2012).  WOM refers to informal communication 

between private parties concerning evaluations of goods and services 

(Anderson, 1998 p. 6).  WOM has relevance for this study because 

Generation Y consumers mistrust advertising that is aimed towards them, 

relying instead on WOM and recommendations from friends or 

acquaintances (Foscht et al., 2009; Kinley et al., 2010).  Therefore, it was 

expected that if a consumer loves a brand they may be more eager and have 

a desire to recommend the brand to their friends and family.  A recent study 

by Ismail and Spinelli (2012) found a positive relationship between brand 

love and WOM for fashion brands.  This finding was consistent with Carroll 

and Ahuvia’s (2006) earlier brand love study.  The Narratives also provided 

support for this relationship as Dave speaks of how he loves Apple and 

recommends it to his family – “I love Apple, everything I have just works, 

the customer services is great, it looks good, it functions well so, and it all 

works together […] My sister bought an iPhone on my recommendation and 

my mum got an iPad.”  Consequently, based on the comprehensive literature 

review presented in Chapter 3 and on the insights from the Narratives, it is 

evident that the research proposition postulated in Chapter 3 is supported, 

and it is hypothesised that: 

 

H23: There is a positive relationship between Brand Love and 

positive Word-of-Mouth for fashion brands. 
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6.3.5 Brand Loyalty  

The importance of brand loyalty in the relationships Generation Y 

consumers form with fashion brands was confirmed in the Narratives.  All 

of the participants spoke of their loyalty to the fashion brands they consume.  

As set out in Chapter 3, brand loyalty refers to a consumer’s deeply held 

commitment to consistently re-buy their preferred brand (Oliver, 1999).  

This results in the consumer repeatedly purchasing the same brand even 

though situational influences and marketing efforts have the potential to 

tempt the consumer to switch brands (Oliver, 1999).  Four types of brand 

loyalty were evident in the Narratives: Behavioural, attitudinal, situational 

and aspirational loyalty.  The following participant statements illustrate 

these forms of loyalty.  The first quote highlights Aidan’s habitual 

behaviour toward consuming sports brands. Consequently, in this quote he 

displays his behavioural loyalty: 

  

“I’ve been wearing Adidas Predators for 6 or 7 years but I didn’t 

even realise it. Even my runners, I buy the exact same pair of Nike 

runners every time.” Aidan 

 

The following quote presents an example of attitudinal loyalty.  In this 

quote Roisin reveals her deep emotional attachment to her iPhone: 

 

“I wouldn’t cope without my iPhone. I’m so attached and used to 

having it that when it was gone I couldn’t do anything. I’m never 

using anything but an iPhone ever again.” Roisin 

 

Aisling C offers an example of situational loyalty when she explains how 

she prefers to buy branded items when she buys gifts for others.  A reason 

for this behaviour is that gifts are an extension of the self-concept (Belk, 

1988), and through giving branded gifts Aisling C can create a perceived 

positive impression: 

 

“If I could get something for myself that looked amazing but was 

really cheap, I'd happily buy it, but if I was buying a present for 

somebody I'd definitely buy a brand because I'd be afraid it wouldn’t 

be as good if it wasn’t branded.” 

 



Chapter 6       Revised Conceptual Framework and the Research Hypotheses 

  192 

Finally, Aisling D offers an example of aspirational loyalty when she talks 

of her desire to one day own an expensive, high end brand: 

 

“I love Chanel handbags but they’re too expensive for me… One 

day”. Aisling D 

 

Therefore, it is clear that the Narratives also support the mulitdimensional 

nature of this construct, as outlined in Chapter 3.  Consistent with the 

comprehensive literature review, this construct emerged as an outcome 

variable in the Narratives.  Therefore, there are a number of constructs that 

drive a consumer’s loyalty to a brand.  As proposed in Chapter 3 and 

outlined in Sections 6.3.3 and 6.3.4, the Narratives support a positive 

relationship between satisfaction and brand loyalty, and brand love and 

brand loyalty.  The Narratives also suggest that the emergent construct 

perceived quality/value (PQ/V) positively impacts Generation Y’s loyalty to 

a brand (see also Section 6.5.6).  This is consistent with prior studies which 

have found that quality/value must be assured if a consumer is to become 

and remain loyal to a brand (Romano and Vinelli, 2001; Yang and Peterson, 

2004).  Consequently, based on the extant literature and informed by the 

Narratives, it is hypothesised that three constructs (PQ/V, satisfaction and 

brand love) drive Generation Y consumers’ loyalty to the fashion brands 

they consume.  

 

6.3.6 Word-of-Mouth 

Recall that in Chapter 3, word-of-mouth (WOM)  emerged from the 

comprehensive literature review as an important construct in the 

relationships consumers form with brands.  The Narratives also showed that 

WOM is a significant construct in the relationships Generation Y consumers 

form with fashion brands.  As outlined in Chapter 3, WOM is defined as 

“informal communication between private parties concerning evaluations of 

goods and services” (Anderson, 1998 p. 6).  Positive WOM refers to the 

degree to which the consumer praises the brand to others, such as family 

and friends (Westbrook, 1987).  Previous studies have found that WOM is 
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particularly important for Generation Y consumers as they have been 

exposed to media all of their lives, and as a result, perceive marketing 

attempts that are directed towards them as being untrustworthy (Foscht et 

al., 2009).   Consequently, WOM and recommendations from other 

consumers have a significant impact on the buying decisions of Generation 

Y consumers (Foscht et al., 2009).  The following statements illustrate how 

the participants engage in WOM and as a result influence or are influenced 

by others:  

 

“My sister bought an iPhone on my recommendation and my mum 

got an iPad on my recommendation so she loves it at the moment.” 

Dave 

 

“When I go home one of my friends always asks about what I’m 

wearing, so I’ll tell him and the next time I see him he’ll be wearing 

it.” Declan 

 

“One of the girls said she had a lot of trouble with Boohoo.com so I 

won’t buy from it because I don’t try ones that I’ve heard are going 

to be hard.” Aoife 

 

“If you hear good word about the brand you’re more likely to buy it. 

You do take into account what other people say about it.” 

Antoinette 

 

It is clear from these quotes, that by engaging in WOM with friends and 

family, the participants both influence and are influenced by others.  In line 

with the relationship postulated in Chapter 3, WOM emerged from the 

Narratives as an outcome of the relationships Generation Y consumers form 

with fashion brands.  As previously outlined in Sections 6.3.3 and 6.3.4, the 

proposed positive relationship of both satisfaction and brand love on WOM 

was supported by insights from the Narratives.  Further, the Narratives 

highlighted the importance consumers place on receiving PQ/V in their 

purchases.  PQ/V was a construct that emerged from the Narratives, and 

also has support from the literature.  As will be discussed in detail in 

Section 6.5.6, both the Narratives and the literature suggest that PQ/V 

positively impacts the likelihood of a consumer spreading WOM.  

Therefore, in line literature and the Narrative findings, it is hypothesised 

that PQ/V, satisfaction and brand love are positively related to WOM. 



Chapter 6       Revised Conceptual Framework and the Research Hypotheses 

  194 

 

6.4 Constructs Removed Following the Narratives 

As previously outlined, a number of constructs that were conceptualised in 

the CF did not emerge from the Narratives.  As brand trust emerged from 

the comprehensive literature review, it was expected to be an important 

construct in the relationships Generation Y consumers form with fashion 

brands.  However, this construct did not manifest itself in the Narratives.  

Self-image congruity was also conceptualised as an important construct in 

CBRs; however following the Narratives it was clear that self-esteem and 

self-expressive brand were more appropriate constructs in informing these 

CBRs.  These constructs are now discussed. 

 

6.4.1 Brand Trust 

Brand trust is defined as “the willingness of the average consumer to rely on 

the ability of the brand to perform its stated function” (Chaudhuri and 

Holbrook, 2001 p. 82).  In Chapter 3, the literature illustrated how brand 

trust was positively related to both brand loyalty and WOM, as brand trust is 

generally regarded as being a central and essential element in the 

development of successful relationships (Garbarino and Johnson, 1999; 

Morgan and Hunt, 1994).  However, despite its stated importance, this 

construct did not emerge as an important consideration in the relationships 

Generation Y consumers form with fashion brands.  Rather than trusting a 

fashion brand, the participants spoke of how they trust the opinions of their 

friends and family when consuming fashion.  For example, Julie spoke of 

how she trusts her sisters when she is shopping for fashion: “I trust my 

sisters [...] we all have the same taste, so I’d ask them their opinion on 

things.”  Further, Aoife and Lisa both spoke of how they trust their friends 

and family when consuming fashion:  

 

“I trust my friends because I see them [all of time] and I see that 

they’re looking well, so if they’re wearing something that I like, I’ll 

probably get something like that too,” Aoife. 
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“If I went shopping I’d like Mam’s opinion on what I’m going to buy 

because she tells you the truth and I know I can trust her.” Lisa. 

 

Therefore, a form of trust was present in the Narrative data, however this 

form of trust was not rooted in, or central to the brand.  The role of trust 

centered around the participants family and friends.  This finding is 

supported by Neilsen (2010) who showed that as an information source for 

goods and services, consumers trust their family and friends more than any 

other source.  Harris and Dennis (2011), also found that consumers trust 

their friends above every other source of brand information.  Consequently, 

given the absence of brand trust in the Narratives and this support from the 

literature, brand trust was removed from further research. 

 

6.4.2 Self-Image Congruity 

As described in Chapter 3, self-image congruity refers to the idea that 

consumers select brands that have an image they perceive to resemble their 

self-concept (Kressman et al., 2006; Liu et al., 2012; Sirgy et al., 2008; 

Sirgy et al., 1997; Sirgy, 1986).  As also outlined in Chapter 3, the self-

concept has two components and typically comprises of ‘self-esteem,’ 

which refers to the feelings a person may have about their worth or how 

they value themselves (Rosenberg, 1979); and ‘self image,’ which is the 

perception people have of what they are like (Runyan, 1988).  Following the 

comprehensive literature review in Chapter 3, it was expected that 

consumers would form relationships with brands that they perceived as 

congruent with their self-image.  During the Narrative analysis it became 

apparent that this construct was not sufficient for capturing the importance 

of the self in the relationships these consumers form with fashion brands.  

Rather, the importance of the self was broader than self-image congruity 

and emerged from the Narratives in the form of self-esteem and self-

expressive brand.  Self-esteem, as outlined above, refers to the feelings a 

person may have about their worth or how they value themselves 

(Rosenberg, 1979).  Self-expressive brand refers to those brands that a 
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consumer perceives to enhance their social self and/or reflect their inner self 

(Carroll and Ahuvia, 2006).  

 

As outlined in the previous chapter, both self-esteem and self-expressive 

brands emerged from the literature in a number of ways.  The importance of 

self-esteem was evident where consuming a brand allowed the participants 

to fit in with, or stand out from their peers.  Self-esteem also manifest itself 

where the participants spoke of how consuming certain brands provided a 

boost to their confidence and led to social acceptance.  Quotes from Laura 

and Kieran provide examples of these points: 

 

“I love looking my best and having nice clothes. […] It makes me 

feel better because I don’t really have anything else to show off. I 

feel happier when people talk about my clothes,” Laura. 

 

“Fashion is about the perception you give off and making yourself 

look and feel good. Good brands instill confidence because people 

comment positively and perceive them as high quality. […] You’re 

socially accepted [when you wear them],” Kieran. 

 

Therefore, these quotes highlight how the Narrative participants use fashion 

brands to enhance their sense of self as these brands allow them to feel 

better about themselves, improve their levels of confidence and gain 

acceptance among their peers.  Self-expressive brand emerged from the 

Narratives where the participants spoke of their desire to consume brands 

that allow them express themselves and communicate their identities.  This 

construct was also evident where the participants suggested they consume 

brands that fit with their desired image.  There is also support in the 

literature for the importance of this construct in CBRs, as Carroll and 

Ahuvia (2006) found that self-expressive brand is a significant construct in 

the relationships consumers form with brands.  The following statements 

support the inclusion of self-expressive-brand: 

 

“Fashion is about your personality and image more than anything. 

You want to reflect your personality in your clothes […] to show that 

you’re different from your friends. It’s about communicating to 
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others. […] Clothes give you a perception of what you expect the 

person to be like,” Kate. 

 

“I look for stuff that’s going to fit with my image or personality 

because I love to hear my friends say ‘that is so you.’ I know myself, 

I’m looking for something simple but unique rather than something 

very fancy,” Emese. 

 

These quotes illustrate the role of fashion in the creation of the self.  

Moreover, these quotes highlight how these consumers seek brands that fit 

with their image as they wish to express the type of person they are, and 

differentiate themselves from those around them, through their clothing.  

Therefore, it is clear that the importance of the self in the relationships 

Generation Y consumers form with fashion brands is broader than the 

concept of self-image congruity.  For example, it could be argued that self-

image congruity is a construct that is internal to the individual consumer.  

On the other hand, the self-expressive brand construct is external to the 

consumer as it highlights how brands are used for the expression of the self 

and to reflect an individual’s self-concept.  As a result, self-image congruity 

was removed from this research and two constructs, self-esteem and self-

expressive brand, were employed to measure the importance of the self in 

the relationships Generation Y consumers form with fashion brands.  

 

6.5 Constructs Emergent from the Narratives 

As discussed in the previous chapter, six new constructs emerged from the 

Narratives.  These constructs are self-esteem, susceptibility to interpersonal 

influence (SUSCEP), (online) social network influence (SNI), price 

sensitivity, self-expressive brand and perceived quality/value (PQ/V).  

These six constructs emerged strongly as being of importance in the 

relationships Generation Y consumers form with fashion brands, and as a 

result required inclusion in this study.  Table 6.2 illustrates these constructs 

and the number of participants that discussed them.  Once again, it should 

be noted that these constructs are discussed in the order in which they 
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appear in the revised CF (see Figure 6.3).  Therefore, the numbering of the 

hypotheses is inconsistent, as it reflects their position in the revised CF. 

 

Table 6.2 Constructs Emergent from the Narratives 

Theme Mentioned by participants 

(N = 20) 

Self-Esteem 18 

Susceptibility to Interpersonal Influence (SUSCEP) 20 

(Online) Social Network Influence (SNI) 14 

Price Sensitivity 20 

Self-Expressive Brand 18 

Perceived Quality/Value 20 

 

6.5.1 Self-Esteem 

The importance of self-esteem in the relationships Generation Y consumers 

form with fashion brands emerged from the Narratives, with eighteen of the 

participants discussing this construct.  As previously mentioned, self-esteem 

refers to the feelings a person has about their worth or how they value 

themselves (Rosenberg, 1979).  Self-esteem is a component of the self-

concept, and encompasses the feelings a person holds about their personal 

appearance, and other dimensions of the self (Joung and Miller, 2006).  As 

outlined in Section 6.4.2, self-esteem was evident where the participants 

consumed brands to fit in with, or stand out from others.  Self-esteem was 

also apparent where the participants wished to boost to their confidence or 

gain social acceptance by consuming brands. The following quotes illustrate 

these points: 

 

“There’s a bit in everybody that wants, to be accepted and keep up 

with fashion or the ‘in’ thing […] it’s a way of acceptance,” Lisa. 

 

“I’m extremely conservative and I’m afraid I’ll stand out or look odd 

so I’ll only wear something after I see a lot of people wearing it,” 

Deirdre. 

 

“I’d feel much cheaper wearing a Penneys hoodie, rather than a 

Hollister hoodie, even if people didn’t notice. I’d feel people would 

say ‘he’s wearing a Penneys hoodie, only cost €10,’ where as a 

Hollister hoodie is a higher end brand, […] You’d feel more 

confident wearing something more fashionable,” Aidan. 
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These quotes suggest that consuming fashion brands offers a means of 

gaining acceptance and increasing the participants’ confidence.  These 

findings are consistent with Noble et al. (2009) and Sirgy et al., (2008) who 

state that consumers are attracted to brands that allow them to portray their 

ideal self, and boost their self-esteem.  This construct is of particular 

relevance for Generation Y consumers as the literature suggests that these 

consumers use fashion brands to both contribute to their self-concept and 

enhance their self-esteem (Noble et al., 2009).  Specifically, fashion brands 

provide these consumers with confidence and allow them to differentiate 

themselves from, or blend in with, others (Noble et al., 2009).  Despite the 

importance of this construct for Generation Y consumers, as outlined in the 

previous chapter, self-esteem was not prominent in the comprehensive 

literature review and as a result, was not initially included in the CF (see 

Figure 6.2).  However, following the Narratives and after returning to the 

literature, it was evident that self-esteem would require inclusion in this 

study. 

 

One way consumers achieve higher self-esteem is by making a connection 

to desirable groups (Swaminathan and Dommer, 2012).  Specifically, the 

literature suggests that people with low self-esteem use group membership 

to gain and enhance their self-esteem (Abrams and Hogg, 1988; Hogg, 

2003; Khare et al., 2012).  When consumers choose fashion brands that they 

perceive as being socially approved, these consumers succeed in both 

building their confidence and visually communicating the groups they 

aspire to belong to (Khare et al., 2012).  Further, Clark and Goldsmith 

(2005) found that an individual who has high levels of self-esteem is less 

likely to be influenced by the members of a group.  Therefore, when a 

consumer buys a fashion brand to either fit in with, or stand out from their 

peers, they are providing a cue that communicates the social groups they 

(wish to) belong to.  Consuming certain brands allows consumers to gain a 

sense of identity and belonging, and also allows consumers to signify their 

tribal membership (Veloutsou and Moutinho, 2009).  Therefore, based on 

the extant literature and informed by the Narratives, it is hypothesised that: 
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H4: There is a negative relationship between Self-Esteem and 

Brand Tribalism for fashion brands. 

 

Moreover, fashion brands are self-expressive, and allow consumers to 

express their ideal, actual and social selves to the world (Sirgy et al., 2008).  

Consumers who have high levels of self-esteem tend to be more confident in 

themselves and their fashion choices and as a result, are not as likely to rely 

on self-expressive brands to provide confidence or to improve their self-

image and social identity (Banister and Hogg, 2004).  Furthermore, Clark 

and Goldsmith (2005) found that consumers with high self-esteem are less 

likely to seek purchases that boost their self-esteem.  Therefore, based on 

the importance of fashion to a consumer’s self-esteem and drawing on both 

the literature and the Narratives, it is hypothesised that:  

 

H5: There is a negative relationship between Self-Esteem and Self-

Expressive Fashion Brands.  

 

6.5.2 Susceptibility to Interpersonal Influence  

Susceptibility to interpersonal influence (abbreviated as SUSCEP) emerged 

from the Narratives as a key construct that impacts the relationships 

Generation Y consumers develop with fashion brands.  All twenty 

participants spoke of how they are influenced by the thoughts, opinions and 

choices of others when they consume fashion.  As outlined in Chapter 5, 

SUSCEP is defined as “the need to identify or enhance one’s image with 

significant others through the acquisition and use of products and brands, 

the willingness to confirm to the expectations of others regarding purchase 

decisions, and/or the tendency to learn about products and services by 

observing others and/or seeking information from others” (Bearden et al., 

1989 p. 474).  As this construct was not prominent in the comprehensive 

literature review in Chapter 3, it was not originally included in this study.  

However, following the prevalence of this construct in the Narratives and 

after returning to literature in interpreting the Narrative themes, it was 

deemed necessary to include SUSCEP in this study.  SUSCEP was evident 

where the participants spoke of being influenced by family, friends and 
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those who the participants come into contact with in their daily lives.  The 

participants also spoke of the influence celebrities have when they purchase 

fashion brands. The following participant statements provide examples of 

this construct: 

 

“Last year I lived with girls who dressed up and I used to dress up 

more. This year the girls I live with are more laid back, so I take that 

in and wear more hoodies and stuff. I think you’re influenced by 

whoever is around you at any given time, by your friends 

especially.” Aoife 

 

“Seeing what people wear on nights out, and meeting new people 

and especially since I’ve got to college, influences me.” Laura 

 

“Tommy Hilfiger is not a brand for me. I don’t think it suits my 

personality. My friends don’t wear it either so that’s coming back to 

them influencing me.” Kieran 

 

“Everyone is wearing Abercrombie & Fitch […] If I had the choice 

of buying something in River Island or paying €20 extra for 

Abercrombie & Fitch, I’d get Abercrombie & Fitch.”  Deirdre 

 

These quotes highlight the impact and influence that others can have on 

Generation Y’s purchase decisions.  These findings are in line with the 

literature that asserts the influence of other people plays a vital role in 

shaping a consumers purchase decisions (Bagozzi, 2000; Bearden et al, 

1989; Mourali et al., 2005).  The literature also suggests that these social 

influences have a greater impact on consumer’s decisions when the brand is 

publicly consumed (Wakefield and Inman, 2003).  The impact of these 

social influences is particularly relevant for fashion brands, as the 

consumption of fashion is highly visible, highly self-expressive and has the 

power to communicate to, and allow others to form opinions about people 

based on their appearance (Evans, 1989; Millan et al., 2013).  As fashion 

brands are consumed publicly, and given the fact that SUSCEP becomes 

apparent when people adapt their behavior, attitudes or beliefs to align with 

others in the social system (Trusov and Bodapati, 2010; Robins et al., 

2001), those who are more influenced when buying the latest fashion 

brands, have been found to be less sensitive to the price of these brands 

(Wakefield and Inman, 2003).  Moreover, price sensitivity tends to be low 
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when shopping in the presence of others, due to their influence and a fear of 

being viewed as being as “cheap” or unable to afford the higher priced items 

(Wakefield and Inman, 2003).  Further, Goldsmith et al. (2010) suggest that 

consumers pay higher prices in certain situations, such as when they are 

influenced by other people.  Therefore, based on the extant literature and 

informed by insights from the Narratives, it is hypothesised that: 

 

H6: There is a negative relationship between Susceptibility to 

Interpersonal Iinfuence and Price Sensitivity for fashion brands. 

 

Past research has shown that consumers buy brands to conform to the 

expectations of others (Bearden et al., 1989; Clark and Goldsmith, 2005).  

In particular, Generation Y consumers have been found to seek the approval 

and opinions of their friends and peer groups when they shop for self-

expressive items, such as clothing, as they want ensure what they consume 

is consistent with the norm of the group they (wish to) belong to (Kinley et 

al., 2010).  Furthermore, as personal relationships are maintained through 

shared, regular consumption (Gainer, 1995; Veloutsou and Moutinho, 

2009), when a person is influenced to buy a brand through their personal 

relationships, they are more likely to become, or align with, members of the 

brand tribe they wish to belong to.  Consequently, based on previous studies 

and on insights from the Narratives, it is hypothesised that:  

 

H7: There is a positive relationship between Susceptibility to 

Interpersonal Infuence and Brand Tribalism for fashion brands. 

 

Moreover, SUSCEP is of particular relevance for fashion because 

consumers purchase fashion brands for both the utilitarian and self-

expressive benefits they offer (Park et al 1986).  As previously stated, 

people form opinions and make judgments about others based on their 

appearance and the types of brands they consume (Wakefield and Inman, 

2003).  Orth and Kahle (2008) state that the social associations attached to a 

brand are important determinants of consumer choice when brands are 

purchased for self-expressive and symbolic purposes.  The reason for this is 

that some brand benefits are related to the socially visible aspects of the 
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brand, such as, how fashionable the brand is perceived to be (Orth and 

Kahle, 2008).  Therefore, it is likely that those who are more SUSCEP are 

also more likely to purchase or consume self-expressive brands due to the 

social benefits they offer when others are present (Orth and Kahle, 2008).  

Consequently, based on the prior theory and insights gained from the 

Narratives, the following hypothesis is proposed:  

 

H8: There is a positive relationship between Susceptibility to 

Interpersonal Influence and Self-Expressive Fashion Brands. 

 

 6.5.3 (Online) Social Network Influence 

As outlined in Chapter 5, an additional theme that emerged from the 

Narratives was the influence of (online) social networking sites (SNSs).  

Fourteen of the participants spoke of the unique and profound influence 

SNSs have on their consumption of fashion.  For example, the participants 

spoke of how SNSs impact their relationships with fashion brands by 

driving their fashion consumption, by providing a source of fashion 

inspiration, by acting as an information source for fashion items, and by 

offering the participants reassurance to adopt and wear the latest trends.  

(Online) Social Network Influence (SNI) is a relatively new topic in the 

marketing literature.  The escalating use of SNSs is due, in part, to their role 

as communication environments, while an innate motivation for their use 

lies in their ability to facilitate self-expression and self-presentation (Pagani 

et al., 2011; Wilcox and Stephen, 2012).  As set out in the previous chapter, 

SNSs are defined as “web-based services that allow individuals to (1) 

construct a public or semi-public profile within a bounded system, (2) create 

a list of other users with whom they share a connection, and (3) view and 

navigate their list of connections and those made by others within the 

system (Pagani et al., 2011 p. 443).  The escalating popularity of SNSs has 

allowed consumers to further extend their self-concept to the digital world 

(Belk, 2013).  In doing so, consumers may now express an affinity to 

aspirational brands, without having to make a financial commitment (Belk, 

2013; Schau and Gilly, 2003).  Consequently, the emergence and soaring 
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popularity of SNSs has aided the spread of digital content, enabled online 

users to access information with relative ease, and has also provided new 

opportunities to communicate to, and draw inspiration from others (Pagani, 

et al., 2011; Shankar et al., 2003; Wilcox and Stephen, 2012).  The 

following participant statements demonstrate these points: 

 

“Social media has a huge impact. Once you wear a dress it’s all 

over Facebook and you can’t wear it again, […] but you also get 

good ideas from other girls on Facebook. […] It’s almost a way of 

styling yourself,”   ” Julie 

 

“Social media makes it easier for you to see what’s out there and 

then you decide what outfits to put together.” Aoife 

 

“Facebook has a huge impact because you see pictures and it’s as 

good as being on a clothing website, it shows you other peoples 

fashion and you can go look for the brand then,” Roisin 

 

 With social media, I have my early fashion idea and it would be 

reinforced if I saw it in pictures on Facebook […] When I see it on 

Facebook I get the confidence to wear it,” Niamh 

 

“You go out to look good because it’s going to be on Facebook,” 

Laura 

 

These participant quotes highlight the direct impact and influence SNSs 

have on fashion brand consumption.  Through a desire to constantly self-

present and self-express, and also through using SNSs as a source of 

inspiration, these participants actively consume more fashion.  These 

findings are consistent with prior studies, such as Doster (2013), Schau and 

Gilly (2003) and Wilcox and Stephen (2012), who assert that consumers use 

brands to self-present and self-express online.  In particular, Doster (2013) 

suggests that, Generation Y consumers extend their self-concept through 

creating online identities and presenting their idealised rather than their true 

self-concept.  SNSs are especially relevant for Generation Y consumers in 

terms of fashion brands, as they provide an environment for individuals to 

communicate their desired or idealised self-concept to more people than is 

possible offline.  

 

The increasing use of SNSs has led to a greater emphasis being placed on 
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group-level idenitification (Belk, 2013).  Previous research has shown that 

one of the primary reasons Generation Y consumers use SNSs is to feel a 

part of a community and gain social acceptance (Bolton et al., 2013; 

Valkenburg, 2006).  The literature states that an individual may show 

allegiance to a group through the symbols (or brands) they consume (Cova 

1997).  Specifically, symbolic consumption allows brand tribes to thrive as 

a social link is created that expresses the consumer’s self-identity (Cova 

1997; Mitchell and Imrie, 2011).  The ability to express one’s self-identity 

has been described as a core reason for involvement with a brand tribe 

(Mitchell and Imrie, 2011).  Similarly, a key reason for the use of SNSs is 

their ability for enhanced self-expression and self-presentation.  As SNSs 

are communication environments that allow people to express themselves 

(Doster, 2013; Pagani et al., 2011; Wilcox and Stephen, 2012), they provide 

an additional medium for consumers to create this social link that depicts 

their tribal membership and devotion to the brand tribe.  Therefore, based on 

the limited extant literature and on the insights from the Narratives, it is 

likely that those who are influenced by the content on SNSs are more likely 

to seek tribal membership.  Consequently, the following relationship is 

hypothesised: 

 

H9: There is a positive relationship between (Online) Social 

Network Influence and Brand Tribalism for fashion brands. 

 

Furthermore, as previously mentioned, the rapid growth of SNSs has 

presented consumers with an additional opportunity for self-expression 

(Chernav et al., 2011).  As consumers use brands to define and express their 

identities to those around them (Veloutsou, 2009), the emergence of SNSs 

has provided new opportunities for consumers to communicate to, and draw 

inspiration from their peers (Doster, 2013; Schau and Gilly, 2003).  This is 

not surprising because, as previously stated, an intrinsic motivation for the 

escalating use of SNSs is their ability to allow people to express themselves 

and present the type of person they are to more people than is possible 

offline (Doster, 2013; Pagani et al., 2011).  Thus, given the highly public 

nature of SNSs and the opportunities they offer consumers to make a social 
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impression (Belk, 2013), it is likely that those who are influenced by the 

content on SNSs are more likely to consume self-expressive brands as they 

seek self-enhancement online (Doster, 2013).  Therefore, based on the 

limited extant literature on this topic and on the insights gained from the 

Narratives, it is hypothesised that: 

 

H10: There is a positive relationship between (Online) Social 

Network Influence and Self-Expressive Fashion Brands. 

 

6.5.4 Price Sensitivity 

The importance of price in the consumption of fashion was a construct that 

was mentioned by all twenty Narrative participants.  Due to the prevalence 

of this construct in the Narratives, it was deemed necessary to include price 

sensitivity in this study.  This construct was particularly evident where the 

participants discussed being either sensitive or insensitive to the price of 

fashion brands.  As described in Chapter 5, price sensitivity refers to the 

degree the consumer focuses exclusively on paying low prices (Jin and Suh, 

2005).  Price sensitive consumers seek low prices and are less likely to buy 

when prices rise, whilst price insensitive consumers are less likely to 

respond negatively when prices rise (Foxall and James, 2003; Goldsmith et 

al., 2005; Shimp et al., 2004).  The follow statements illustrate the 

participants’ price (in)sensitivity: 

 

“Price is very important, when you’re going to college it has to be, 

but you try to work around it with sales.” Niamh 

 

“Scotch and Soda jeans are a lovely fit. They are expensive but I find 

it hard to get good quality jeans that fit. I’m happy with them and I’d 

definitely buy them again.” Bernard 

 

“I love Apple. […] I’ll never using anything but an iPhone ever 

again. If it breaks in the morning I’ll get a new one. I’ll find the 

money somewhere.” Roisin 

 

“Price is an important factor but I want my clothes to last and […] 

quality is reflective in how clothes look and the price. You have to be 

willing to pay more for Topshop and River Island because it’s 

automatically more expensive than other brands. It’s in your head 
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that you’re paying for better quality, nicer clothes.” Aoife 

 

These quotes illustrate that although the participants are concerned about the 

price of attaining fashion items, they are willing to pay more for brands that 

they love, perceive to be good quality/value, and that they are satisfied with.  

The literature states that higher prices are often associated with perceptions 

of higher levels of quality/value (Bakewell and Mitchell, 2003).  Consumers 

often use price as an indicator of the level of quality and value they can 

expect in their purchases (Goldsmith and Newell, 1997; Lichtenstein et al., 

1993).  Specifically, younger generations are more likely to associate higher 

prices with improved quality and value (Bakewell and Mitchell, 2003).  

Therefore, based on extant theory and the Narratives, it is expected that 

price sensitive consumers are less likely to be concerned with receiving 

quality/value in their fashion purchases, and the following hypothesis is 

proposed:  

 

H11: There is a negative relationship between Price Sensitivity and 

Perceived Quality/Value for fashion brands. 

 

Research also suggests that those consumers who tend to be more willing to 

tolerate price increases are more satisfied with their brands (Anderson, 

1996).  Low et al., (2013) have also discussed how low price sensitivity and 

high levels of satisfaction are related, while Stock (2005) also found support 

for this relationship.  Therefore, based on the extant literature and on the 

Narrative findings, the following relationship is hypothesised: 

 

H12: There is a negative relationship between Price Sensitivity and 

Satisfaction with fashion brands. 

 

Moreover, although brand love is a recent construct in the marketing 

literature, Batra et al. (2012) has stated that a negative relationship between 

price sensitivity and brand love exists.  That is, consumers who are 

insensitive to the price of a brand are more likely to love the brand.  

Building on the work of Batra et al. (2012), and based on Narratives 

insights, the following hypothesis is proposed: 
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H13: There is a negative relationship between Price Sensitivity and 

Brand Love for fashion brands. 

 

6.5.5. Self-Expressive Brand 

Recall that the Narratives suggested that self-expressive brand was of more 

relevance to the study of Generation Y consumers’ fashion brand 

relationships than self-image congruity.  Eighteen of the participants 

mentioned the importance of being able to express themselves through their 

brand choices.  Self-expressive brand was apparent in the Narratives where 

the participants spoke of the importance they place on expressing and 

enhancing their sense of self through consuming brands.  As detailed in 

Chapter 5, self-expressive brands are those brands that consumers perceive 

to enhance their social self and/or reflects their inner self (Carroll and 

Ahuvia, 2006).  It is well established that consumers use brands to express 

their identities (Fournier, 1998), as brands offer additional value through 

creating meaningful associations beyond the intrinsic product attributes 

(Chernav et al., 2011; Gardner and Levy, 1955). The following statements 

illustrate the importance of self-expressive brands to the fashion consumer: 

 

“I prefer to have the logo on my clothes so people know it’s a good 

brand. […] If it didn’t have the logo it wouldn’t mean as much.” 

Kieran 
  

“Fashion is about your personality and image more than anything. 

You want to reflect your personality in your clothes […] to show that 

you’re different from your friends. It’s about communicating to 

others.” Kate 

 

“I like different clothes you wouldn’t find in Galway. [...] Something 

that stands out, that’s a little bit quirky and different. Ted Baker stuff 

I love because it’s always a little bit different.” Declan 

 

These quotes highlight how the participants like to express and 

communicate themselves through their fashion consumption.  Consistent 

with the literature, these statements show that a consumers’ possessions can 

authenticate and expand their self-concept (Phau and Lo, 2004).  



Chapter 6       Revised Conceptual Framework and the Research Hypotheses 

  209 

Consequently, consumers are motivated to buy brands that express and 

communicate themselves to others (Phau and Lo, 2004).  In this way brands 

become part of the self and form an extended self (Belk, 1988).  

 

Self-expressive brands can be argued to be of the utmost relevance to 

fashion products because of the importance clothing has on the formation 

and exhibition of the self (Davis, 1985; Evans, 1989; Lurie, 1981; Phau and 

Lo, 2004).  Moreover, consumers purchase brands not just for the utiliarian 

benefits they offer, but also for the self-expressive benefits they receive 

(Park et al, 1986).  It is this motivation to express one’s self that is 

frequently viewed as being the stimulus that drives consumers to purchase 

brands (Sirgy, 1982).  The Generation Y age cohort in particular uses 

fashion brands for self-expression, as this allows them to signal their desire 

to belong to certain social groups (Noble et al., 2009).  Previous research 

has indicated that when a consumer perceives a brand to be consistent with 

their self-image, there is a positive effect on their satisfaction with that 

brand (Sirgy et al., 2008).  Therefore, having been informed by the 

Narratives and after returning to the extant literature, it is expected that 

Generation Y consumers are more satisfied with fashion brands that allow 

them to meet their self-expressive needs.  Consequently, it is hypothesised 

that: 

 

H16: There is a positive relationship between Self-Expressive 

Fashion Brands and Satisfaction. 

 

Past research has shown that it is possible for consumers to love the brands 

they consume (Carroll and Ahuvia, 2006; Batra et al., 2012; Bergkvist and 

Bech-Larsen, 2010).  Loved items are viewed as being central to a person’s 

self-concept because they boost their identity, and also reconcile conflicting 

identities (Ahuvia, 2005).  The literature states that consumers who perceive 

a brand to be congruent with their self-concept are more likely to develop 

love for the brand (Aaker, 1997), because when consumers purchase brands 

they identify with, and when a brand is consistent with the consumers self-

concept, it is likely that stronger emotional bonds will be formed (Aaker, 
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1997; Malhotra, 1988; Roy et al., 2012; Sirgy, 1986).  Carroll and Ahuvia 

(2006) also discussed how a consumers love for a brand is greater for 

brands that play a significant role in shaping the identity of the consumer, 

and found that consuming self-expressive brands is positively related to 

brand love (Carroll and Ahuvia, 2006).  Therefore, informed by the 

Narratives and based on prior research, it is hypothesised that: 

 

H17: There is a positive relationship between Self-Expressive 

Fashion Brands and Brand Love. 

 

6.5.6 Perceived Quality/Value 

The importance of receiving quality and value in the purchase of fashion 

was highlighted by all of the participants.  Perceived quality/value (PQ/V) 

was evident in many ways throughout the Narratives.  For example, where 

the participants looked for value for money in their purchases, where they 

spoke of the benefits of consuming good quality brands and when they 

spoke of how their emotional attachment to brands drives their need for 

quality items, the participants were emphasising the importance of quality 

and value.  As stated in the previous chapter, perceived quality (PQ) refers 

to the customer’s assessment of the overall excellence, esteem, or 

superiority of a brand when compared to available alternatives (Netemeyer 

et al., 2004).  Perceived value (PV) refers to the customer’s evaluation of 

the use of the brand based on their perceptions of what they give (e.g., 

price) and receive (e.g., quality) when compared to other brands (Netemeyer 

et al., 2004).  Therefore, consumers can determine the perceived value of 

their purchases based on the level of quality they feel they receive.  The 

following statements demonstrate the importance the participants place on 

this construct: 

 

“I definitely think brands are better quality. I know they cost more 

but in the long term they last longer. […] If I can see the values 

there, I’ll buy it again.” Bernard 

 

“Quality is the most important thing. If I’m spending a lot of money 

I want it to last.” Aoife 
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“Quality and value have a lot to do with what you buy. If you’re 

spending on clothes you want them to last.” Lisa 

 

“If I spend money on something, it will be better quality and will last 

longer, so I can see the value in it.” Joanne 

 

“I couldn’t see why you you’d pay €200 for Ugg boots until I got a 

pair […] they’re functional, and they last long. I can see why they’re 

an investment so I will buy them again.” Roisin 

 

The importance of PQ/V in the findings is consistent with the literature that 

highlights the importance of this construct in the consumption of fashion 

(Romano and Vinelli, 2001).  Specifically, when consuming fashion, 

consumers have been found to be concerned with both the quality of their 

purchases and the value they perceive they receive (Jackson and Lee, 2010).  

The literature states that, in the apparel sector, quality must be guaranteed 

for consumers to remain loyal to a brand (Romano and Vinelli, 2001), and  

Erdogmus and Budeyri-Turan (2012) also found a positive relationship 

between these two constructs.  For consumers, a brand is a promise of the 

quality they can expect to receive from the brand, and they use the quality to 

discriminate between different brands to decide if they are happy with their 

purchases and feel that they received value for money (Gabrielli et al., 

2013).  Therefore, given the positive relationship that has been found to 

exist between PQ/V and brand loyalty in the literature and based on the 

Narrative insights, the following relationship is hypothesised:  

 

H18: There is a positive relationship between Perceived 

Quality/Value and Brand Loyalty for fashion brands.  

 

Additionally, PQ/V is of relevance in determining the consumer’s 

propensity to engage in positive WOM.  Previous research has provided 

evidence of a direct relationship between PQ/V and positive WOM in 

studies conducted in both a services and a product context (Wein and Olsen, 

2012).  As Generation Y mistrust marketing attempts directed towards them 

(Foscht et al., 2009; Kinley et al., 2010), these consumers have been found 

to place greater importance on WOM due to a personal trust relationship 

that exists between the consumer and their family and friends (Keller, 
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2007).  Lovett et al. (2013) state that consumers share their experiences and 

display their knowledge of brands to others through engaging in WOM.  

Research has also shown that Generation Y enjoy engaging in WOM about 

fashion (Gabrielli et al., 2013).  Therefore, it is likely that those consumers 

who perceive a brand to meet their quality expectations and satisfy their 

value needs, are more likely want to share their brand experience with 

others.  Consequently, based on the literature and the prominence of this 

theme in the Narratives, it is hypothesised that: 

 

H19: There is a positive relationship between Perceived 

Quality/Value and positive Word-of-Mouth for fashion brands. 

 

As all of the constructs that will be included in the revised CF have been 

discussed and the relationships between the constructs have been 

hypothesised, the next section presents the revised CF.  A summary of the 

research hypotheses presented throughout this chapter is also presented. 

 

6.6 Revised Conceptual Framework 

The CF presented in Figure 6.2 was developed in Chapter 3 following 

comprehensive review of over one-hundred conceptual and empirical 

quantitative research studies.  To contextualise, inform and validate the CF, 

the researcher conducted twenty Narrative interviews with members of 

Generation Y.  Following these Narratives it was evident that the CF 

required revising to ensure the inclusion of those constructs that are of most 

relevance for Generation Y consumers’ fashion brand relationships.  Twelve 

constructs emerged from the Narratives and have been discussed in detail 

throughout this chapter.  Six of these constructs supported six of those 

originally included in the CF (fashion consciousness, brand tribalism, 

satisfaction, brand love, brand loyalty and WOM).  The remaining six 

constructs emerged from the Narratives and were new to this study (self-

esteem, SUSCEP, SNI, price sensitivity, self-expressive brand, PQ/V).  

Table 6.3 presents the hypothesised relationships that were developed 

throughout this chapter.  These relationships are numbered in order of their 
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place in the revised CF.  Subsequently, the revised CF is presented in Figure 

6.3.  The arrows between the constructs indicate that the model moves from 

left to right.  

 

Table 6.3 The Research Hypotheses 
 Hypotheses +/- 

H1 There is a negative relationship between fashion consciousness 

and price sensitivity for fashion brands. 

- 

H2 There is a positive relationship between fashion consciousness 

and brand tribalism for fashion brands. 

+ 

H3 There is a positive relationship between fashion consciousness 

and self-expressive fashion brands. 

+ 

H4 There is a negative relationship between self-esteem and brand 

tribalism for fashion brands. 

- 

H5 There is a negative relationship between self-esteem and self-

expressive fashion brands. 

- 

H6 There is a negative relationship between susceptibilty to 

interpersonal infuence and price sensitivity for fashion brands. 

- 

H7 There is a positive relationship between susceptibilty to 

interpersonal infuence and brand tribalism for fashion brands. 

+ 

H8 There is a positive relationship between susceptibility to 

interpersonal influence and self-expressive fashion brands. 

+ 

H9 There is a positive relationship between online social network 

influence and brand tribalism for fashion brands. 

+ 

H10 There is a positive relationship between online social network 

influence and self-expressive fashion brands. 

+ 

H11 There is a negative relationship between price sensitivity and 

perceived quality/value for fashion brands. 

- 

H12 There is a negative relationship between price sensitivity and 

satisfaction with fashion brands. 

- 

H13 There is a negative relationship between price sensitivity and 

brand love for fashion brands. 

- 

H14 There is a positive relationship between brand tribalism and 

satisfaction with fashion brands. 

+ 

H15 There is a positive relationship between brand tribalism and brand 

love for fashion brands. 

+ 

H16 There is a positive relationship between self-expressive fashion 

brands and satisfaction. 

+ 

H17 There is a positive relationship between self-expressive fashion 

brands and brand love. 

+ 

H18 There is a positive relationship between perceived quality/value 

and brand loyalty for fashion brands. 

+ 

H19 There is a positive relationship between perceived quality/value 

and positive word-of-mouth for fashion brands. 

+ 

H20 There is a postive relationship between customer satisfaction and 

brand loyalty for fashion brands. 

+ 

H21 There is a positive relationship between customer satisfaction and 

positive word-of-mouth for fashion brands. 

+ 

H22 There is a positive relationship between brand love and brand 

loyalty for fashion brands. 

+ 

H23 There is a positive relationship between brand love and positive + 
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word-of-mouth for fashion brands. 
+ = positive relationship; - = negative relationship 

 

 

Figure 6.3 Revised Conceptual Framework 

 

 
+ = positive hypothesised relationships; - = negative hypothesised relationships 

 

The 23 hypothesised relationships are depicted in Figure 6.3.  These 

research hypotheses are tested in the second phase of this study.  This 

research phase is quantitative in nature and begins in the next chapter where 

the quantitative research methodology is outlined and justified.  Before 

progressing to this second phase, this chapter is concluded in the following 

section. 

 

6.7 Conclusion 

This chapter presented the Revised CF and the research hypotheses of this 

study.  The revisions made to the CF during the course of this chapter were 

based on the extant literature and the themes that emerged from the 

qualitative research (see Chapter 5).  As previously stated, in the qualitative 

research phase (see Chapter 4), twenty Narrative interviews were conducted 

with male and female members of Generation Y to elicit their opinions and 

insights on their fashion brand relationships.  The purpose of these 

Narratives was to contextualise, inform and validate the original CF that 
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was developed in Chapter 3 following a comprehensive review of the extant 

literature.  After analysing the Narratives and returning to the literature, the 

research hypotheses and CF were finalised.  Section 6.3 outlined how six 

constructs from in the original CF were validated by the Narratives.  These 

constructs were fashion consciousness, brand tribalism, satisfaction, brand 

love, brand loyalty and WOM.  Section 6.4 described two proposed 

constructs that did not feature in the Narratives as the literature on CBRs 

had suggested.  Consequently, these constructs were removed (brand trust) 

or replaced (self-image congruity) with new constructs that emerged from 

the Narratives (self-esteem and self-expressive brand).  Section 6.5 

presented the six constructs that featured strongly in the Narratives and that 

were added to the CF.  These six constructs, which were self-esteem, 

SUSCEP, SNI, price sensitivity, self-expressive brand and PQ/V, had strong 

theoretical support for their inclusion in this study.  Therefore, the revised 

CF contained twelve constructs and 23 hypothesised relationships.  This 

revised CF and the research hypotheses will be tested in next research 

phase, which begins in the following chapter with the quantitative research 

methodology.
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CHAPTER 7: QUANTITATIVE 

RESEARCH METHODOLOGY 
 

 

7.1 Introduction 

The purpose of this research was to explore the relationships Generation Y 

consumers develop with fashion brands.  In the previous chapters, the extant 

literature was reviewed (see Chapter 2), and a comprehensive review of 

over one-hundred quantitative studies was conducted (Chapter 3).  From 

this comprehensive literature review, a conceptual framework (CF) and 

research propositions emerged.  Subsequently, Chapter 4 outlined the 

qualitative research approach in which twenty Narrative interviews were 

conducted with members of Generation Y.  The purpose of these Narratives 

was to gain rich first-person data on consumer experiences with fashion 

brands.  This allowed the researcher to explore and gain a deep 

understanding of the relationships Generation Y consumers develop with 

fashion brands (see Chapter 5).  Following the Narratives, the CF was 

revised and the research hypotheses were presented based on the literature 

and insights from the Narratives (see Chapter 6).  This led to the second 

phase of this study, and the focus of this chapter, in which the methods 

employed to empirically test the hypothesised relationships are outlined and 

justified.  This phase of the research is quantitative in nature and involved 

conducting a large-scale consumer survey (N=675).  Within this chapter a 

comprehensive overview of the tools and techniques that were employed in 

this stage of the research are presented.  

 

This chapter begins in Section 7.2 by outlining the approach taken in 

carrying out this research.  Section 7.3 presents a discussion of the research 

design.  The sampling employed in this quantitative stage is detailed in 

Section 7.4, with the data collection method utilised in this study illustrated 

in Section 7.5.  Subsequently, Section 7.6 presents a discussion of the data 
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collection instrument and justification of the measurement scales employed 

to collect the data.  The steps taken in the design of the questionnaire are 

charted in section 7.7, followed by a description of the fieldwork in section 

7.8.  Section 7.9 sets out the processes employed to analyse the data.  

Exploratory factor analysis (EFA) is outlined in Section 7.10, followed by a 

discussion of confirmatory factor analysis (CFA) and structural equation 

modeling (SEM) in Section 7.11.  Finally, Section 7.12 discusses construct 

validity, before Section 7.13 concludes the chapter.  Before this chapter 

begins, Figure 7.1 presents an overview of the research process to depict 

how this chapter fits within the overall research study.  The current stage of 

this study is shaded in gray for ease of identification.   

 

Figure 7.1 The Research Process 

 

 
  

 

For convenience, Table 7.1 presents the research question and research 

objectives of this study.  From this table, it is clear that this phase of the 

research partly addresses the research question and primary research 

objective.  This quantitative research phase also directly addresses three of 

the secondary research objectives (3, 4 and 5).  Following this table, the 

chapter begins by outlining the research approach. 
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Table 7.1 The Research Question and Research Objectives  

Research Question 
RQ What are the relationships Generation Y consumers’ have with fashion brands 

and how do they inform consumer-brand relationships? 

 
Research Objectives 

Primary 

RO 

To explore the relationships Generation Y consumers’ develop with fashion 

by conceptualising and testing a framework that studies the components of 

their fashion brand relationships. 

RO 1 To conduct a comprehensive review of the extant literature to develop a 

conceptual framework of the components of Generation Y consumers’ fashion 

brand relationships.  

RO 2 To contextualise and inform the conceptual framework by gaining insights 

from empirical research among Generation Y consumers’. 

RO 3  To allow Generation Y consumers’ define and set the liminalities of ‘fashion’ 

and to explore and test their fashion consciousness in their fashion brand 

relationships. 

RO 4 To explore and test, using the conceptual framework, the utilitarian, self-

expressive and hedonic factors that may influence Generation Y consumers’ 

fashion brand relationships. 

RO 5 To explore and test, using the conceptual framework, the subjective outcomes 

of Generation Y consumers’ fashion brand relationships. 

*RQ = Research question; RO = Research objective 

 

7.2 Research Approach 

As outlined in Chapter 4, this study adopted a mixed methods research 

approach. Therefore, as illustrated in Figures 7.1 and 7.2, this research 

consisted of two phases and employed both inductive and deductive 

research approaches.  As previously set out in Chapter 4, the first phase 

followed an inductive research approach and employed qualitative research 

in the form of twenty Narrative interviews.  The second phase of this study 

was quantitative in nature and therefore followed a deductive research 

approach.  Deductive research involves the development of theory which is 

tested or verified through examining a set of hypotheses that emerged from 

the literature (Creswell, 2009).  When conducting deductive research the 

researcher uses the extant literature to generate the research hypotheses and 

to identify the constructs and measures utilised in the quantitative study (Ali 

and Birley, 1999).  These hypotheses are then tested to establish and prove 

if the hypothesised relationships exist (Ali and Birley, 1999; Malhotra, 

2010).  As outlined in the previous chapters (see Chapter 6), in this study 

both empirical research (twenty Narrative interviews) and the extant 

literature guided the development of the research hypotheses.  These 
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research hypotheses were then tested in this quantitative research stage.  

Figure 7.2 presents a detailed depiction of the research approach adopted in 

this study.  Once the research approach had been finalised, the research 

design was determined.  

 

Figure 7.2 The Research Phases 

 

 

 

7.3 Research Design 

As discussed in Chapter 4, the research design is a framework for the 

collection and analysis of data that maps how the researcher will answer the 

research questions (Bryman and Bell, 2007; Creswell, 2009).  As outlined in 

detail in Chapter 4, the overarching research design of this study is 

exploratory.  To sufficiently address the research objectives (see Table 7.1), 

a mixed methodology of Narrative interviews and survey questionnaires 

was employed.  To the researcher’s knowledge, the mixed methodology that 

was employed in this study had not been carried out before in the study of 

fashion brand relationships, and some of the hypothesised relationships 

were novel (for example, the hypothesised relationship between self-esteem 

and brand tribalism).  As previously set out in Chapter 4, a cross-sectional 

design was utilised in this study, which means the researcher aimed to 

provide a snapshot of the attitudes and behaviours the sample of Generation 

Y consumers had towards fashion brands at one specific point in time, 

rather than over a period of time.  In order to maximise the value of this 

cross-sectional study, it was imperative that this research was carried out 
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with an appropriate sample.  Therefore, the sampling employed in this study 

is addressed in the following section.   

 

7.4 Sampling 

As set out in Chapter 4, sampling refers to the practice of drawing a sample 

from the population of interest, which represents the underlying population 

from which it is taken (Khattree and Naik, 2000).  A discussion of the 

sampling process employed in this quantitative research phase follows. 

 

7.4.1 Defining the Target Population 

As outlined in Chapter 4, the first stage of the sampling process is deciding 

who the target population is.  The target population should be described in 

terms of elements, sampling units, extent and time (Malhotra, 2010).  The 

element refers to the body that the researcher wishes to gain the desired 

information from and which will provide a unit for analysis (Webb, 1992).  

In this study the element encompasses members of the Generation Y cohort 

who attend the National University of Ireland Galway (NUI Galway) or 

those who were members of NUI Galway’s LinkedIn Alumni page.  

Generation Y are those individuals born between 1977 and 1994 (Noble et 

al., 2009).  In Ireland, Generation Y comprises over 1.3 million people, 

representing 28% of the Irish population (Mintel, 2013).  This indicates the 

substantial size of this generation. Both male and female consumers were 

included in this research, as many studies have shown gender is an 

important variable in fashion clothing consumption (Bakewell et al., 2006; 

Cox and Dittmar, 1995; Mayer and Belk, 1985; McCracken and Roth, 1989; 

O’Cass, 2000; Zayer and Neier, 2011).  

 

Once the element had been defined, the researcher needed to establish the 

sampling unit.  As set out in Chapter 4, a sampling unit refers to the way 

access may be gained to the element (Webb, 1992). The sampling unit in 

this study is those individuals born between 1977 and 1994 (Noble et al., 

2009).  Therefore in this study, the element and the unit were the same as 
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the researcher could access the unit directly when the element was accessed 

(Webb, 1999).  

 

The extent refers to the geographical boundaries of the study (Malhotra, 

2010; Webb, 1999).  The extent of this study was students from NUI 

Galway and non-students who were members of the NUI Galway LinkedIn 

page.  As there is a 17-year age gap between the oldest and youngest 

members of this cohort, it is possible that Generation Y consumers are a 

highly heterogeneous group of individuals in terms of the stages they are at 

in their lives.  Therefore, in order to successfully capture Generation Y’s 

perceptions and attitudes about fashion brands, as well as differences in 

brand preferences and the importance of price, it was necessary to include 

the entire age span of Generation Y in the survey population.  Consequently, 

student and non-student members of Generation Y were targeted in the data 

collection.  Consistent with Fournier (1998), this variation in age and 

lifecycle (in terms of employment and the stages Generation Y are at in their 

lives) allowed for socio-cultural factors driving relationships in both 

interpersonal and consumer domains to be considered.  

 

As the survey only contacted NUI Galway students and alumni, it could be 

assumed that other segments of Generation Y, such as those who never 

attended third level education, were neglected.  However, a high percentage 

of Generation Y consumers attend or have attended third level institutions.  

For example, in 2011 over 70% of those aged between 18 and 20 were in 

full-time education (CSO, 2011) and a recent study by Deloitte and Touche 

(2011) found that over half of Generation Y consumers hold a masters 

or post-graduate degree.   Moreover, in Ireland, education is important to 

this age cohort and due to the current economic environment it has become 

increasingly appealing for Generation Y to continue their 

education (Deloitte and Touche, 2011).  For example, in 2011, the numbers 

of older age members of Generation Y in third level education in Ireland 

was at an all time high (Irish Independent, 2011).  Therefore, the high 

numbers of Generation Y who are currently in or have attended University 

offered reassurance as to the representativeness of the sample.  Moreover, 
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the attendees of NUI Galway range the entire age span of Generation Y, i.e. 

18-35 years (Noble et al., 2009) and come from all over Ireland (see 

Appendix 5.1).  Although it is acknowledged that 40% of NUI Galway 

students are from Galway, the remaining 60% of students come from all 

over Ireland (for example, Dublin, Cork, Donegal, Kildare and Wexford).  

Therefore, this study was not limited to students from Galway, which 

provides further reassurance of the representativeness of the sample. 

 

The final consideration when defining the target population is time.  The 

quantitative aspect of this study was conducted from March-May 2013.  The 

timing of this survey was crucial as it was important that the researcher was 

able to gain access to both student and non-student members of Generation 

Y.  Conducting this survey between the end of March and the beginning of 

May ensured that Generation Y members were available and had the time to 

participate.  Table 7.2 provides a summary of the definition of the target 

population.   

 

Table 7.2 Defining the Target Population  

Defining the target 

population 
This study 

Elements Male and female members of Generation Y 
Sampling units Those born between 1977 and 1994. 
Extent Students studying at NUI Galway and non-students who 

are members of the NUI Galway LinkedIn groups 
Time March-May 2013 

Source: Adapted from Malhotra (2010 p. 373). 

 

7.4.2 Determining the Sampling Frame  

The sampling frame is the total list of all possible respondents from which a 

sample is drawn to represent the survey population (Dillman, 2007).  

Theoretically, a list of every individual between 18 and 35 years of age in 

Ireland would need to have been accessed to conduct this research; however 

this was not possible as there was no direct sampling frame for Generation 

Y consumers available.  Therefore, it was necessary to generate an indirect 

sampling frame from the sources available to the researcher. 
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After considering the sources available, two sampling frames were selected 

to distribute the survey to Generation Y consumers: 

 

1. NUI Galway Student Union email 

A comprehensive list of registered students was available to the researcher 

through the Student Union at NUI Galway.  As the majority of students are 

currently members of Generation Y, and students from all over the country 

attend the University, it was deemed an acceptable method to access a 

representative sample of the Generation Y student population.  The 

researcher sought ethical approval from the Universities Research Ethics 

Committee before contacting students (see also Section 7.7.4).  Once ethical 

approval was granted, the survey was distributed to the entire student body 

via the Student Union’s weekly email (see Appendix 7.1).  Distributing the 

survey to the entire student body ensured that the sample was randomly 

selected.  However, it must be noted that due to issues regarding 

confidentiality, the researcher was not able to directly access the email 

addresses of students.   Therefore, there was no way of knowing how many 

of the student population would have received this email.  Consequently, 

there is no response rate available for the student members of this survey.  

 

2. LinkedIn 

To access non-student members of Generation Y, the researcher distributed 

the survey through NUI Galway’s Alumni page on the LinkedIn social 

networking site.  The use of social networking sites (SNSs) to conduct 

research is becoming increasingly common.  In fact, SNSs are generating a 

research boom, as they enable researchers to study people they otherwise 

could not approach, or who may be difficult to access, offline (van Gilder 

Cooke, 2011).  LinkedIn is the world largest professional social network 

(LinkedIn, 2013), therefore it was an ideal social network to target non-

student members of Generation Y.  At the time of survey dissemination the 

University’s LinkedIn page had 7,300 members.  There were ten additional 

LinkedIn pages associated with the University.  These pages were all 

subgroups of the NUI Galway page, with a combined membership of 2,500 

individuals at the time of survey dissemination.  As the NUI Galway page 
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had by far the largest number of members and all other pages associated 

with the University are subgroups of this page, non-student respondents 

were recruited through the NUI Galway LinkedIn page.  Of the 7,300 

members, 3,100 were female and 4,200 were male (LinkedIn, 2013).  This 

was consistent with overall LinkedIn membership as there tends to be a 

greater number of male LinkedIn members than female members (LinkedIn, 

2013).  Of these 7,300 members, over 2,200 were members of Generation Y 

and 71% were living in Ireland (LinkedIn, 2013).  

 

Before contacting possible respondents, the researcher sought permission 

from NUI Galway’s Alumni office to recruit respondents via the LinkedIn 

page.  To recruit respondents, the researcher sent a message to group 

members (see Appendix 7.1).  A screening question included within the 

questionnaire eliminated those members who were not relevant for this 

study.  Every group member was contacted, which thereby gave every 

Generation Y group member a known chance of selection.  As the NUI 

Galway LinkedIn page is for Alumni only, this reduced the possibility of 

current NUI Galway students also being members.  

 

Therefore, the sampling frame for this study was all NUI Galway students 

and those who were members of the NUI Galway LinkedIn page.  

 

7.4.3 Selecting Sampling Techniques 

Chapter 4 presented the different sampling techniques that can be adopted 

when embarking on a research project.  Selecting a sampling technique aids 

the researcher as this ensures that only people in a particular sub group, 

rather than all possible people, are included in the research, which reduces 

the amount of data that needs to be collected (Saunders et al, 2012).  There 

are two types of sampling, probability sampling and non-probability 

sampling (Bryman and Bell, 2007).  Probability sampling was employed in 

this phase of the study to distribute the survey to Generation Y.  Probability 

sampling is defined as “a sampling procedure in which each element of the 

population has a fixed probabilistic chance of being selected for the sample” 
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(Malhotra, 2010 p. 411).  Employing probabilistic sampling is crucial when 

utilising multivariate analysis techniques, such as structural equation 

modeling, as it allows the researcher to measure and ensure that the sample 

is a good representation of the population (Khattree and Naik, 2000).  The 

researcher ensured the sample was representative of the survey population, 

by selecting the sample using random selection, which gave each unit an 

equal and known chance of being included in the sample.  Random selection 

is vital for statistical analysis because if samples are not randomly drawn 

from an identifiable population, statistical tests cannot be appropriately 

applied on the basis of making assumptions (Gaither and Glorfeld, 1985).  

Further, it was important that the data came from a probability distribution, 

as the researcher was employing parametric tests and this allowed for 

inferences to be made about the parameters of the distribution (Geisser and 

Johnson, 2006).  Therefore, random sampling was employed to ensure the 

sample was representative of, and that the findings were generalisable to, 

Generation Y.  This was important as generalisability, which refers to the 

extent to which the findings of a study can be applied to the entire 

population (Rentz, 1987), is a major concern when conducting research (Lee 

and Baskerville, 2003).  The suitability of the sample is a major contributor 

to the generalisability of research findings (Denscombe, 2002).  In this 

research, the population of interest was Generation Y.  The sample 

employed comprised of only those aged between 18 and 35 (Generation Y) 

and included both students and non-students.  Consequently, the entire age 

span of Generation Y was included in the sample.  Further, the literature 

states that samples must be representative of, or have characteristics that are 

significant for the analysis of the population (Denscombe, 2002).  In line 

with the research objectives, the population in this study was members of 

Generation Y who were from or live in Ireland.  Those who were included 

in the sample shared the characteristics of the Generation Y population (for 

example age, income and level of education).  Therefore, these results were 

expected to be representative of, and generalisable to, the population under 

study based on achieving a sufficient sample size.  The issue of an adequate 

sample size is deliberated in the following section.   
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7.4.4 Determining the Sample Size  

The sample size refers to the number of respondents needed for participation 

in a study (Malhotra, 2010).  According to Dillman (2007 p. 206) “the 

remarkable power of the sample survey is its ability to estimate closely the 

distribution of a characteristic in a population by obtaining information from 

relatively few elements in the population.”  With respect to managing 

sampling error, the larger the sample the greater the probability of 

producing a statistic that accurately typifies the population parameter being 

estimated (Churchill, 1991).  When determining the sample size, it is 

essential that the researcher strikes a balance between the sample being 

large enough to be representative of the entire population, while still 

ensuring that there are no problems associated with time constraints, 

monetary costs and access.  Malhotra (2010) suggests a number of factors 

that must be considered when determining the appropriate sample size for a 

study.  These include the nature of the study, the number of variables being 

tested, the analysis to be employed, samples used in previous studies of a 

similar nature, incidence and completion rates, and resource restrictions.  

SEM was employed in analysing the data collected in this phase of the 

research.  The ideal theoretical sampling size for conducting SEM has been 

the subject of much debate (Hair et al., 2006).  SEM is derived from 

asymptotic or large-sample theory, and therefore the sample size must be 

substantial enough to produce trustworthy parameter estimates and test 

statistics (Baumgartner and Homburg, 1996).  A sample size of greater than 

or equal to 200 has been proposed in the literature as being acceptable when 

employing SEM (Hoe, 2008).  As outlined above, when determining the 

sample size of a study, the average size of samples in similar studies should 

be considered (Malhotra, 2010).  Table 7.3 presents a summary table of the 

samples employed in twenty eight studies that focused on research areas 

related to this study (such as brand relationships, brand loyalty, branding, 

fashion and Generation Y).  Additionally, a number of these studies 

employed SEM in analysing the data.  As is evident from Table 7.3, these 

studies had samples ranging in size from 150 to 665 respondents.  The 

average size of the sample from these studies is 376 respondents.  
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Table 7.3 Samples Employed in Studies Related to the Current Topic  

Authors Sample 

Size 

Study 

Kinley et al. (2010) 665 Shopping behaviour, involvement, Generation Y. 

Parker et al. (2004) 620 Fashion consciousness. 

Pentecost and Andrews 

(2010) 

614 Fashion and generational cohorts. 

Grotts and Johnson 

(2013)* 

598 Generation Y, status consumption (web-based 

surveys via email). 

Erdogmus and Büdeyri-

Turan (2012)* 

564 Generation Y, brand loyalty, perceived quality, 

Fashion. 

Lertwannawit and 

Mandhachitara (2012)* 

496 Fashion consciousness and status consumption.  

O’Cass (2004) 478 Fashion clothing consumption. 

Kim et al. (2008)* 476 Brand loyalty (employed web-based surveys). 

Kim and Hong (2011)* 462 Fashion leadership and hedonic motivations. 

Goldsmith and Newell 

(1997) 

457 Innovativeness and price sensitivity (to fashion). 

Khare et al. (2012) 397 Self-esteem, fashion involvement, social 

influence. 

Joung and Miller (2006) 389 Fashion, self-esteem. 

Bakewell et al. (2006) 346 Generation Y fashion consciousness. 

Carroll and Ahuvia 

(2006)* 

334 Brand love, self-expressive brand, WOM. 

Clark and Goldsmith 

(2006) 

326 Interpersonal influence and innovativeness in 

brand consumption. 

Vieira (2009) 315 Fashion clothing involvement. 

Souiden et al. (2011)* 313 Consumption of branded fashion accessories.  

Michon et al. (2007)* 312 Shopping experience and fashion leaders and 

followers. 

Goldsmith et al. (1999) 283 Fashion innovativeness and the self-concept. 

Cho and Workman (2011)* 277 Gender, fashion innovativeness and opinion 

leadership. 

Carpenter and Fairhurst 

(2005)* 

276 Consumer shopping value, satisfaction and loyalty 

for retail apparel brands. 

Liu et al. (2012)* 264 Self-congruity, brand attitude, brand loyalty, brand 

image. 

Goldsmith et al. (2012)* 258 Clothing, brand loyalty, consumer behaviour. 

(employed online survey). 

Ismail and Spinelli (2012) 250 Brand love, brand image, WOM, fashion brands, 

brand identity. 

Foscht et al. (2009) 242 Generation Y, loyalty. 

Phau and Lo (2004) 225 Self-concept, fashion innovators. 

Bahng et al. (2013) 185 Apparel shopping orientation, brand preferences. 

Kang and Park-Poaps 

(2010) 

150 Shopping motivations, fashion Leadership. 

* These studies employed SEM 

 

Dillman (2007), Malhotra (2010) and Saunders et al. (2012) provide 

additional advice for determining the size of sample.  Dillman (2007) 

advises that once the size of a population gets into the tens of thousands, 

there is virtually no difference in the sample size needed to achieve a given 

level of precision.  Given a population size of 1.3 million people (the size of 
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Generation Y in Ireland), 385 completed questionnaires in a random sample 

can achieve an estimate of the true population.  This sample size assumes 

maximum heterogeneity (a 50/50 split in the variance of the possible 

answers from the population) and 95% confidence that the sample estimate 

of this population is within plus or minus five percentage points of the true 

population (Dillman, 2007).  Maximum variance was assumed in this 

research as Generation Y consumers were aged between 18 and 35 years (at 

the beginning of 2013) and therefore were at various different stages in their 

lives.  Consequently, the greater the variation in the population, the larger 

the sample size needed to make population estimates (Dillman, 2007).  

According to Saunders et al. (2012), assuming that only 50% of the sample 

will belong to the specified category, with a confidence level of 95% and a 

5% margin of error, the minimum sample size that needed be achieved was 

also 385 completed questionnaires.  Finally, in line with Mahotra’a (2010) 

suggestions, and once again assuming the maximum possible variation in 

the population, the minimum sample size for the population of Generation Y 

in Ireland was also 385 fully completed responses.  Therefore, the minimum 

sample size and number of fully completed surveys needed for this research 

was set at 385 responses.  

 

7.4.5 Executing the Sampling Process 

The purpose of this stage of the sampling process was to identify and make 

all of the sampling decisions made in the previous four sections operational.  

Table 7.4 outlines the decisions made in the sampling process, which 

resulted in its execution.  A discussion of the method utilised to collect the 

data from this sample follows.  
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Table 7.4 Executing the Sampling Process 

Sampling Decision Sampling Decision taken in this Study 

Population Members of Generation Y 

Frame All registered students with an email account at NUI 

Galway and all members of the University’s Alumni 

LinkedIn group.  

Time March-May 2013 

Technique Probability Sampling – Random Sample  

Size Minimum 385 

 

7.5 Data Collection Method 

The revised conceptual framework and research hypotheses that were both 

presented in Chapter 6 were measured with the use of an online survey 

questionnaire.  A questionnaire refers to a set of questions that give a 

quantitative report of the trends, attitudes or opinions of the sample 

(Creswell, 2009).  

 

In recent years, the use of web-based surveys has grown substantially 

(Ganassali, 2008).  The growth of online surveys has been driven by 

increased availability and access to the Internet, with, for example, 77% of 

the adult population in Ireland now using the Internet (Internet World Stats, 

2012).  Web-based surveys offer numerous advantages and opportunities 

when collecting data (Deutskens et al., 2004).  These advantages include 

low cost, faster response times and satisfactory response rates in comparison 

to questionnaires delivered by ‘classical’ mail (Ganassali, 2008; Ilieva et al., 

2002).  The literature suggests that online questionnaires furnish more 

complete information than traditional surveys conducted via mail (Ilieva et 

al., 2002).  Moreover, online survey research capitalises on the access the 

Internet offers to groups and individuals who would be difficult or 

impossible to research through other channels (Garton et al., 1999; 

Wellman, 1997; Wright, 2005).  By using online surveys the researcher may 

also evade data quality problems such as social desirability bias (Fricker et 

al. 2005) or survey ‘satisficing’ patterns (Skitka and Sargis 2005).  

Furthermore, online questionnaire software packages offer numerous 

aesthetic features which ensure the questionnaire looks appealing to the 

respondents.  Additionally, Generation Y consumers are technology savvy 
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individuals who are not only comfortable with this medium, but are also 

more like to use, and rely on, the Internet in their daily lives (Cisco, 2012; 

Yeaton, 2008).  Therefore, contacting respondents online was particularly 

suitable for a study of Generation Y.  

 

Although the advantages online surveys hold over traditional survey 

methods are clear, they also have disadvantages that must be appraised 

when deciding to use them.  One of the major disadvantages related to 

conducting online research is that researchers may experience problems 

with sampling (Andrews et al., 2003; Howard et al., 2001).  For example, 

one limitation is that apart from basic demographic variables, it may be 

difficult to obtain information relating to the characteristics of members of 

online communities (Dillman, 2007; Stanton, 1998).  Additionally, online 

surveys are associated with low response rates (Nulty, 2008).  However, 

despite these limitations, which the researcher sought to minimise (see 

Section 7.7.5), for the purposes of this research online surveys were 

appropriate as they enabled the researcher to access respondents spanning 

the entire age group of Generation Y, and not just students.  Further, the 

researcher had access to respondents who came from different areas of 

Ireland (see Appendix 5.1), and therefore the research was not limited to 

one geographical location.  As the data collection method has been 

discussed, the data collection instrument is outlined in the following section.  

A discussion of the measurement scales employed in this study is also 

offered. 

 

7.6 Data Collection Instrument and Measurement Scales 

Selection 

The data collection instrument utilised in this research phase was an online 

questionnaire conducted through the Survey Monkey web hosting service.  

The questionnaire was then distributed to Generation Y students and alumni 

via the NUI Galway Student Union email, and by private mail to members 

of the NUI Galway LinkedIn page.  Within this section a number of aspects 
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of the data collection instrument are discussed.  The first section discusses 

the selection of the item scales that were included in the questionnaire to 

measure Generation Y consumers’ fashion brand relationships, and begins 

with an overview of the process employed in selecting the scales utilised to 

measure the constructs in this research.  The twelve scales selected to 

measure the components of fashion brand relationships are then described.  

These components are set out in Figure 7.3, which presents the revised CF 

originally presented in Chapter 6.  All aspects of the scales selected to 

measure these constructs are discussed.  The reliability of the measures is 

also reported.  Adopting measures from various sources meant that there 

were inconsistencies in the number of points on the Likert-scales employed 

per scale (i.e. five and seven point scales).  Measures adopted in this 

research utilised both five and seven point Likert-scales in the extant 

literature.  In adopting these scales the researcher retained the original five 

and seven point formats of the scales.  Before the measures selected for this 

study are discussed, the scale selection process and the relevance of the use 

of Likert-scales are deliberated.   

 

Figure 7.3 The Revised Conceptual Framework 

 

 

 

 

 

 
 

+ = positive hypothesised relationships; - = negative hypothesised relationships 
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7.6.1 Scale Selection Process 

All the measurement scales adopted in this study had been formulated and 

validated in the extant literature.  In using rigourously prepared instruments 

previously tested in earlier studies, the researcher sought to optimise the 

content validity of the questionnaire (Juristic and Azevedo, 2011).  

Adopting this approach also increased the researcher’s confidence in the 

reliability of the measures as they were all previously empirically tested and 

validated in the extant literature (Juristic and Azevedo, 2011).  Bearden et 

al.’s (2011) criteria for scale inclusion guided the selection of appropriate 

scales.  These criteria were employed by Bearden et al. (2011) to evaluate 

the validity and reliability of regularly utilised marketing scales.  The five 

criteria for scale inclusion were that: 

 

 the scale measure had reasonable theoretical base and/or conceptual 

definition; 

 the scale measure was composed of several (i.e. two or more) items 

or questions; 

 the scale measure was developed with the marketing or consumer 

behaviour literature or was used in or relevant to the marketing or 

consumer behaviour literature; 

 at least some scaling procedures were employed in scale 

development; and 

 estimates of reliability and validity existed (Bearden et al., 2011 p. 

2). 

 

As an example of these criteria, Carroll and Ahuvia’s (2006) measure of 

WOM is presented.  This measure had a strong conceptual definition from 

Westbrook’s (1987) study on affective responses and post-purchase 

processes.  This measure consists of multiple (four) items.  The scale was 

developed with both the marketing and consumer brand relationship (CBR) 

literature in mind, with the focus of study being brand love.  Extensive 

pretesting was undertaken in the development of this scale as four separate 

pretests contributed to the refinement of the scales employed in their study.  
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Finally, the author’s produced estimates of reliability and validity.  

 

This scale employed by Carroll and Ahuvia (2006) was a Likert-scale, as 

were all of the scales used in this study. Therefore, the relevance of the 

Likert scale as a measurement instrument is deliberated in the following 

section. 

 

7.6.2 The Likert Scale as a Measuring Instrument 

Likert-scales were employed to measure the constructs in this study.  Likert-

scale questions collect attitudinal data and allow respondents to illustrate 

how strongly they agree or disagree with a statement (Jamieson, 2004; 

Saunders et al., 2012).  Likert scale questions are well suited to the use of 

Survey Monkey as this survey package ensured that the spacing between 

answer choices was consistent and the researcher was also able to make sure 

that the scales were displayed in the same direction throughout the 

questionnaire (Dillman, 2007).  This provided a consistency throughout, 

reduced the possibility of respondent confusion, and increased the 

attractiveness of the questionnaire (Dillman, 2007).  This also facilitated 

ease of completion, and aimed to reduce non-response and drop out rates 

(Dillman, 2007).  There has been much debate in the literature over the 

effects variations in rating scale formats have on responses, particularly 

relating to the number of response categories (Preston and Colman, 2000).  

In current practice, the majority of rating scales comprise either five or 

seven response categories (Preston and Colman, 2000).  According to 

Jamieson (2004), when using Likert-scales, five point responses ranging 

from ‘strongly disagree’-‘strongly agree’ are typically adopted; however 

seven points are also acceptable.  In terms of respondent preference, scales 

with five and seven response categories have also been found to be 

relatively easy to use (Preston and Colman, 2000).  Moreover, it has been 

argued that there is no fixed relationship between the validity or reliability 

of a question and the number of points on a Likert-scale (Jacoby and Mattel, 

1971).  Pre-existing and highly validated five–point and seven-point scales 

were used in this study.  These scales were adopted as they were originally 
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developed in the literature hence, if the scale was developed as a five-point 

Likert-scale, this is how the scale that was employed in this study.  Where 

the scale was originally developed as a seven-point Likert-scale, a seven-

point scale was used.  The scales employed in this study are presented in 

Table 7.5 in the order in which they appear in the revised CF (see Figure 

7.3).  As all of these constructs were either distinct dependent or 

independent variables, it was not necessary to standardise these scales in 

this study.  Justification for the selection of these scales follows.  

 

Table 7.5 Scales Employed in this Study 

Section Scale Source 

7.6.3 Fashion Consciousness Parker et al. (2004) 

7.6.4 Self-Esteem* Rosenburg (1965) 

7.6.5 Susceptibility to Interpersonal Influence* Bearden et al. (1989) 

7.6.6 (Online) Social Network Influence* Pagani et al. (2011) 

7.6.7 Price Sensitivity* Goldsmith and Newell (1997) 

7.6.8 Brand Tribalism Veloutsou and Moutinho (2009) 

7.6.9 Self-Expressive Brand* Carroll and Ahuvia (2005) 

7.6.10 Perceived Quality/Value* Netemeyer et al. (2004) 

7.6.11 Satisfaction Oliver (1980) 

7.6.12 Brand Love Carroll and Ahuvia (2006) 

7.6.13 Brand Loyalty Yoo and Donthu (2001) 

7.6.14 Word-of-Mouth Carroll and Ahuvia (2006) 

* = Variables added following the Narrative Analysis.  
 

7.6.3 Fashion Consciousness 

As originally described in Chapter 3, fashion consciousness refers to a 

person’s degree of involvement with the styles or fashion of clothing (Nam 

et al., 2007 p. 103).  The purpose of this scale was to measure the levels of 

fashion consciousness amongst Generation Y consumers.  After a 

comprehensive review of the extant literature, the fashion consciousness 

scale chosen was the modified version of Shim and Gehrt’s (1996) scale, as 

used by Parker et al. (2004).  Shim and Gehrt’s scale had a reported 

coefficient alpha of 0.70.  Parker et al. reported a coefficient alpha of 0.83.  

In line with Parker et al. (2004), responses were measured on a seven-point 

Likert-scale.  This scale measured respondents’ fashion consciousness by 

seeking to chart; for example, what was more important to respondents 

when they must choose between style and comfort. This statement echoed 

comments from the participants of the Narratives, which provided additional 



Chapter 7                                                 Quantitative Research Methodology 

  235 

justification for the selection of this scale.  For example, Laura and Aoife 

spoke about how style is more important than comfort when they are 

socialising and in University.  A quote from Aoife provides an example of 

this: “When you are going out you wear high shoes and short skirts, you’re 

definitely sacrificing comfort for style.”  Aoife, Roisin and Niamh also 

spoke of how they choose style over comfort when they are in University.  

 

Additional fashion consciousness scales were considered for this research, 

such as the Gould and Stern (1989) measure, which is a scale that has been 

updated and extended in subsequent studies (Bakewell et al, 2006; 

Pentecost and Andrews, 2010).  However, due to the length of this scale 

(between thirty-five and thirty-eight items), and the fact that the study 

incorporates multiple scales rather than this single scale, there were 

significant concerns about it being a possible source of respondent fatigue.  

Hence, this scale was not appropriate for this research.   

 

The four fashion consciousness scale items are presented in Table 7.6. 

 

Table 7.6 Fashion Consciousness Scale 

Construct Fashion Consciousness 

Taken from Parker, Hermans and Schaefer (2004) 

(7-point scale: Strongly Disagree-Strongly Agree) 

  

1. I usually have one or more outfits that are of the very latest style. 

2. When I must choose between the two, I usually dress for style, not comfort. 

3. An important part of my life and activities involves dressing stylishly. 

4. Fashionable, attractive styling is very important to me.  

 

Reported Reliability 

Parker et al. (2004) 

Cronbach’s alpha = 0.83 

  

7.6.4 Self-Esteem 

As set out in Chapter 5, self-esteem refers to the feelings a person may have 

about their worth or how they value themselves (Rosenberg, 1979).  The 

Rosenberg Self-Esteem Scale (RSE) (Rosenberg, 1965) was selected to 

measure this construct.  The RSE scale is the most widely used instrument 

to assess self-esteem (Mruk, 2006).  Self-esteem is a component of the self-

concept, and at a basic level, is the set of thoughts and feelings, whether 
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positive or negative, that an individual has about their worth and importance 

(Rosenberg, 1965).  Therefore, self-esteem represents the positive or 

negative attitudes that a person may hold towards themself.  The RSE scale 

(1965) is a unidimensional instrument that captures an individuals’ 

perceptions of their own worth.  Operationalised on a five-point ranking 

scale and anchored with the responses ‘Strongly Disagree’ and ‘Strongly 

Agree’, this scale consists of ten-items, of which five are positively worded 

and five are negatively worded.  The RSE scale has received more 

psychometric analysis and empirical validation than any other measure of 

self-esteem (for example, Byrne, 1996; Gray-Little et al., 1997; Greenberger 

et al., 2003; Martín-Albo et al., 2007; Wylie, 1989), with Gray-Little et al. 

(1997 p. 450) concluding that the RSE scale is both a reliable and valid 

measure of self-worth that “deserves its widespread use and continued 

popularity.”  

 

The scale items are presented in Table 7.7, with their reported reliability.  

 

Table 7.7 Self-Esteem Scale 

Construct Self-Esteem 

Taken from Rosenburg (1965) 

(5-point scale: Strongly Disagree- Strongly Agree) 

  

1. On the whole, I am satisfied with myself. 

2. At times I think I am no good at all. (*) 

3. I feel that I have a number of good qualities. 

4. I am able to do things as well as most other people. 

5. I feel I do not have much to be proud of. (*) 

6. I certainly feel useless at times. (*) 

7. I feel that I’m a person of worth, at least on an equal plane with others. 

8. I wish I could have more respect for myself. (*) 

9. All in all, I am inclined to feel that I am a failure. (*) 

10. I take a positive attitude toward myself. 

* = Reverse coded items. 

Reported Reliability: (For example: 

Gray-Little et al., 1997; 

Greenberger et al., 2003; Robins et 

al., 2001) 

Coefficient alpha of subsequent studies in the 

range of 0.77 to 0.90 

 

7.6.5 Susceptibility to Interpersonal Influence 

As previously set out in Chapter 5, the influence of other people may have a 

significant impact on an individual’s behaviour (Bearden et al, 1989).  A 
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consumer’s susceptibility to this interpersonal influence (SUSCEP) is a 

characteristic that may vary from one person to another (Bearden et al, 

1989).  Bearden et al.’s (1989) scale was adopted in this research to 

measure SUSCEP.  The scale consists of twelve positively worded items 

operationalised on a seven-point rating scale.  The rating scale is anchored 

by the statements ‘Strongly Disagree’ and ‘Strongly Agree’, where 

‘Strongly Disagree’ is equal to one and ‘Strongly Agree’ is equal to seven.  

The twelve items reflect two correlated aspects of SUSCEP: normative and 

informational influence.  In Bearden et al.’s (1989) study, CFA supported 

the stability of the measures, with the dimensionality and validity of the 

scales being further examined and confirmed by the authors in a following 

study in 1990.  Subsequent studies, such as Bearden and Rose (1990), Clark 

and Goldsmith (2006), Luo (2005), Rose et al., (1992), and Wooten and 

Reed, (2004), have provided further validation for this scale.  In the original 

study, coefficient alpha estimates were above the recommended levels at 

0.82 for informational factors and 0.88 for normative factors (Bearden et al, 

1989).  These scale items are presented in Table 7.8.   

 

Table 7.8 Susceptibility to Interpersonal Influence Scale 

Construct Susceptibility to Interpersonal Influence 

Taken from Bearden, Netemeyer and Teel (1989) 

(7-point scale: Strongly Disagree-Strongly Agree) 

  

1. I often consult other people to help choose the best alternative available in a product 

class. 

2. If I want to be like someone, I often try to buy the same brands that they buy. 

3. It is important that others like the products and brands I buy. 

4. To make sure I buy the right product or brand, I often observe what others are 

buying and using. 

5. I rarely purchase the latest fashion styles until I am sure my friends approve of them. 

6. I often identify with other people by purchasing the same products and brands they 

purchase. 

7. If I have little experience with a product, I often ask my friends about the product. 

8. When buying products, I generally purchase those brands that I think others will 

approve of. 

9. I like to know what brands and products make a good impression on others. 

10. I frequently gather information from friends or family about a product before I buy. 

11. If other people can see me using a product, I often purchase the brand they expect 

me to buy. 

12. I achieve a sense of belonging by purchasing the same products and brands that 

others purchase. 

 

Reported Reliability 

Bearden et al. (1989) 

Cronbach’s alpha reliability coefficients =  

Normative measures: 0.88 

Informational measures: 0.82 
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7.6.6 (Online) Social Network Influence 

The importance of (online) social networking sites (SNSs) in the lives of 

Generation Y consumers came to light during the Narratives, after which it 

was deemed necessary to include this construct in this research.  As 

described in Chapter 5, SNSs are “web-based services that allow individuals 

to (1) construct a public or semi-public profile within a bounded system (2) 

create a list of other users with whom they share a connection, and (3) view 

and navigate their list of connections and those made by others within the 

system” (Pagani et al., 2011 p. 443).  These SNSs allow users to 

communicate and interact with others (Dennis et al., 2010), and also share 

the content they create with their networks to allow self-expression and self-

presentation (Wilcox and Stephen, 2012).  The primary purpose of SNSs is 

to publish and share this content, and as a result, viewing and posting are 

core aspects of being part of a SNS (Pagani et al., 2011).  The purpose of 

this scale was to measure the influence that posting, viewing and sharing of 

content on SNSs has on consumers.  Pagani et al.’s (2011) measure of the 

use of SNSs was selected to measure this construct.  This multidimensional 

instrument consists of fourteen items that load onto three factors: vicarious 

innovativeness, self-identity expressiveness and social identity 

expressiveness.  Vicarious innovativeness refers to how through learning 

and imagination, consumers acquire knowledge about products (Pagani et 

al., 2011).  Self-identity expressiveness “denotes how and to what extent 

consumers use SNSs to display their own identities and values” (Pagani et 

al., 2011 p. 445).  Finally, social-identity expressiveness refers to how 

people can “communicate verbally and skillfully when engaging with others 

in social interactions” (Pagani et al., 2011 p. 445).  

 

The responses to this scale were measured on a five-point rating scale, 

anchored by the statements ‘Strongly Disagree’ (=1) and ‘Strongly Agree’ 

(=5).  SNSs and social media are relatively new in the marketing literature, 

and to date the majority of research conducted on these mediums has been 

carried out qualitatively (for example, McCormick and Livett, 2012).  One 
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possible alternative method of measuring (online) social network influence 

(SNI) was to firstly, gauge the amount of time respondents spend on SNSs, 

and following this, measure the strength of a respondents social ties and 

explore the relationship between social ties and SUSCEP (Granovettor, 

1973; Bearden et al., 1989).  Those who spent more time on SNSs, had 

stronger social ties and a greater SUSCEP, may then be more SUSCEP of 

others through SNSs.  However, Pagani et al.’s (2011) study fits the purpose 

of the inclusion of this measure in this study and also suits the study of 

fashion brands.  Therefore, Pagani’s measure was selected to measure SNI.  

 

This scale was found to be reliable in Pagani et al.’s (2011) study. A full list 

of the scale items and their reliability is presented in Table 7.9.  

 

Table 7.9 (Online) Social Network Influence Scale 

Construct Social Network Influence 

Taken from Pagani, Hofacker and Goldsmith (2011) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Vicarious Innovativeness 

1. I am interested in social networks. 

2. I use social networks less than my friends.* 

3. I would subscribe to a new social network. 

4. I am first among my friends to learn about new social networks. 

5. I know more about new social networks than others. 

6. I am interested in new social networks for their advantages. 

7. I think about benefits and advantages of new social networks. 

8. If I learn that a new social network is easy, I would be interested in it. 

 

Social Identity Expressiveness 

9. I often talk to others about social networks. 

10. I often show the social network messages and photos to others. 

11. Other people are often impressed by the way I use social networking sites. 

 

Self-Identity Expressiveness 

12. Using social networking sites is part of how I express my personality. 

13. I use social networks services to express my personal values. 

14. I use social networks to express who I want to be. 

 * = Reverse coded items 

Reported Reliability 

Pagani et al. (2011) 

Cronbach alpha of between: 0.70 and 0.89. 

 

7.6.7 Price Sensitivity 

As is evident from Table 7.4, price sensitivity was added to this study 

following the Narratives due to the prevalence of this construct in the 
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findings.  As outlined in Chapter 5, price sensitivity refers to how a 

consumer reacts to prices levels and to changes in these price levels 

(Goldsmith and Newell, 1997).  A consumer who is highly price sensitive 

will display less demand when the price increases.  This construct was 

measured by utilising a revised scale originally empirically tested by 

Goldsmith (1996) in his study of price sensitivity and fashion 

innovativeness.  This four-item revised scale was found to be valid and 

reliable in subsequent research by Goldsmith and Newell (1997) and 

Goldsmith et al. (2010), with these studies reporting Cronbach’s alpha 

coefficients of 0.73 and 0.75 respectively for the single factor.  Taking the 

revised four-item scale as employed by Goldsmith and Newell (1997), 

responses were ranked on a five-point Likert scale and anchored with 

‘Strongly Disagree’ and ‘Strongly Agree’.  

 

An alternative scale considered during the selection of this measure was 

Erdem et al.’s (2002) two-item measure of price sensitivity.  This scale 

measured price sensitivity by asking if “price varies a lot between brands in 

the product class” and “when making choices in this product category, I am 

sensitive to how much I pay.”  However, Goldsmith and Newell’s (1997) 

scale was deemed to be more relevant for this research as this scale was 

originally developed specifically to explore price sensitivity for fashion.  

Consequently, it was not necessary to make any adaptions to the items. 

 

Furthermore, the items in this scale were supported by comments 

participants made during the Narratives about the importance of price.  For 

example, some participants spoke how price is the most important factor 

when shopping.  Stephanie, Declan and Julie spoke of how financial 

commitments and less disposable income meant they were more price-

sensitive.  Student participants spoke of how price is a concern as they have 

limited income.  Lisa illustrates this point: “For a college student price 

outweighs everything.”  A full list of the items and the scale’s reported 

reliability is presented in Table 7.10.   
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Table 7.10 Price Sensitivity Scale 

Construct Price Sensitivity 

Taken from Goldsmith and Newell (1997)  

(5-point scale: Strongly Disagree-Strongly Agree) 

  

1. I am less willing to buy new fashions if I think that they will be high in price. (*) 

2. I know that new fashions are likely to be more expensive than older ones, but 

that doesn’t matter to me.  

3. In general, the price or cost of buying new fashions is important to me. (*) 

4. I don’t mind paying more to try out a new fashion brand. 

 * = Reverse coded item 

Reported Reliability: 

Goldsmith and Newell (1997) 

Coefficient alpha = 0.73 

 

7.6.8 Brand Tribalism 

As discussed in Chapter 3, brand tribes represent “a network of societal 

micro-groups in which individuals share strong emotional links, a common 

sub-culture and a vision of life” (Veloutsou and Moutinho, 2009, p. 316).  

Tribal consumers use products and brands for their own purposes, as well as 

a medium to help define themselves and express their identities within 

society (Lannon, 1995).  The purpose of this scale was to measure the 

existence of fashion brand tribes.  Veloutsou and Moutinho’s (2009) brand 

tribalism scale was selected for this research.  This brand tribalism scale 

was a multidimensional instrument, consisting of sixteen items loading onto 

five factors.  The five factors were: degree of fit with lifestyle, passion in 

life, reference group acceptance, social visibility of brand and collective 

memory.  Responses were measured on a five-point rating scale, anchored 

with the responses ‘Strongly Disagree’ and ‘Strongly Agree’.  This scale 

evaluated brand tribalism by measuring, for example, the extent to which 

the consumer feels the brand is right for them, or the extent to which the 

brand contributes to the respondent’s life.  A full list of the items is 

presented in Table 7.11.  This scale was found to be reliable in the original 

study, with Cronbach’s Alpha utilised to test for internal consistency 

(Veloutsou and Moutinho, 2009).  All the constructs were internally 

consistent and were found to measure the construct intended (Veloutsou and 

Moutinho, 2009).  As brand tribalism is a relatively new concept in the 

marketing literature, it is lacking in empirical research.  However, this entire 

scale was further validated and found to be reliable in a subsequent study by 
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Juristic and Azevedo (2011), who applied this scale to the mobile 

communications industry.  

 

Table 7.11 Brand Tribalism Scale 

Construct Brand Tribalism 

Taken from Veloutsou and Moutinho (2009) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Degree of fit with lifestyle 

1. This brand is right for me. 

2. Using this brand does something good for me. 

3. This brand fits my image. 

4. This brand is related to the way I perceive life. 

 

Passion in Life 

5. This brand makes a contribution in life. 

6. There is something about this brand that goes beyond its tangible characteristics. 

 

Reference Group Acceptance 

7. I would buy this brand because I am sure that my friends approve of it. 

8. I am very loyal to this brand because my friends use it. 

9. My friends buy this brand and I buy it too just because I want to be like them. 

10. I achieve a sense of belonging by buying the same brand my friends buy. 

11. I often discuss (talk) with friends about this brand. 

 

Social Visibility of Brand 

12. Wherever I go, this brand is present. 

13. I know of many people who own/use this brand. 

14. I know that people feel good about this brand. 

 

Collective Memory 

15. When my friends buy this product they consider this purchase. 

16. When my friends buy this product they choose this brand. 

 

Reported Reliability 

Veloutsou and Moutinho (2009) 

Cronbach alpha in excess of 0.70. 

 

7.6.9 Self-Expressive Brand 

As outlined in Chapter 5, self-expressive brand is defined as “the 

consumer’s perception of the degree to which the specific brand enhances 

one’s social self and/or reflects one’s inner self” (Carroll and Ahuvia, 2006 

p. 82).  Therefore, self-expressive brand refers to how a brand fits with an 

individual’s self-concept and allows them to express themself (Loureiro et 

al., 2012).  The purpose of this scale was to measure the importance of self-

expressive brands for Generation Y in relation to fashion brands.  Carroll 

and Ahuvia’s (2006) measure of self-expressive brand was adopted in this 

research.  This scale consists of 8 items, measured on five-point Likert 
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scales with the anchors ‘Strongly Disagree’ and ‘Strongly Agree’.  For 

Carroll and Ahuvia’s (2006) scale, separate items were developed for two 

potential dimensions of self-expressive brand: (i) the brand reflects the inner 

self and (ii) the brand enhances the social self.  These two scales reflected a 

single factor that demonstrated self-expressive brand (Carroll and Ahuvia, 

2006). 

 

Kim et al.’s (2001) self-expressive brand scale was also considered for 

inclusion in this study.  Kim et al. (2001) employed 3 items to measure this 

construct; however, it was not selected for inclusion in this study.  Carroll 

and Ahuvia’s (2006) scale was more applicable for this research as a 

number of items in this self-expressive brand scale resembled statements 

participants made during the course of the Narratives.  For example, 

participants spoke about the social role a self-expressive brand may play in 

their lives. James, Roisin, Emese, Antoinette, Laura, Aidan and Kieran all 

spoke of the impact self-expressive brands have on the opinions people may 

have of them. A statement from Kieran illustrates this:  “I’d buy a Breitling 

watch again, because everybody comments on my watch. I like that […] it 

makes me feel good […] a lot of people have never heard of Breitling so it 

says something about me.”  This scale was found to be reliable by Carroll 

and Ahuvia (2006) with a reported reliability of 0.94 for the one factor 

scale. A full list of the items is presented in Table 7.12.  

 

Table 7.12 Self-Expressive Brand Scale 

Construct Self Expressive Brand 

Taken from Carroll and Ahuvia (2006) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

1. This brand symbolises the kind of person I really am inside. 

2. This brand reflects my personality. 

3. This brand is an extension of my inner self. 

4. This brand mirrors the real me. 

5. This brand contributes to my image. 

6. This brand adds to a social ‘role’ I play. 

7. This brand has a positive impact on what others think of me. 

8. This brand improves the way society views me. 

 

Reported Reliability 

Carroll and Ahuvia (2006) 

Coefficient alpha = 0.94 
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7.6.10 Perceived Quality/Value 

As is evident from Table 7.4, the Narratives informed the inclusion of the 

construct perceived quality/value (PQ/V) in this study.  As previously 

defined in Chapter 5, perceived quality (PQ) is “the customer’s judgment of 

the overall excellence, esteem, or superiority of a brand (with respect to its 

intended purposes) relative to alternative brand(s)” (Netemeyer et al., 2004 

p. 210).  Perceived Value (PV) refers to “the customer’s overall assessment 

of the utility of the brand based on perceptions of what is received (e.g., 

quality, satisfaction) and what is given (e.g., price and nonmonetary costs) 

relative to other brands” (Netemeyer et al., 2004 p. 211).  Netemeyer et al.’s 

(2004) PQ/V scale was selected to measure this construct.  Consistent with 

the theoretical and empirical findings of their study, Netemeyer et al. (2004) 

formed an eight-item PQ/V factor, which supported the suggestion that, in 

consumer’s minds, there is likely to be little or no distinction between PQ 

and PV for a brand (Aaker, 1996; Holbrook and Corfman, 1985; Netemeyer 

et al., 2004).  This eight-item one factor scale consisted of four items 

measuring PQ, and four items measuring PV.  The responses were measured 

on seven-point Likert scales anchored with ‘Strongly Disagree’ and 

‘Strongly Agree’. In developing this measure, the authors empirically tested 

scales for PQ and PV, before combining the four items for PQ and four 

items for PV into one factor.  Netemeyer et al. (2004) then compared the 

one factor structure to a two-factor structure with PQ and PV modeled as 

separate, but correlated factors.  There was no evidence of discriminant 

validity for the two-factor model (Fornell and Larcker, 1981), and as such 

Netemeyer et al. (2004) formed an eight-item PQ/V single factor scale, 

which was found to be reliable (Netemeyer et al., 2004).  

 

Alternative measures were considered to measure this construct.  For 

example, Strizhakova et al.’s (2008) quality scale was explored.  However 

this measure focuses on the importance of the brand name in conveying 

quality rather than the importance of quality in the purchase of a brand, and 

therefore, was not appropriate for this study.  Yang and Peterson’s (2004) 

PV scale was also considered for this study.  However, as this scale was 
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developed for a study of shopping in an online environment, some of the 

items were not appropriate for this study.  For example, the item “Compared 

to alternative companies, the company provides more free services.”  

Therefore, this scale was not employed in this study. 

 

For clarity, to limit possible sources of confusion, and as respondents 

selected a brand, rather than being provided with a brand, the researcher 

revised the items in this scale.  For example, the item “compared to other 

brands of (products), (brand name) is very high quality” was adapted 

slightly to “compared to other fashion brands, this brand is of very high 

quality.” A full list of the items and the reported reliabilities are presented 

in Table 7.13. 

 

Table 7.13 Perceived Quality/Value Scale 

Construct Perceived Quality/Value 

Adapted from Netemeyer, Krishnan, Pullig, Wang, Yagci, Dean, Ricks 

and Wirth, (2004) 

(7-point scale: Strongly Disagree-Strongly Agree) 

 Perceived Quality 

1. Compared to other fashion brands, this brand is of very high quality. 

2. This brand is the best fashion brand in its product class.  

3. This brand consistently performs better than all other fashion brands. 

4. I can always count on this fashion brand for consistent high quality.  

 

Perceived Value 

5. What I get with this fashion brand is worth the cost. 

6. All things considered (price, time, and effort), this fashion brand is a good buy. 

7. Compared to other fashion brands, this brand is good value for the money. 

8. When I use this fashion brand, I feel I am getting my money’s worth. 

  

Reported Reliability 

Netemeyer et al. (2004) 

Coefficient alphas of 0.95 and 0.96. 

 

7.6.11 Satisfaction 

Customer satisfaction refers to a consumer’s sense that consumption fulfills 

some need, desire, goal, or so forth and in a pleasurable way (Oliver, 1999 

p. 34).  The purpose of this scale was to measure the levels of satisfaction 

consumers have for fashion brands.  After extensively reviewing the 

measures of satisfaction available in the extant literature, Oliver’s (1980) 

satisfaction scale was employed to measure this construct.  This scale 

measures consumer satisfaction with three items, ranked on a five-point 
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scale.  Supporting the selection of this measure of satisfaction, this scale has 

been found to be reliable in subsequent studies (for example, Bodet, 2008; 

Chiou and Droge, 2006).  

 

A number of alternative scales were considered to measure this construct.  

For example, Halloway, (1996) was examined for inclusion in this study, 

and although it was found to be valid and reliable, this single item scale did 

not meet the criteria for scale selection employed in this study, i.e. the scale 

must be composed of multiple items or questions (Bearden et al., 2011).  

Bloemer and Kasper’s (1995) measure was also considered, however their 

study requires respondents to gauge their own levels of satisfaction, for 

example, respondents were asked to answer the following statement 'how 

much are you (dis)satisfied in terms of a percentage varying from 0% to 

100%'.  This scale was not utilised as the researcher aimed to avoid possible 

sources of respondent confusion.  Additional satisfaction scales, such as 

Yang and Peterson (2004) and Yi and La (2004) were also considered for 

this study.  However these measures were too context specific (i.e. online 

shopping and a service setting) and as a result, were not appropriate for this 

study. 

 

The chosen measure and the reported reliability from Oliver (1980) are 

presented in Table 7.14. 

 

Table 7.14 Satisfaction Scale 

Construct Satisfaction 

Taken from Oliver (1980) 

(5-point scale: Strongly Agree-Strongly Disagree) 

  

1. I am happy about my decision to choose this brand. 

2. I believe I did the right thing when I used this brand. 

3. Overall, I am satisfied with the decision to use this brand. 

  

Reported Reliability 

Oliver (1980) 

Cronbach’s alpha reliability coefficients = 0.94 
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7.6.12 Brand Love 

Brand Love refers to the level of passionate emotional attachment a satisfied 

consumer has for a brand (Carroll and Ahuvia, 2006).  Carroll and Ahuvia’s 

(2006) measure of brand love was adopted in this research to measure the 

levels of love Generation Y consumers may have towards fashion brands.  

This scale measures brand love with ten items, ranked on a five-point scale, 

anchored with the responses ‘Strongly Disagree’ and ‘Strongly Agree’.  The 

ten items reflected a single factor in Carroll and Ahuvia’s (2006) study. This 

measure has been found to be reliable in subsequent brand love studies, 

such as Kim et al. (2008) and Ismail and Spinelli (2012).  

 

Albert et al.’s (2008) brand love measure was also considered for this study.  

However, their 22 item scale was not selected or deemed appropriate for this 

research due to concerns over respondent fatigue and possible areas of 

confusion.  For example the items used in this scale, such as “There is 

something almost ‘magical’ about my relationship with this brand” or “This 

brand corresponds to an ideal for me,” were considered vague and the 

researcher had concerns about whether the respondents would understand 

the items.  Bergkvist and Bech-Larsen’s (2010) study provides another 

example of a brand love scale considered for this study.  This two item 

measure was not appropriate for this study as the researcher had concerns 

over whether the items would be a source of respondent confusion.  For 

example, the item “Do you feel deep affection, like ‘love’ for /BRAND/?” 

could potentially have been a source of respondent confusion. 

 

Carroll and Ahuvia’s (2006) measure and the reported reliability of their 

brand love scale are presented in Table 7.15. 
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Table 7.15 Brand Love Scale 

Construct Brand Love 

Taken from Carroll and Ahuvia (2006) 

(5-point scale: Strongly Agree-Strongly Disagree) 

 

1. This is a wonderful brand. 

2. This brand makes me feel good. 

3. This brand is totally awesome. 

4. I have neutral feelings about this brand.(*) 

5. This brand makes me very happy. 

6. I love this brand!  

7. I have no particular feelings about this brand (*) 

8. This brand is a pure delight. 

9. I am passionate about this brand. 

10. I’m very attached to this brand. 

 * = Reverse coded items 

Reported Reliability measures  

Carroll and Ahuvia (2006) 

Cronbach’s alpha reliability coefficient = 0.91 

 

7.6.13 Brand Loyalty 

As described in Chapter 3, brand loyalty is “a deeply held commitment to 

re-buy or re-patronise a preferred product/service consistently in the future, 

thereby causing repetitive same-brand or same brand-set purchasing, despite 

situational influences and marketing efforts having the potential to cause 

switching behaviour” (Oliver, 1999 p. 34).  This study sought to measure 

consumers’ levels of brand loyalty in relation to fashion brands.  After an 

extensive review of the brand loyalty measures available in the extant 

literature, Yoo and Donthu’s (2001) brand loyalty scale was deemed the 

most relevant for this research.  This scale measures brand loyalty at the 

level of the brand, and hence does not differentiate between the different 

dimensions of brand loyalty.   Adopting this measure was appropriate for 

this study as the respondents were asked to think of a specific brand when 

answering the questionnaire.  Consequently, brand loyalty was measured by 

gauging the extent to which consumers consider themselves loyal to a 

brand, whether the brand is their first choice or if, in the situation that the 

brand is not available, they will refrain from buying another brand.  This 

five point scale was anchored by the statements ‘Strongly Disagree’ and 

‘Strongly Agree’.  This scale has been found to be reliable in many 

subsequent studies (such as Baldauf et al., 2009; Pappu and Quester, 2006; 

Pappu et al., 2005; Spry et al., 2011).  
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Various additional scales were considered as alternative measures.  For 

example, Pritchard et al.’s (1999) and Srinivasana et al.’s (2002) brand 

loyalty scales were examined for inclusion in this study, however, these 

measures were utilised to research service loyalty, and this was reflected in 

their scale items.  For example, one of the items from Pritchard et al. 

(1999), “I consider myself to be a loyal patron of XYZ brand,” would be 

difficult to adapt beyond the service context.  The same principle applies 

with the items from Srinivasana et al. (2002), an example being the item 

“As long as the present service continues, I doubt that I would switch 

brands.”  The Chiou et al. (2010) loyalty measure was also considered for 

inclusion, but in their study Chiou et al. (2010) specifically measured 

retailer loyalty, hence the items were not relevant for the study of fashion.  

 

Table 7.16 presents the three items of the brand loyalty scale employed in 

this study.  The reported reliability is also presented. 

 

Table 7.16 Brand Loyalty 

Construct Brand Loyalty 

Taken from Yoo and Donthu (2001) 

(5-point scale: Strongly Disagree- Strongly Agree) 

  

1. I consider myself to be loyal to this brand. 

2. This brand would be my first choice. 

3. I will not buy other brands if this brand is available at the store. 

  

Reported Reliability  

Yoo and Donthu (2001) 

Coefficient alpha between 0.86 and 0.88 

across the three studies employed in Yoo and 

Donthu’s research. 

 

7.6.14 Word-of-Mouth  

As originally outlined in Chapter 3, Word-of-Mouth (WOM) refers to 

informal communication between private parties concerning evaluations of 

goods (Anderson, 1998 p. 6).  In this study, Carroll and Ahuvia’s (2006) 

WOM scale was selected to measure the extent to which consumers engage 

in WOM with others.  Consisting of four items and ranked on five-point 

Likert scales with the anchor statements ‘Strongly Disagree’ and ‘Strongly 

Agree’, consumers propensity to engage in WOM was measured by asking 
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whether respondents have recommended the brand to others, if they ‘talk 

up’ or spread good word about the brand, and if they give the brand positive 

WOM advertising.  This scale was found to be reliable in Carroll and 

Ahuvia’s (2006) study.  Subsequent studies, such as Ismail and Spinelli 

(2012) and Wallace et al. (2012), also support the reliability of this measure.  

Additional WOM scales, such as Brown et al. (2005), were considered to 

measure this construct, however these items, for example “Have you 

mentioned that you do business with (dealership)”, were not suitable for this 

study.  A full list of the items and the reported reliability of this measure are 

presented in Table 7.17. 

 

Table 7.17 Word-of-Mouth Scale 

Construct Word of Mouth 

Taken from Carroll and Ahuvia (2006) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

1. I have recommended this brand to lots of people. 

2. I ‘talk up’ this brand to my friends. 

3. I try to spread the good-word about this brand. 

4. I give this brand tons of positive word-of-mouth advertising. 

  

Reported Reliability 

Carroll and Ahuvia (2006) 

Coefficient alpha = 0.92 

 

7.7 Questionnaire Design 

The questionnaire employed in this study is presented in Appendix 7.2.  The 

importance of the questionnaire design cannot be overstated (Bryman and 

Bell, 2007), as it is imperative that the design of the questionnaire entices 

prospective respondents to participate.  To develop a successful 

questionnaire, it was essential that information about the target population 

was considered, as this increases the likelihood of producing valid and 

accurate data for analysis (Wang and Ji, 2010).  It was also vital that 

questions addressing every variable in the study were incorporated into the 

questionnaire (Creswell, 2009), and that the content of these questions were 

not only clear, concise and unambiguous, but that they also satisfied the data 

requirements of the study (Webb, 1999).  As the items employed in this 

study were all rigourously prepared instruments previously validated in the 

extant marketing literature, the researcher ensured the selection of items 
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addressed the objectives and data requirements of this study.  Further, 

adopting this approach increased the likelihood that the items were not 

vague or unclear, that they were easy to comprehend, and that they 

specifically measured what was intended (Webb, 1999). 

 

As previously stated, the data for this phase of the research was collected 

through the online software package Survey Monkey.  Generation Y 

consumers are technology savvy individuals who have grown up with the 

Internet and are comfortable with using technology (Cisco, 2012; Yeaton, 

2008), hence targeting them through an online medium was appropriate.  

Employing Survey Monkey provided the researcher with the convenience of 

direct and immediate access to the survey results.  This was beneficial as the 

researcher was able to monitor response rates for the duration of the 

quantitative fieldwork stage, which assisted the researcher in deciding when 

to distribute reminders to participants in order to improve the response rate.  

As previously mentioned, the use of Survey Monkey ensured that the 

presentation of the survey looked professional, the questionnaire had a 

spacious and appealing layout, and was easy for the respondents to follow 

and read (see Appendix 7.2).  For instance, items measuring different 

constructs were presented on separate pages, with clear instructions and 

explanations for answering questions presented at the beginning of each 

page (Bryman and Bell, 2007).  Couper et al. (2001) found that with scale 

responses, showing one group of scales per page may produce higher 

consistency between items than if there is one question per page.  As this 

research measured groups of latent constructs, each scale employed to 

measure each construct was presented on a separate page.  This minimised 

the number of times the respondents had to click through to a new page, 

which has been found to lower respondent effort and levels of frustration 

(Brace, 2008).  At the start of the survey, an introductory paragraph 

explained the purpose of the questionnaire and guaranteed confidentiality 

(see Appendix 7.2).  The survey also included a screening question at the 

beginning.  Based on the response to this question, if the respondent was not 

within the target group they were thanked for their participation and 

informed that they were outside of the scope of this study.  This was 
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advantageous as it eliminated the possibility of unsuitable respondents 

continuing with the questionnaire.  The screening question also reduced 

time wasting on the part of the respondent and the researcher, as those 

respondents who were not within the Generation Y age group did not 

unnecessarily complete the questionnaire.  Consequently, this assisted in 

managing the data as the researcher did not have to manually eliminate 

responses completed by those who were not members of Generation Y. 

 

Although there is little agreement on an appropriate response rate in 

academic questionnaires (Baruch, 1999), the measures outlined were taken 

in designing the questionnaire to reduce non-response bias, and enhance the 

likelihood of response from those less likely to participate. This was 

expected to lead to a reduction in response error (Dillman, 2007). The 

following steps were also taken in the questionnaire design to increase the 

response rate. 

 

 Legitimacy 

To maximise the legitimacy of the questionnaire and to assure the 

respondents that this research was authentic, the survey was branded 

with the NUI Galway logo and adopted the same colour scheme of the 

University’s brand (see Figure 7.4).  To further enhance the legitimacy 

and credibility of the survey, and to maximise the reassurance of 

confidentiality to the student respondents, the survey was sent via 

student email through the Students’ Union.  

 

 Screening Question 

As previously stated, one screening question was employed in this 

study.  Before the survey began the respondents were asked their age to 

ensure that those who completed the survey were relevant members of 

the Generation Y age cohort (see Figure 7.4).  For this study, Generation 

Y was defined as those individuals born between 1977 and 1994 (Noble 

et al., 2009).  Those who were not members of the Generation Y cohort 



Chapter 7                                                 Quantitative Research Methodology 

  253 

were automatically directed to a page thanking them for their interest 

and informing them that they were not relevant for this study.   

 

 Incentives 

Ilieva et al. (2002) state that response rates increase when the topic of 

the research has salience with respondents.  This means that if the 

respondents have an interest in the topic being researched, this in itself 

offers an incentive to partake in the study.  O’Cass and Frost (2002) 

have stated that no sole factor influences the contemporary popular 

cultural psyche more than fashion.  Additionally, fashion clothing forms 

an integral element of daily consumption decisions, and is also 

implicitly a central part of the majority of everyday occurrences 

(O'Cass, 2000).  As Generation Y consumers love fashion, trendy 

products, status brands and shopping (Tran, 2008), it was hoped that the 

topic of this research would provide an incentive in itself for 

participation.  The relevance of this topical study to the respondents was 

conveyed in the emails/private messages that outlined the purpose of the 

research and shared the link to the survey (see Appendix 7.1), and also 

through the subsequent reminder emails/private messages.  In these 

messages, the research purpose was outlined, confidentiality was 

assured and the importance of respondent participation was emphasised.  

To further motivate respondents and increase rates of participation, a 

financial incentive was offered (Nulty, 2008), where those who 

participated were given the option at the end of the questionnaire to 

enter a draw to win one of three €50 “One4All” vouchers.  The cost of 

this incentive was borne by the researcher. 
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Figure 7.4 Screen shot of Online Survey (See Appendix 7.2 for full questionnaire) 

 

 

7.7.1 Pre-Coding 

The Survey Monkey package that was employed to create and disseminate 

the questionnaire was integrated with SPSS Version 20.  Through the use of 

this package, the survey responses were automatically transferred from 

Survey Monkey to SPSS for analysis.  This was beneficial as the possibility 

of producing errors by manually entering the data to SPSS was eliminated. 

However, the researcher took great care in cleaning the data and ensuring 

that the pre-codes employed by the software were consistent with the 

researchers’ codes.  For example, the researcher double checked that pre-

coded items, such as the Likert-scales, were consistent with the codes the 

software automatically assigned.   Therefore, the researcher verified that for 

all five-point Likert scale items ‘Strongly Disagree’ was coded as 1, 

‘Disagree’ was coded as 2, ‘Neither Agree nor Disagree’ was assigned the 

code 3, ‘Agree’ was coded with the number 4, and 5 was the coded used to 

represent ‘Strongly Agree’.  In the very few instances where the codes were 

inconsistent, the researcher re-coded the items.   
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7.7.2 Questionnaire Layout and Structure, and Respondent 

Fatigue  

The success of the questionnaire as an instrument to collect accurate, 

reliable data is, in part, dependent on how the questionnaire is laid out 

(Brace, 2008).  If respondents find the layout of the questionnaire unclear or 

confusing, they may answer the questions incorrectly (Brace, 2008).  

Therefore, careful consideration was given to the layout of the 

questionnaire.  The final survey was developed as a 31-page online 

questionnaire (see Appendix 7.2).  A brief overview of the purpose of the 

research and clear instructions and explanations for answering questions 

regarding each construct were included in the survey (Bryman and Bell, 

2007).  Scales present in the academic literature were employed to measure 

the constructs in this research.  Section 7.7 presented the rationale for the 

scales used.  As existing scales were employed, the researcher was unable to 

revise the order of the questions to consider the possible order effect they 

may have (Dillman, 2007).  However, the researcher did consider the order 

in which the scales were presented to make the process of answering the 

questionnaire easier for respondents.  It was also hoped that this would 

maximise response rates and reduce the likelihood of non-response.  

Demographic questions were placed at the end of the questionnaire, with the 

exception of the question asking the respondent’s age, which was a 

screening question.  Where possible the researcher placed similar scales 

next to each other, with more general, less personal scales placed towards 

the beginning of the questionnaire to allow the participants to become 

comfortable with the questionnaire, and to increase the possibility of full 

completion.  The explanation of each measure was emphasised at the top of 

each page, rather than at the beginning of the questionnaire.  This meant 

respondents were not required to click back through the questionnaire to 

retrieve explanations (Dillman, 2007), and aided in reducing a possible 

source of respondent fatigue, which can arise when there is a large number 

of scale items (Brace, 2008).  The researcher aimed to aid the respondent in 

every possible way by making the process as simple as possible.   
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As the researcher was trying to capture the respondents views about their 

favourite fashion brand, at the beginning of the questionnaire they were 

asked to identify one fashion brand that they consider to be their favourite.  

Respondents were then asked to answer subsequent brand-related questions 

with this brand in mind.  This approach is consistent with Albert et al. 

(2013) and Alexandrov et al. (2013).  The brands stated by the respondents 

in response to this question are presented in Appendix 7.3. 

 

The top of every page featured a progress bar and the percentage of the 

questionnaire completed (see Figure 7.4).  This feature gave the respondents 

an indication of how much of the survey they had completed and the length 

of the survey remaining.  It was hoped that by providing these two features, 

by indicating the amount of time the survey would take to complete and that 

providing clear instructions about what was required of the respondents, 

would increase the response rate.  During the survey, the respondents had 

the option to go back to previous pages, however they were unable to move 

to the following page without answering every item.  Once they had exited 

the survey their responses could not be altered.   

 

7.7.3 Negotiate Access 

As set out in the discussion of the sampling in Section 7.4, careful 

consideration was given to accessing Generation Y.  As further explained in 

Section 7.4, this study was conducted via an online survey.  As this research 

was concerned with Generation Y the researcher accessed both student and 

non-student members of this cohort (in line with Foscht et al, 2009; Liu et 

al., 2012).  Accordingly, after seeking permission, the researcher accessed 

student members of Generation Y through the Student Union at NUI 

Galway (see Appendix 7.1).  Students were appropriate for this research as 

the majority of students attending University fall within the defined age 

group of Generation Y, i.e. 18-35 year olds, and thus are within the 

population of interest for this study.  The researcher accessed non-students 

via the University’s LinkedIn page.  After seeking permission from the page 

coordinators, the researcher private messaged those who were members of 
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the NUI Galway LinkedIn group (see Appendix 7.1).  The questionnaire 

was then delivered to the respondents as a hyperlink within an email, and 

was completed and returned online (Dillman, 2007). 

 

7.7.4 Ethics 

Ethical issues can emerge at every step of the research process (Malhotra, 

2010).  When designing a study, thinking about research ethics is important 

to ensure the protection of respondents (Carlin, 2003).  As the researcher 

sought to collect data from University students, ethical approval was sought 

before conducting this study.  Consequently, this research study and the 

questionnaire employed in collecting data from respondents was submitted 

to the Research Ethics Committee (REC) at NUI Galway for ethical 

approval.  The purpose of this step was to ensure the study and the survey 

met the University’s ethical policy on areas such as recruitment, 

confidentiality, ownership and storage of the data, and use and misuse of the 

data (Miles and Huberman, 1994).  Ethical approval was acquired by 

completing and submitting a detailed Research Ethics application form, with 

the questionnaire attached, to the REC.  The REC at NUI Galway granted 

this research full ethical approval on the 15th of March 2013, with no 

advised revisions to the questionnaire.   

 

7.7.5 Managing the Issue of Non-Response 

 To reduce the likelihood of non-response and to increase the overall 

response rate, it was essential that great care was taken in designing the 

survey and carrying out the previous steps.  The value of a survey in 

effectively addressing the research question(s) depends on how willing 

individuals are to participate in the research (Rogelberg and Stanton, 2007).  

Non-response is a key concern with survey research as it threatens the 

validity of the findings which in turn impacts on any conclusions that are 

drawn (Curtis and Redmond, 2009).  Low response rates may lead to a 

number of problems for researchers.  A low level of response can result in a 

smaller sample size which then decreases statistical power, increases the 
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size of confidence intervals around sample statistics, and can also limit the 

statistical techniques that may be effectively applied to the collected data 

(Rogelberg and Stanton, 2007).  Moreover, low response rates may result in 

nonresponse bias, which leads to misleading conclusions, not generalisable 

to the entire population (Rogelberg and Stanton, 2007).  Nonresponse bias is 

present when the respondents who participate in a survey differ from those 

who do not (Sax et al., 2003).  When nonresponse bias is present, the results 

obtained from the collected data do not directly allow the researcher to 

make inferences about how the entire sample would have responded 

(Armstrong and Overton, 1977).  Therefore, the researcher sought to 

minimise nonresponse in a number of ways. 

  

1. The researcher ensured that the introductory email (students) and 

message (non-students) was compelling and offered an incentive 

to participate (Dillman, 2007; Nulty, 2008; Rogelberg and 

Stanton, 2007).  For example, when disseminating the emails 

(students) and messages (non-students) containing the survey 

link to prospective respondents, the researcher was prudent and 

carefully contemplated details such as the heading (students) or 

subject line (non-students).  It was essential that the subject line 

motivated respondents to read the accompanying message as this 

would increase the opening rates and decrease the likelihood of 

the survey being ignored.  The chosen heading for students was 

“Win One of 3 €50 ‘One4All’ Vouchers.”  On LinkedIn the 

agreed subject line was “Can you spare 10 minutes to complete a 

survey on brands?”  These emails and messages are presented in 

Appendix 7.1.  By offering and highlighting this incentive it was 

hoped that this would encourage participation in the survey and 

maximise response rates (Dillman, 2007; Nulty, 2008; Rogelberg 

and Stanton, 2007).  

2. The researcher sought to develop a respondent friendly 

questionnaire that was clear and easy to understand (Dillman, 

2007).  Pre-testing and pilot testing the questionnaire with 

members of Generation Y (see Sections 7.7.6-7.7.9) further 
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enhanced the questionnaires clarity and workability. 

3. A brief paragraph that introduced the researcher and informed 

the respondents of the purpose of the research was provided at 

the start of the questionnaire (Rogelberg and Stanton, 2007).  

Confidentiality was assured and the potential respondents were 

given an explanation of the importance of their opinions and 

responses (Dillman, 2007; Rogelberg and Stanton, 2007).  

Assuring confidentiality was important, as asking consumers 

about their fashion choices and preferences is a personal matter, 

and something male participants in particular may be 

uncomfortable with (Zayer and Neier, 2011).  For example 

confidentiality was assured in the email messages that were sent 

to the respondents when informing them of the study and seeking 

their participation (see Appendix 7.1).  Confidentiality was 

further assured in a short introductory paragraph at the beginning 

of the survey (see Appendix 7.2). 

4. The researcher considered the order of the scales and questions 

in the questionnaire (Dillman, 2007).  Demographic questions 

were placed towards the end of the questionnaire. Additionally, 

longer measurement scales that could have led to a high rate of 

early respondent dropout were also placed towards the end of the 

scale items in the questionnaire.  

5. The design and layout were given careful consideration to aid the 

respondent through the questionnaire (Dillman, 2007).  Using 

Survey Monkey to host the survey ensured the design was 

pleasing to the eye, uncluttered and that all of the questions were 

evenly spaced throughout (Rogelberg and Stanton, 2007).  As 

previously stated, the University colours were adopted to 

increase the legitimacy of the survey and a progress bar showing 

the stage of completion was added (see Figure 7.4).  This was 

discussed in detail in Sections 7.7 and 7.7.2. 

6. Two reminder emails were sent to respondents two weeks and 

four weeks after the survey was originally disseminated to 

further stimulate responses (Dillman, 2007; Nulty, 2008; 
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Rogelberg and Stanton, 2007).  

7. Finally, by conducting the survey during term-time and allowing 

the survey to run for a sufficient amount of time, every member 

of the sample (i.e. both students and non-students) were given an 

opportunity to participate in the survey (Rogelberg and Stanton, 

2007).  Therefore, this minimised the possibility of external 

factors such as, summer vacations or exams impeding the 

response.  

 

As previously stated, the researcher carried out both pre-tests and pilot tests 

to increase the likelihood of respondents completing the questionnaire, and 

also to maximise the rigour and robustness of the data collection instrument.  

The processes the researcher engaged in during the pre-test and pilot test are 

now discussed in detail.  

 

7.7.6 Pretesting  

Pretesting is a strongly recommended component of questionnaire design as 

it is an effective and timely method for actively receiving feedback on the 

questionnaire (Dillman, 2007).  There are numerous reasons for carrying out 

a pretest; for example, pretests have the ability to highlight potential 

problems with the questionnaire, and can reveal whether people understand 

what they are being asked to do (Dillman, 2007).  Therefore, pretesting 

allowed the researcher to pinpoint and eradicate any possible problems that 

may have been present in the questionnaire (Malhotra, 2010).  Two pretests 

were conducted in this study.  Carrying out two pretests was beneficial as 

these pretests were not concurrent.  Rather, one pretest was conducted 

before the other.  Consequently, the findings and issues that were flagged in 

the first pretest were amended and used to inform and strengthen the 

questionnaire before the second pretest was undertaken.  The respondents in 

the second pretest then answered the amended questionnaire, which allowed 

the researcher to gauge whether the changes had eradicated the problems 

originally found in the questionnaire during the first pretest.  The findings 

from the second pretest and any further issues that were raised were then 
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used to further strengthen the questionnaire before the pilot study.  

Conducting two pretests allowed the researcher to capture the views of 

those members of Generation Y who were full-time students and those who 

were in employment.  Therefore insights from both students and non-

students informed the pretest which reduced the likelihood of problems 

arising in the main study.  A discussion of the pretest process follows.  

 

A minimum of fifteen pretest respondents was set by the researcher.  This 

was in line with Malhotra (2010) who states that pretesting should be 

carried out with a small sample of between 15 and 30 respondents.  

Permission was granted by the Head of the Marketing Discipline at NUI 

Galway to pretest with full-time taught Masters Students.  Subsequently, a 

meeting was arranged with ten members of this class to run a pretest.  A 

pretest was also arranged with ten respondents who were in full-time 

employment and part-time education.  All of the respondents were part of 

the Generation Y cohort, i.e. born between 1977 and 1994 (Noble et al., 

2009).  

 

The Masters students were asked to partake in the pretest in class.  Those in 

employment were asked for their participation when they were on a week 

long course at the University.  A meeting was then arranged with both 

groups of respondents who had agreed to participate in the pretest of the 

survey and the respondents were sent an email confirming the time and 

location.  The day before each pretest participants were sent an email 

reminder.  As the questionnaire was completed online, the researcher 

ensured that the locations for both pretests had a strong wireless Internet 

connection.  The respondents were given basic information, such as how 

long the process was expected to take, and were requested to ensure they 

brought a laptop and pen with them.  The pretest allowed the content and 

the face validity of the online questionnaire to be tested, and enabled the 

researcher to become aware of any difficulties that may be experienced 

when completing the questionnaire (Dillman, 2007).  Examples of such 

difficulties include problems with comprehension, language, the structure of 

the questionnaire or any of the overall content (Dillman, 2007).  
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Of the twenty respondents, nine were male and eleven were female. The 

respondents ranged from twenty to twenty eight years of age, and as 

previously stated, ten were in full-time education, while the remaining ten 

were in full-time employment and part-time education.  Therefore, the 

pretest captured a variety of Generation Y demographics which was helpful 

in refining the final questionnaire.   

 

Both pretests were conducted in a classroom at NUI Galway, with just the 

researcher and the respondents present.  At the beginning of the pretest, the 

researcher introduced herself to the respondents and presented them with a 

handout that provided an explanation of the purpose of the pretest, assured 

confidentiality and contained a short questionnaire requesting feedback (see 

Appendix 7.4).  The researcher then sent the respondents an email 

containing a link to the questionnaire and asked them to complete the 

questionnaire in their presence.  The researcher specifically requested the 

respondents to record the length of time it took to complete the 

questionnaire and to note this on the document they received from the 

researcher.  The respondents were then instructed to open their emails and 

click on the link to begin the questionnaire.  At this point the researcher 

asked the respondents to be sure to raise their hand if they had any problems 

at any stage that prohibited them from progressing through the 

questionnaire.  When all of the respondents had completed the online 

questionnaire, the short questionnaire on their handout requested 

information such as whether they experienced any problems as they 

progressed through questionnaire or if they had found it difficult to find a 

suitable answer for any question.  Respondents were also asked if they 

understood what they were being asked to do and if they were able to 

comprehend all of the questions they had been asked to answer.  The 

researcher was able to query whether respondent fatigue was an issue and if 

the respondents read all of the questions in full.  Finally, on the handout, the 

respondents were asked for their overall thoughts on the questionnaire, such 

as the their opinions on the layout, presentation and structure of the 

questionnaire, the use of the University colours and their feelings on how 
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the survey was presented through the use of the hyper link.  In taking these 

steps, the researcher ensured that the strengths and/or weakness of the 

questionnaire design and content were clearly articulated.  

 

By completing the pre-test, the researcher was able to answer these five 

important questions posed by Dillman (2007 p. 141): 

 Are all the words understood?  

 Are all the questions interpreted similarly by all respondents?  

 Do all the questions have an answer that can be marked by every 

respondent?  

 Is the respondent likely to read and answer each question?  

 Does the survey and the link to the survey, create a positive 

impression?  

 

Following both pretests some amendments to the questionnaire were 

necessary.  These amendments are now outlined.  

 

7.7.7 Amendments following the Pretests 

Pretest one with student members of Generation Y: 

1. One issue that came to light in this pretest was problems with the 

wording used in Q.2, where the participants were asked to select a 

fashion brand.  The pre-test respondents stated that they would have 

found it easier to answer and relate to the questions if they had 

selected a different brand.  The respondents spoke of how they 

selected the first brand that came to mind, as originally instructed by 

the question, however, this was not necessarily a brand they had a 

relationship with.  To address this issue the researcher revised the 

wording of this question and, the respondents were asked to state the 

brand that mattered most to them.  Further, some respondents felt the 

length of this question was too long.  Therefore, in order to avoid 

respondent fatigue and reduce drop out rates, the length of this 

section was revised and shortened. 

2. The length of the brand tribalism scale was the main issue that 
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emerged from this pretest.  The participants stated that if they had 

not been in a pretest situation, they would have left the survey.  As 

this scale was adopted from an existing study, deleting scale items 

was not an option.  Therefore, to address this issue, the layout of the 

questionnaire was altered by moving this scale to the end of the scale 

questions.  It was hoped that moving this scale to the end of the 

measurement scale questions would decrease the likelihood of 

respondents exiting the survey at an early stage.  The success of this 

move could then be assessed in the subsequent pretest.  After 

conducting this change, the researcher revised the positioning of all 

the scales.  Those scales that required the participants to think about 

the brand they had selected when completing the scale were placed 

together at the beginning of the questionnaire, with the exception of 

brand tribalism, which was placed at the end of the scale questions 

(see Appendix 7.2).  The respondents were then reminded to answer 

the brand tribalism scale with the brand they had selected in mind 

when they reached this stage of the questionnaire.  The purpose of 

these changes was to make the completion of the questionnaire easy 

for respondents and to minimise the effort required when thinking 

about the brand they selected.  

3. The demographic questions, Q.17 (How often do you browse or 

shop online for clothing and other fashion items?) and Q.18 (How 

often do you browse or shop offline for clothing and other fashion 

items?) were revised after the similarity of the wording of the 

questions caused some confusion in this pretest.  Consequently, Q.17 

was altered to “How often do you browse or shop on the Internet for 

clothing and other fashion items?”, whilst Q.18 was changed to 

“How often do you browse or shop on the high street for clothing 

and other fashion items?” 

 

Following these amendments, the second pretest was conducted with the 

revised questionnaire.  The amendments deemed necessary following this 

pretest are now outlined. 
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Pretest two with members of Generation Y in full-time employment and 

part-time study: 

1. Following the second pretest it was clear that the amendments made 

to the section that asked the participants to select a brand following 

the first pretest were not sufficient.  Even when asked to select the 

brand that matters most, the respondents still indicated that they 

would have found it easier to answer and relate to the questions if 

they had selected a different brand.  Therefore, the wording was 

revised once again and changed from “Please select the fashion 

brand that matters most to you” to “Please select your favourite 

fashion brand.”  

2. The respondents in the second pretest also reported problems with 

the brand tribalism scale as the last two items proved to be a source 

of confusion.  These items were “When my friends buy this product 

they consider this purchase” and “When my friends buy this product 

they choose this brand.”  To address this problem the researcher 

added the words “type of” to the two items.  Therefore, to reduce the 

confusion caused by these statements, they were adapted to “When 

my friends buy this type of product they consider this purchase” and 

“When my friends buy this type of product they choose this brand.” 

 

Following these amendments, the questionnaire was ready to be pilot tested. 

 

7.7.8 Pilot Testing 

After pre-testing, the next step was to conduct a pilot study.  A pilot study is 

a smaller version of a study that is carried out before the actual investigation 

is done (Thabane et al., 2010).  Pilot studies are an essential component of 

good study design (van Teijlingen and Hundley, 2001) as they allow the 

researcher to gain a wealth of information.  For example, the information 

gathered in the pilot study can be used to revise, refine or modify the 

methodology before the main study is conducted, or to further develop 
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large-scale studies (Thabane et al., 2010).  

 

In this study, the pilot study was employed to address all of these issues. 

The pre-tests were beneficial because they allowed those people who held 

knowledge on the research topic to reveal ways of improving the 

questionnaire (Dillman 2007).  Unlike the pre-tests, the pilot test was 

carried out in a situation that imitated the procedures proposed for the main 

study (Dillman, 2007; Fink, 2003), and therefore offered the researcher 

insights about how the questionnaire could be expected to perform when the 

main study was undertaken.  The purpose of the pilot test was to confirm 

that Generation Y respondents understood the questionnaire in an 

environment where the researcher was not present, that they were willing to 

participate, answer and fully complete the questionnaire, and that the 

respondents could complete the questionnaire in a reasonable amount of 

time (Dillman, 2007).  Conducting a pilot study was also advantageous as it 

allowed for quantitative estimates to be made for response rates, item 

nonresponse, and variable distributions (Dillman, 2007).  The pilot study 

also allowed the adequacy of the research instrument to be developed and 

tested, enabled the researcher to assess the feasibility of the (large-scale) 

survey, to establish if the sampling frame and technique were effective, and 

to examine the probable success of the suggested recruitment methods (van 

Teijlingen and Hundley, 2001).  Therefore, although conducting a pilot 

study did not guarantee that the main study would be successful, it did 

increase the likelihood of its success (van Teijlingen and Hundley, 2001). 

 

To ensure the pilot test was effective, it was essential that the respondents 

asked to take part in this stage of the research were similar to those who 

would be participating in the main study (Fink, 2003).  Fink (2003 p. 108) 

states that “for a pilot test you need 10 or more people who are willing to 

complete the survey.”  As the pretests had been conducted with twenty 

respondents, the researcher sought a larger number of participants for the 

purpose of the pilot study.  Accordingly, the final usable sample size of the 

pilot study was twenty-seven respondents.  
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The researcher emailed members of Generation Y to recruit respondents for 

the pilot study, which imitated the steps that were to be followed in the main 

study (Dillman, 2007).  Consistent with the main study, both student and 

non-student members of Generation Y were recruited via email.  Generation 

Y students were recruited after seeking the permission of a member of 

academic staff to contact students from their course.  Students were 

contacted via University email through Blackboard.  Blackboard is the 

Virtual Learning Environment used at NUI Galway, and contains current 

email addresses of all students enrolled in each module.  The lecturer 

submitted the email through Blackboard which protected confidentiality as 

email addresses were not revealed to the researcher.  This email contained a 

description of the research, instructions for participation and a link to the 

questionnaire (see Appendix 7.5).  Third year Commerce students were 

recruited for this pilot study.  These students were not included in the pre-

test stage and were also eliminated from possible inclusion in the main 

study by comparing the student ID numbers of respondents from both 

phases and removing those that matched from the main study.  Non-student 

participants were contacted through LinkedIn.  Specifically, they were 

contacted through the NUI Galway Law Alumni group.  The characteristics 

of this group page were similar to the LinkedIn group page that would be 

used in the main study.  For example, there were more male than female 

group members which was similar to the NUI Galway LinkedIn page and 

LinkedIn membership in general (LinkedIn, 2013).  As this LinkedIn page 

was an alumni page, the possibility of group members being current 

students was greatly reduced.  Through LinkedIn, the researcher sent a 

message (see Appendix 7.5) to prospective respondents seeking 

participation, an approach in line with the main study.  The respondents 

were first contacted on the 4th of March, 2013.  A reminder email was sent 

to the prospective respondents on the 7th of March, 2013.  The pilot test 

closed on the 14th of March 2013.  

 

In all correspondence to students and non-students, the email/message 

contained information in relation to the purpose of the study and why they 

were being contacted, an introduction to the researcher and assurance of 
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confidentiality to those who participated.  The prospective respondents were 

asked to participate and a hyperlink, that when clicked automatically 

directed respondents to the questionnaire on Survey Monkey, was provided 

in the body of the email/message.  This format was also adopted in the main 

study. 

 

Dillman (2007) advises that the expected response rate of an online survey 

lies between 10% and 15%.  As previously mentioned, the researcher aimed 

to have more pilot test responses than pretest responses.  There were 20 

pretest respondents; therefore, anticipating the minimum response rate of 

10% as advocated by Dillman (2007), it was necessary to contact 250 

members of Generation Y for the purpose of this pilot study.  152 students 

and 100 non-students were invited to participate.  This ratio mirrored the 

main study as a greater number of students were included in the sample for 

the main survey.  The larger weighting for the student sample is justified by 

the fact that, due to the economic environment, it has become increasingly 

appealing for the Generation Y cohort in Ireland to continue in, or further, 

their education (Deloitte and Touche, 2011).  Consequently, a greater 

number of older Generation Y members have returned to full-time 

education, which means that the numbers of mature students, or those who 

are over the age of 23 on the year of entry (NUI Galway, 2013), in third-

level education in Ireland is at an all time high (Irish Independent, 2011).  

Therefore recruiting a greater number of students was appropriate as 

students were within the Generation Y age group, i.e. born between 1977 

and 1994 (Noble et al., 2009) and the population of this study.  

 

As the pilot study was conducted through Survey Monkey, the researcher 

had access to details regarding the length of time it took respondents to 

complete the questionnaire.  The researcher noted this time and compared it 

to the length of time it took the pretest respondents to complete the 

questionnaire.  This allowed the researcher to detect whether there was a 

contrast in the amount of time taken to complete the questionnaire in a 

situation that was similar to the format of the main study, and without the 

presence of the researcher.  On average, the pilot study respondents 
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completed the questionnaire in ten minutes, which was five minutes less 

than the pretest respondents.  As previously stated, a total of twenty-seven 

respondents fully completed the questionnaire in the pilot study, giving a 

response rate of over 10%, in line with Dillman (2007).  Of those who fully 

completed the questionnaire, eight respondents were male and nineteen 

were female, indicating a 30/70 split in favour of females.  The respondents 

were aged between 20 and 32 years of age, which meant that responses were 

gathered from some of the oldest, youngest and middle age range of 

Generation Y (Noble et al., 2009).  It was expected that the pilot study 

would provide an indication of the response rates and findings that would 

emerge from the main study.  The researcher conducted some descriptive 

analysis with the pilot study data.  The purpose of this analysis was to gain 

insights into how the main study may unfold.  Following the pilot study, 

certain amendments were made to the questionnaire.  These are outlined in 

the following section. 

 

7.7.9 Amendments following the Pilot Test 

Following the pilot test it was evident that the questionnaire required minor 

changes.  Upon analysis the researcher noticed that some respondents had 

listed more than one fashion brand when they were asked to select their 

favourite fashion brand.  In the main study this would prove problematic as 

the researcher could not be sure which brand the respondent had in mind 

when answering every question. Consequently, the opening section 

explaining that this study was concerned with fashion brands was amended 

and, if several brands came to mind, the respondents were asked to select 

the one fashion brand that was their favourite. Following this amendment, 

the questionnaire was ready for dissemination in the main study. 

 

7.8 Fieldwork 

Once the pretests and pilot test were complete and the necessary 

amendments were made, preparations began to commence the fieldwork and 

administer the final online questionnaire. 
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7.8.1 Implementation of the Survey 

As previously discussed, this survey was distributed to student and non-

student members of Generation Y.  The surveys were issued to Generation 

Y through the NUI Galway Student Union email and NUI Galway’s page on 

the professional social networking site LinkedIn.  Student members of 

Generation Y were contacted via email from the NUI Galway Student 

Union on three occasions.  The three emails were sent in two week 

intervals, with the first email disseminated on Thursday March 21st 2013 

and the final email disseminated on Thursday April 18th 2013.  Non-student 

members were also contacted on three occasions via private message 

through NUI Galway’s LinkedIn page.  Non-students were first contacted 

on Thursday March 21st 2013, with the final reminder being sent to potential 

respondents on Friday April 19th 2013.  The survey was closed on Friday 

May 2nd.  These emails/messages are presented in Appendix 7.1.  Table 7.18 

presents a summary of the dates on which different stages of this study were 

carried out.  After the survey was closed, the results were subsequently 

prepared for data analysis.  The steps taken in the data analysis are detailed 

in the following section.  

 

Table 7.18 Fieldwork Stages of the Quantitative Phase 

Stage No. of 

participants 

Start Date Reminder 

Emails Dates 

End Date 

Pretest 1 10 1st February N/A 1st February 

Pretest 2 10 6th February N/A 6th February 

Pilot test 27 4th March 7th March 14th March 

Main Survey 675 21st March  2nd May 

Students     

469 

 4th April 

18th April 

 

Non-students     

206 

 5th April 

19th April 

 

* All of these stages took place in 2013 

 

7.9 Data Analysis 

Data analysis is a critical phase in the research process as it enables the 

researcher to make sense of the data that has been collected (Malhotra, 
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2010).  The steps followed in analysing the quantitative data are outlined in 

this section. 

 

7.9.1 Preparation 

Before data analysis was performed, the researcher cleaned the data and 

carried out a number of checks to ensure there were no errors that could 

impact on the data.  These included: 

 

1. Ensuring the coding was correct 

Survey Monkey, the software employed in developing and disseminating 

the online questionnaire, was integrated with SPSS Version 20 which 

reduced the possibility of error arising from the researcher manually 

entering the data.  However, the researcher examined the data after it was 

automatically imported from Survey Monkey to SPSS to ensure that the 

codes were consistent with the pre-coded structure of the scale items.  At 

this stage of the analysis open-ended questions, such as Q.2 where the 

participants were asked to state their favourite brand (see Appendix 7.2), 

were coded into categories in preparation for analysis.  As a number of 

negatively worded items were employed in this research, in line with the 

treatment of scales in the extant literature, it was essential that the researcher 

reverse coded these items in SPSS before the analysis could begin.  

Therefore, in line with Hair et al. (2006), with a five-point Likert scale, the 

items were recoded as follows: values of 5 were recoded to the value of 1, 

values of 4 were recoded with the value of 2, values of 2 were recoded with 

a value of 4 and values of 1 were recoded with the value of 5.  The midpoint 

value of 3 remained unchanged.   

 

2. Missing Data 

When conducting research, it is inevitable that there will be missing data 

(Byrne, 2010).  Missing data occurs where “valid values on one or more 

variables are not available for analysis” (Hair et al., 2006 p. 49).  Although 

the researcher could have proceeded to the analysis stage with just those 

responses that had fully complete valid cases, this was not necessarily the 
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most appropriate course of action.  For example, missing data results in the 

reduction of the sample size and if remedies for missing data are not 

utilised, any observation with missing data would be excluded from further 

analysis (Hair et al., 2006).  Consequently, it was possible that missing data 

may have resulted in an adequate sample size being reduced to an 

inadequate one after all the observations with missing data were eliminated 

(Hair et al., 2006).  Data may be missing at random (MAR), missing 

completely at random (MCAR) or nonignorable (Byrne, 2010).  In line with 

the rules of thumb outlined by Hair et al. (2006), observations with more 

than 10% missing data were initially removed from the analysis.  In 

instances where the observations retained for analysis had missing data, 

Listwise deletion was employed in the analysis (Byrne, 2010; Hair et al., 

2006).  Following this stage, the researcher embarked on the data analysis.  

 

7.9.2 Descriptive Analysis 

Once the researcher was certain there were no errors in the data, the 

descriptive analysis began.  Descriptive statistics detail the outcomes of data 

in terms of variables or combinations of variables (Tabachnick and Fidell, 

2007).  According to Pallant (2007), descriptive statistics are useful as they 

describe the characteristics of the sample, and allow the data to be checked 

for any violations of the assumptions underlying the statistical techniques 

used to analyse the data.  As descriptive statistics are numbers that 

summarise the data and describe what occurred in the sample (Thompson, 

2009), they were employed in this study to provide a true description of the 

sample and to examine the normality and frequencies of distributions.  

Therefore, in this stage of the analysis, the researcher analysed the data with 

the use of frequencies and descriptives, which allowed the researcher to 

generate a profile of the respondents.  The researcher also tested the 

normality of the data and the suitability of the data for analysis using 

parametric tests.  Following the descriptive analysis, the researcher began 

the process of factor analysis.   
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7.10 Exploratory Factor Analysis 

Exploratory factor analysis (EFA) is a statistical technique that defines 

possible relationships between variables in the most general form before 

allowing a multivariate technique to estimate the relationships (Hair et al., 

2006).  Essentially, EFA explores the data and tells the researcher how 

many factors best represent the data (Hair et al., 2006).  As pre-existing 

scales were employed in this research, EFA was employed to validate the 

structure of the scales and to test whether the factor structure held in the 

study of fashion.  A simple structure (i.e. the best model) is said to be 

achieved “when each measured variable loads highly on only one factor and 

has smaller loadings on other factors (i.e., loadings of < .4)” (Hair et al., 

2006 p. 773).  Table 7.19 outlines the rules of thumb followed in conducting 

EFA.  A discussion of these rules of thumb follows. 

 

Table 7.19 Rules of thumb for conducting Exploratory Factor Analysis 

Stage Rules of Thumb 

Factor Analysis 

Design  

Sample Size: 

 More observations than variables. 

 Sample size >50. 

 At least 10 observations per variable. 

Testing 

Assumptions – 

Stage 1 

Strong conceptual foundation that structure exists before 

performing factor analysis. 

Testing 

Assumptions – 

Stage 2 

Bartlett’s test of sphericity <0.05. 

Kaiser-Meyer-Olkin measure of sampling adequacy (MSA) values 

>0.50. and ideally >0.70. 

Anti-image correlation matrix. 

Factor Extraction Component analysis. 

Variables should have communalities >0.4 to be retained for 

analysis. The model will be respecified if the communalities are 

low to see if there is an improvement in the clarity of the loadings. 

Number of factors Factors with eigenvalues >1. 

A predetermined number of factors based on research objectives 

and prior research. 

Variance explained 60% or higher. 

Scree test to identify the optimum number of factors to extract 

before the amount of unique variance dominates the common 

variance structure  

Factor Rotation VARIMAX criterion to : 

 Simplify the columns of the factor matrix. 

 Give a clear separation of factors.  

 No assumption of correlation between factors. 

Assessing factor 

loadings 

Loadings >0.3 are acceptable, values >0.5 are practically 

significant. In this study loadings <.4 were suppressed for clarity. 

Interpreting the 

factors 

Optimal if all variables have loadings on a single factor. 

Items that cross-load (load onto more than one factor) are deleted 

unless theoretically justified. If the cross loading is above 0.5 on 
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more than one factor, the item becomes a candidate for deletion.  

Reliability Dimensionality assessed with EFA.  

Cut off of 0.70 for reliability (Cronbach’s alpha), however 0.60 

acceptable with exploratory research (Hair et al, 2006). 

Source: Hair et al. (2006) 

 

7.10.1 Factor Analysis Design 

When designing and conducting an EFA, it is essential that an adequate 

sample size is achieved.  Hair et al. (2006) has a number of 

recommendations in relation to a necessary sample size.  The sample size 

must have more observations than variables, must have a minimum absolute 

size of 50 observations (preferably have 100 observations or more), and 

there should be a minimum of 5, hopefully 10, observations per variable 

(Hair et al., 2006).  Pallant (2007) further proposes that the larger the 

sample size the better, and Tabachnick and Fidell (2007) suggest that 

samples of around 150 observations are sufficient for factor analysis.  This 

study achieved a sample size of N=675 and therefore, the sample size was 

sufficient for the use of EFA. 

 

7.10.2 Testing Assumptions 

When conducting EFA, it was essential that there was a strong conceptual 

basis that supported the assumption that an underlying structure existed in 

the set of variables.  In this study, all of the scales were previously tested 

and validated in the extant literature.  Therefore, there was a strong 

conceptual foundation that supported  the structure of the variables.  

 

Additionally, the researcher must ensure that the data matrix has adequate 

correlations to justify the use of factor analysis (Hair et al., 2006).  To 

determine the appropriateness of factor analysis for this study the researcher 

employed a number of approaches: 

 Barlett’s test of sphericity is a statistical test that shows the 

correlation matrix has significant correlations among at least some 

of the variables (Hair et al., 2006).  A value of <.05 indicates that 

significant correlations exist among the variables to use factor 
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analysis (Hair et al., 2006; Pallant, 2007). 

 Kaiser-Meyer-Olkin measure of sampling adequacy (MSA) 

quantifies the degree of intercorrelations among the variables (Hair 

et al., 2006).  Values with this index range from 0 to 1, but the 

researcher should always have an overall MSA value exceeding .50 

before proceeding with factor analysis (Hair et al., 2006). 

 Anti-image correlation matrix is a matrix of the partial 

correlations among variables after factor analyses (Hair et al., 2006).  

This matrix represents the degree to which the factors explain each 

other in the results.  Larger anti-image correlations suggest a data 

matrix is not suitable for factor analysis (Hair et al., 2006).  

 

Once the variables were specified and the correlation matrix had been 

prepared, the researcher was ready to run the factor analysis to establish the 

underlying structure of the relationships.  

 

7.10.3 Factor Extraction  

To identify the underlying structure of the relationships the researcher had 

to choose between two similar, yet distinct, methods for extracting the 

factors (Hair et al., 2006).  Hair et al. (2006) states that both component 

analysis and common factor analysis essentially yield the same results; 

however, there are several problems (such as factor indeterminacy) 

associated with common factor analysis.  Therefore, consistent with studies 

similar to this research (such as, Foscht et al., 2009; Liu et al., 2012; 

Saenger et al., 2013; Shoham and Pesämaa, 2013), component analysis was 

the method employed in factor extraction.  

 

In selecting component analysis, it was necessary that a variables 

communality, i.e. the total amount of variance an original variable shares 

with the other variables, be >.4 to be retained for analysis (Hair et al., 

2006).  Items with communalities less than .4 required deletion, and 

following this, the factor analysis needed to be conducted once more to 

check for an improvement in the clarity of the loadings. 
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7.10.4 Determining the Number of Factors 

Following extraction, the researcher had to decide on how many factors to 

retain for analysis.  As the scales employed in this research had been 

developed and empirically tested in previous studies, the researcher knew 

how many factors to extract before beginning the factor analysis, which was 

in line with the rules of thumb presented by Hair et al. (2006).  Additional 

considerations were also taken when deciding the number of factors to 

retain, based on Hair et al. (2006). 

1. Only factors with Eigenvalues greater than 1 were considered 

significant and retained for analysis (also consistent with Pallant, 

2007). 

2. To ensure practical significance for the derived factors, the 

percentage of variance explained was required to be 60% or higher. 

3. Finally, the scree test was used to identify the optimum number of 

factors to extract before the amount of unique variance would 

dominate the common variance structure.  

 

The next stage of EFA involved factor rotation. 

 

7.10.5 Factor Rotation 

Factor rotation has been described as the most important tool when 

interpreting factors (Hair et al., 2006).  Rotation provides the researcher 

with theoretically significant factors and allows for a simple interpretation 

of the variables (Hair et al., 2006; Tabachnick and Fidell, 2007).  In this 

study, orthogonal rotation methods were employed.  Orthogonal rotation 

methods are the most widely used rotational methods (Hair et al., 2006).  

Specifically, VARIMAX rotation was employed in this study, as it allowed 

the researcher to simplify the columns of the factor matrix, gave the 

researcher a clearer separation of the factors and meant that no assumptions 

of correlation between the factors were made (Hair et al., 2006).  Selecting 

VARIMAX as the orthogonal approach was also consistent with previous 
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studies, such as Foscht et al. (2009), Liu et al. (2012) and Shoham and 

Pesämaa (2013).  

 

7.10.6 Assessing the Factor Loadings and Interpreting the Factors 

A factor loading refers to the correlation between the variable and the factor 

(Hair et al., 2006).  Factor loadings in the range of >.30 and >.40 are 

generally viewed a being acceptable, while factor loadings >.50 are 

practically significant (Hair et al., 2006).  In this research, factor loadings 

below .40 were suppressed to allow for a clear interpretation of the factors.  

 

When interpreting the factors it was desirable that all variables loaded 

cleanly onto a single factor (Hair et al., 2006).  That is, that each item had 

just one significant loading onto one factor.  In practice, this is difficult to 

achieve as some items may have cross-loadings.  For the purpose of this 

research, cross-loadings referred to when an item had a factor loading above 

.40 on more than one factor.  However, in line with Hair et al. (2006), when 

variables had cross-loadings with more than one value above .50, i.e. more 

than one significant cross-loading, these items were removed from further 

analysis. 

 

When all of the EFA decisions had been made and the analysis had been 

completed it was essential that the reliability of the measures was assessed.  

The process followed in doing so is now outlined.  

 

7.10.7 Reliability 

Reliability refers to the consistency of the measure of a concept (Bryman 

and Bell, 2007), and has been defined as “the extent to which a variable or 

set of variables is consistent with what it is intended to measure” (Hair et 

al., 2006 p. 3).  With quantitative data, reliability is concerned with 

producing a positive repetition of results if the study was to be replicated.  

Reliability has also been described as the extent to which measures are free 

from random (non-systematic) error (Webb, 1999), as random error can 
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produce inconsistencies which may lead to bias in the data.   

 

In this research, reliability was generated by pretesting and pilot testing the 

questionnaire before dissemination to the sample.  This allowed for the 

identification and elimination of any possible sources of respondent 

confusion and error before the survey was sent out to respondents.  Further, 

the researcher tested the reliability of the measures via the reliability test of 

internal consistency.  Internal consistency reliability estimates are the most 

widely used form of reliability tests and relate to item homogeneity, or the 

degree to which a number of items measure the same construct (Henson, 

2001).  To assess internal consistency the researcher employed the 

reliability coefficient, which assesses the consistency of the entire scale 

(Hair et al., 2006).  The most widely used reliability coefficient is 

Cronbach’s Alpha (α) (Hair et al., 2006; Pallant, 2007; Streiner, 2003), 

which is equal to the mean of all split-half reliability coefficients for a scale 

(Cronbach, 1951).  As a rule, the generally agreed lower limit of Cronbach’s 

α is 0.70 (Hair et al., 2006), although Hair et al. (2006) deems 0.60 

acceptable when engaging in exploratory research (Hair et al., 2006).  A 

high level of reliability suggests the measures consistently represent the 

same latent construct.  Studies relevant to this research have also reported 

the Cronbach’s α when assessing the reliability of the measures; for 

example, the studies that the scales were adopted from (see Section 7.6).  

 

Therefore, EFA was employed to check the dimensionality of the scales and 

to ensure that each of the variables loaded cleanly onto its specified factor.  

Conducting EFA also allowed the researcher to identify any items that were 

problematic and needed to be removed from further analysis.  EFA was 

employed before conducting CFA, to identify and remove weak items from 

further analysis, to check the structure of the factors and to ensure that these 

measures performed well in this study.  While EFA and CFA share some 

similarities, they are philosophically quite different (Hair et al., 2006).  The 

process followed in conducting CFA and SEM is outlined in the following 

section. 
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7.11 Confirmatory Factor Analysis and Structural Equation 

Modeling 

Confirmatory factor analysis (CFA) tests how closely measured variables 

accurately depict the latent constructs under study (Hair et al., 2006).  SEM 

refers to a collection of related statistical methods that takes a confirmatory 

approach to the examination and explanation of the set of relationships 

between variables (Byrne, 2010; Kline, 2010; Tabachnick and Fidell, 2007).  

In conducting CFA and SEM, the researcher specified the relationships 

between the observed and latent constructs and then tested these 

relationships to determine their validity (Byrne, 2010).  Unlike EFA, in 

conducting CFA the researcher assigned the variables to factors before any 

results could be acquired from the data.  Therefore, instead of allowing the 

statistical method to determine the number of factors and loadings as with 

EFA, CFA determined how well the specification of the factors matched the 

actual data (Hair et al., 2006).  This allowed the researcher to confirm the 

predetermined theory, examine internal consistency and establish the 

dimensionality and validity of the scales (Clark and Watson 1995; Hair et 

al., 2006; Peter 1981).   

 

Conducting CFA also provided a confirmatory test of the measurement 

theory.  A measurement theory details a set of relationships that suggest 

how measured variables represent a latent construct (Hair et al., 2006).  The 

researcher used the measurement theory to deduce the number of factors in 

the data and the variables that loaded onto these factors (Hair et al., 2006).  

A model specified in CFA is then termed a ‘measurement model’ as the 

CFA model focuses exclusively on the connection between factors and 

measured variables (Byrne, 2010).  Ultimately, the validity of the 

measurement model is the primary concern when conducting CFA, because 

in the absence of prior measurements, no valid conclusions can exist (Hair 

et al., 2006).  As with all SEM, a two step approach was taken in this 

research.  Firstly, the researcher confirmed the fit of the data with the 

measurement model that was specified and measured during CFA.  Once the 

validity of the measurement model was confirmed in CFA, the full 
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structural model was specified and analysed in SEM.  

 

SEM refers to a collection of related statistical methods that takes a 

confirmatory approach to the examination and explanation of the set of 

relationships between variables (Byrne, 2010; Kline, 2010; Tabachnick and 

Fidell, 2007).  Given the complexity of the model presented in Figure 7.3, 

SEM was the most suitable method of data analysis for this research as it 

offered the “most appropriate and efficient estimation technique for 

analysing multiple constructs, that are represented by several measured 

variables and distinguished by whether they are exogenous or endogenous 

constructs, simultaneously” (Hair et al., 2006 p. 718).  In conducting CFA 

and SEM, the researcher engaged in five basic steps that must be followed 

when carrying out SEM.  These steps are now explained and discussed in 

relation to Table 7.20, which sets out the rules of thumb that guided these 

stages of the analysis.  

 

Table 7.20 Rules of Thumb for conducting Confirmatory Factor Analysis 

and Structural Equation Modeling  

Stage Rule of Thumb 

Specification - Models should be developed with an underlying theory. 

Visually 

representing 

the model 

- Dependence relationships represented with a single-headed 

directional arrow.  

- Correlational relationships represented with two-headed arrows. 

Observed 

sample 

covariance 

matrix 

Can be represented by a covariance or correlation matrix. Covariance 

matrix is the recommended form of input to SEM models. It was used 

in this study as the covariance matrix provides the researcher with 

more flexibility due to the relatively greater information content it 

contains. 

Measurement 

model validity 

- Multiple fit indices should be used to assess a model’s goodness-of-

fit and include: 

- The Chi-Square (χ2) and associated degrees of freedom (df) - 

p value should be significant at >.05. However, this measure is 

sensitive to large sample sizes and has a tendency to reject 

true population models. The limitations of the χ2 are addressed 

by goodness-of-fit indices. 

- Normed χ2  -  χ2:df ratio. Ratio of 3:1 or less suggests good 

model fit. 

- CFI (Comparative Fit Index) - Cutoff value close to 0.95 is 

advised. 

- NNFI (Non-Normed Fit Index) - Values close to 0.95 (for 

large samples) indicate a good fit.  

- IFI (Incremental Fit of Index) - Value should be close to or 

exceeding 0.95. 

- RMSEA (Root Mean Square Error of Approximation): lower 

values represent better fit. Values <0.05 indicate good fit, 

values less than .08 are reasonable fit. To assess the precision 
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of the RMSEA estimates, AMOS reports a 90% confidence 

interval around the RMSEA.  

Construct 

validity 

- Standardised loading estimates should be >0.5. 

- AVE for each construct should be >0.5.   

- The square root of the AVE should be greater than the correlation 

estimate.  

- Construct reliability >0.70. 

Defining 

individual 

constructs 

- All constructs must display adequate construct validity. 

- The pretests and pilot test offered reassurance prior to confirmatory 

testing. 

 

Developing the 

measurement 

model 

- All measured variables should be free to load on one construct. 

- The model should be just or over identified. 

Designing a 

study to 

provide 

empirical 

results 

- The scale of a latent construct can be set by fixing one of the loadings 

and setting its value to 1. AMOS automatically fixes one of the factor 

loading estimates to 1, however if that item is deleted (due to low 

loadings) the value of another item must be set to 1 for that construct. 

- In a model, all constructs should should be statistically identified. 

Measurement 

model 

modification 

- Items with low loadings (below 0.5) are deleted.  

- Standardised residuals above 4.0 are deleted, and between 2.5 and 4.0 

deserve attention. 

- Modification Indices of approximately 4 or greater suggest the fit 

could be improved significantly by adding additional paths.  

- Relationships suggested in the MI and added to the model must have 

theoretical support. 

Source: Byrne (2010); Hair et al. (2006) 

 

AMOS (Analysis of Moment Structures) Version 20 was the statistical 

package selected to analyse the quantitative data.  Within this package, there 

were three interfaces available to the researcher including AMOS graphics; 

AMOS VB.NEW and AMOS C# (Byrne, 2010).  AMOS graphics was the 

interface selected for use in conducting both CFA and SEM (Byrne, 2010).  

Therefore, the researcher specified a model and worked visually from this 

model to analyse the data.  This contrasts with the other two AMOS 

interfaces, where the researcher works with equation statements to conduct 

the analysis (Byrne, 2010). 

 

7.11.1 Model Specification 

Model specification is an essential and critical first step in developing both a 

measurement and structural model (Hair et al., 2006; Schumaker and 

Lomax, 2010).  This step has also been described as one of the most 

difficult steps of CFA and SEM, as the researcher has to specify 

relationships from one construct to another based on theoretical support 

(Hair et al., 2006; Schumaker and Lomax, 2010), and, with the structural 
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model, also has to clarify which constructs were exogenous variables and 

which were endogenous variables (Hair et al., 2006). 

 

The process of model specification involved developing the theoretical 

model, with the use of relevant theory and empirical research (i.e. the 

comprehensive literature review and the Narratives), to determine which 

constructs to include in the model and to determine how they were related 

(Schumaker and Lomax, 2010).  In the model specification stage, every 

latent construct included in the model was specified and the indicator 

variables were aligned with their associated latent constructs (Hair et al., 

2006).  The objective of model specification was to establish the best 

possible model that generates the observed covariance matrix (Schumaker 

and Lomax, 2010).  The observed covariance matrix implies that some 

underlying structure exists, with the researcher aiming to obtain the model 

that had the closest fit with the covariance matrix (Schumaker and Lomax, 

2010).  The observed covariance matrix can be represented by a covariance 

or correlation matrix (Hair et al., 2006).  The covariance matrix was used in 

this study as it was the recommended form of input to SEM models, and 

provided the researcher with more flexibility due to the greater amount of 

information it contained (Hair et al., 2006).  

 

In an accurately specified model, every relationship and parameter relevant 

to the research is determined (Schumacker and Lomax, 2010).  When 

specifying the model, the researcher wished to determine the extent to 

which the true model that generated the data deviated from the implied 

theoretical model (Schumaker and Lomax, 2010).  If the true model was not 

consistent with the implied theoretical model, it was apparent that the 

theoretical model was mis-specified and the model required modification.  

Model modifications are discussed in Section 7.11.5. 

 

7.11.2 Model Identification 

Following model specification, it was crucial that issues of identification 

were addressed before the researcher estimated the parameters (Schumaker 
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and Lomax, 2010).  The issue of identification focuses on whether a unique 

set of parameters that are consistent with the data exist (Byrne, 2010; Hair et 

al., 2006).  According to Byrne (2010), if a unique solution for the values of 

the parameters can be found, then the model is considered to be identified, 

the parameters are estimable and the model can be tested.  For identification 

of both the measurement and structural model, it was necessary to set the 

variances of the factors (Anderson and Gerbing, 1988).  Therefore, it was 

essential that each parameter in the model was specified as either a fixed or 

free parameter (Schumaker and Lomax, 2010).  As AMOS was employed in 

this research to conduct CFA and SEM, the variances of the factors were 

automatically set by the software (Byrne, 2010).  Therefore, one parameter 

estimate per each latent factor was automatically fixed to the specified value 

of 1, as required for model identification (Byrne, 2010; Hair et al., 2006; 

Schumaker and Lomax, 2010).  If the fixed value item was removed during 

the CFA process, then the researcher set the value of another item to 1 to 

ensure that model identification was addressed.  The remaining items were 

free parameters, which means the parameter was unknown and needed to be 

estimated by the SEM analysis (Hair et al., 2006; Schumaker and Lomax, 

2010).  

 

With identification, a model can be under-, just- or over-identified (Byrne, 

2010; Hair et al., 2006, Schumaker and Lomax, 2010).  If a model is just- or 

over-identified, then the model is said to be identified and suitable for CFA 

and SEM (Byrne, 2010; Hair et al., 2006; Schumaker and Lomax, 2010).  In 

this research the researcher determined whether a unique set of parameters 

could be found in the sample data by achieving an over-identified model 

(see Chapter 8) (Schumaker and Lomax, 2010). 

 

7.11.3 Model Estimation 

Once the identification issue was addressed the researcher was free to 

estimate each of the parameters in the model.  With model estimation, the 

researcher wanted to obtain estimates for the parameters specified in both 

models that produced the estimated covariance matrix Σ, so that the 
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parameter values generated a matrix as close as possible to the observed 

covariance matrix S (Schumaker and Lomax, 2010).  The goal of the 

process of estimation was to use a specific fitting function to minimise the 

difference between Σ and S (Schumaker and Lomax, 2010).  Several fitting 

functions, such as unweighted or ordinary least squares (ULS or OLS), 

generalised least squares (GLS) and maximum likelihood estimation (MLE) 

were available to the researcher (Schumaker and Lomax, 2010).  In this 

research, MLE was employed, as it has been the predominant and most 

commonly used method of estimation in the literature (Anderson and 

Gerbing, 1988; Hair et al., 2006).  It was also an appropriate fitting function 

for a study with a medium to large sample size (Schumaker and Lomax, 

2010) and is the most efficient and unbiased method of estimation when the 

assumption of multivariate normality is met (Hair et al., 2006).  

 

7.11.4 Model Testing 

With the measurement and structural models specified, the data collected, 

identification issues addressed and the estimation technique selected, the 

researcher engaged in the most essential aspect of both CFA and SEM 

testing: assessing the validity of the models (Hair et al., 2006).  This stage 

involved determining how well the collected data fit the specified model.  

The validity of measurement and structural models is dependent on the 

goodness-of-fit of the model and distinct evidence of construct validity 

(Hair et al., 2006). 

 

According to Hair et al. (2006), goodness-of-fit demonstrates how well the 

specified model replicates the covariance matrix among the indicator items.  

If the researcher’s theoretical model was perfect, then the estimated 

covariance matrix and the observed covariance matrix would have been the 

same (Hair et al., 2006).  Therefore, closer values between these two 

matrices indicate a better model fit.  There were many fit indices available 

to the researcher to assess model fit, for example, the chi-square and 

associated degrees of freedom, normed chi-square, GFI, RMSR, RMSEA, 
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NFI, NNFI, CFI, IFI, PGFI and the RNI.  The fit indices employed in this 

study were determined in line with best practice and are now outlined. 

 

7.11.4.1 Chi-Square  

The chi-square (χ2) test provides a statistical test of the difference between 

the estimated and observed covariance matrices (Hair et al., 2006).  There 

are three values associated with the χ2: the χ2 itself, degrees of freedom (df) 

and the probability value (p-value).  A significant χ2 value relative to the 

degrees of freedom, i.e. the amount of mathematical information available 

to estimate model parameters, indicates that the estimated and observed 

covariance matrices differ (Schumaker and Lomax, 2010).  Therefore, the 

researcher was interested in obtaining a non-significant χ2 with associated 

degrees of freedom, as this would suggest the two matrices were similar 

(Schumaker and Lomax, 2010).  The researcher was also interested in 

obtaining a higher p-value, as the higher the probability associated with the 

χ2, the closer the fit between the hypothesised theoretical model and the data 

(Byrne, 2010).  Therefore, with SEM the researcher wished to obtain a 

small χ2 value and a large p-value, to provide evidence that there was no 

statistically significant difference between the matrices (Hair et al., 2006).  

 

However, the χ2 is not without its problems.  Specifically, it is well-known 

that the χ2 is sensitive to sample size and has a tendency to reject true 

population models (Byrne, 2010; Hair et al., 2006; Hooper et al., 2008; 

Schmaker and Lomax, 2010).  The reason for this is as the sample size 

increases (above 200), the χ2 statistic tends to produce a significant 

probability level (Schumaker and Lomax, 2006).  Consequently, the χ2 

statistic nearly always rejects the model when a large sample is employed 

(Hooper et al., 2008).  As it was anticipated that the sample would be large, 

the limitations associated with the χ2 were addressed by the additional fit 

indices that were employed by the researcher (Byrne, 2010). 
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7.11.4.2 Normed χ2 

The normed χ2 measure involves a simple ratio of the χ2 to the degrees of 

freedom (df) for a model (Hair et al., 2006).  A ratio of 3:1 or less for the 

χ2/df is associated with better fitting models (Hair et al., 2006).  

 

7.11.4.3 CFI 

The CFI (comparative fit index) is an incremental fit index that is an 

improved version of the NFI (normed fit index) (Hair et al., 2006).  The NFI 

was not reported in this study; however it is briefly described here to aid the 

comprehension of the other indices. Incremental fit indices assess how well 

the specified model fits relative to the null model (Hair et al., 2006).  The 

NFI assesses the model by comparing the χ2 value of the specified model to 

χ2 of the null model (Hair et al., 2006).  However, a major problem 

associated with the NFI is its sensitivity to sample size (Hooper et al., 

2008).  Thus, Bentler (1990) revised the NFI to take sample size into 

account and proposed the CFI (Byrne, 2010), which has been described as 

an improved version of the NFI (Hair et al., 2006).  As with the NFI, the 

CFI assumes the latent variables are uncorrelated and compares the 

hypothesised model to the null model (Hair et al., 2006; Hooper et al., 

2008).  Values for the CFI range from between 0 and 1, with a value of 0.95 

and above indicating superior fit with large samples (Byrne, 2010; Hair et 

al., 2006; Hooper et al., 2008; Hu and Bentler, 1999). 

 

7.11.4.4 NNFI 

The NNFI (non-normed fit index), also known as the TLI (Tucker-Lewis 

Index), was also developed to address problems with the NFI (Hooper et al., 

2008).  This index is conceptually similar to the CFI as it involves a 

comparison of the specified model and the null model (Hair et al., 2006).  A 

value that approaches 1 suggests a model with good fit, with values close to 

0.95 preferred (Byrne, 2010; Hooper et al., 2008; Hu and Bentler, 1999).  
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7.11.4.5 IFI 

The IFI (incremental fit index) was developed by Bollen (1989) to address 

questions of parsimony and sample size that were associated with the NFI 

(Byrne, 2010).  Therefore, computing the IFI is very similar to the NFI; 

however the degrees of freedom are also taken into account (Byrne, 2010).  

Values for this index should be close to or exceed 0.95 for good fitting 

models (Byrne, 2010).  

 

7.11.4.6 RMSEA 

The RMSEA (root mean square error of approximation) is a measure that 

attempts to correct the tendency of the χ2 statistic to reject models with large 

samples (Hair et al., 2006).  This index was developed by Browne and 

Cudeck (1993) and takes the error approximation in the population into 

account when representing how well a model fits a population (Byrne, 2010; 

Hair et al., 2006).  The RMSEA is recognised as one of the most 

informative measures in covariance structure modeling, as it is sensitive to 

the number of estimated parameters in the model (Byrne, 2010; Hooper et 

al., 2008).  This means that the RMSEA seeks model parsimony by 

selecting the model with the least number of parameters (Hooper et al., 

2008).  The RMSEA is best suited for use with large samples (Byrne, 2010; 

Hair et al., 2006), with lower RMSEA values indicating better fit (Hair et 

al., 2006).  Values less than 0.05 suggest a good fitting model; however 

values up to 0.08 indicate reasonable fit (Browne and Cudeck, 1993; Byrne, 

2010; Hair et al., 2006).   

 

One of the main advantages of the RMSEA is the ability for the confidence 

interval to be calculated around its value (Hair et al., 2006; Hooper et al., 

2006).  This is beneficial as it allows the researcher to report the range of 

the RMSEA around a given level of confidence, for example 95% (Hair et 

al., 2006). 

 

Following the testing of the model and the assessment of the fit indices, it 

was evident that the researcher would need to make some changes to model 
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based on the suggested modifications in the AMOS output.  The following 

section explains the modification process followed in this study. 

  

7.11.5 Model Modification/Respecification 

The final step in both CFA and SEM is to contemplate changes that may be 

necessary if the specified model has a poor fit. These changes are referred to 

as model modifications (Schmaker and Lomax, 2010).  AMOS provides 

additional information that may suggest modifications to improve the 

testing of the measurement theory (Hair et al., 2006).  In particular, when 

the fit of a specified model is not good, carrying out the modifications 

suggested and re-specifying the model may lead to an improvement in the 

model fit (Schmaker and Lomax, 2010).  Anderson and Gerbing (1988) 

state that more often than not, some form of re-specification of the model 

will be required.  In this study, any modifications that were conducted were 

done with consideration of both existing theory and the previous empirical 

research.  This approach was in line with the suggestions of Anderson and 

Gerbing (1988 p. 416), who state that doing so reduces the number of 

alternative models the researcher may have to investigate, whilst also 

reducing “the possibility of the researcher taking advantage of sampling 

error to attain goodness of fit.”  Three forms of modifications were 

employed in this research: path estimates, modification indices and 

standardised residuals.  These are discussed in turn. 

 

7.11.5.1 Path Estimates 

It is advised that the path estimates that link the constructs to its indicator 

variables should have a value of at least 0.50 (Hair et al., 2006).  In this 

research, loadings below this value became candidates for deletion (Hair et 

al., 2006). 

 

7.11.5.2 Modification Indices 

For each fixed parameter specified in a model, AMOS provides 

modification indices (MI) which show how much the value of overall χ2 
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would drop if the parameter was freely estimated (Byrne, 2010; Hair et al., 

2006).  In this research and in line with Hair et al. (2006), MI’s of 4 or 

greater were conducted as they suggested the fit of the model could be 

significantly improved by allowing corresponding parameters to be freely 

estimated.  It must be noted that a theory driven approach was adopted when 

adding relationships based on the MI.  Therefore, all of the modifications 

made based on the MI had support in the extant literature. 

 

7.11.5.3 Standardised Residuals 

Standardised residuals are fitted residuals divided by the standard error of 

the residual (Byrne, 2010; Hair et al., 2006; Jöreskog and Sörbom, 1993).  

They are dependent on the range of the actual measurement scale, which 

means they are particularly beneficial when attempting to identify problems 

with a measurement model (Hair et al., 2006).  Standardised residuals 

illustrate the estimates of the number of standard deviations the observed 

residuals are from the zero residuals that would exist if the model had a 

perfect fit (Byrne, 2010).  Therefore, the better the fit of the model, the 

smaller the residuals (Hair et al., 2006).  In this research, as outlined in 

Table 7.20, standardised residuals greater than 4.0 in the measurement 

model were deemed to have an unacceptable degree of error (Hair et al., 

2006).  The two items that were associated with the standardised residual 

above 4.0 were assessed and the item that had the most problems associated 

with it, i.e. more residuals above 4.0, were removed from further analysis.  

Standardised residuals between 2.5 and 4.0 were also given attention, in line 

with Hair et al. (2006).  It should be noted that standardised residuals were 

employed in modifying the measurement model only, and not the structural 

model. 

 

Given the similarity in the steps followed when conducting CFA and SEM, 

this section simultaneously presented the method the researcher employed 

in conducting CFA and SEM.  It must be noted that in practice CFA 

preceded SEM, and before the researcher progressed from CFA to SEM, it 
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was essential that the construct validity of the measurement model was 

assessed.  Construct validity is addressed in the following section. 

 

7.12 Construct Validity 

Validity, one of the most important criterion of research, refers to the 

“extent to which a measure or set of measures correctly represents the 

concept of study” (Hair et al., 2006 p. 3).  While reliability is concerned 

with the consistency of the measure, validity examines the degree to which 

a measure is free from error, and how well the concept has been defined by 

the measure (Hair et al, 2006).  In this study, the validity of the measures 

was tested by assessing construct validity.  Construct validity is an essential 

condition when testing theory as it relates to the level of correspondence 

between the constructs and their measures (Peter, 1981).  As is evident from 

Table 7.20, CFA can determine construct validity as it establishes the 

accuracy of the measurement scale.  Construct validity is composed of two 

elements, convergent and discriminant validity (Hair et al., 2006; 

Schumaker and Lomax, 2010).  These two components are now discussed in 

turn. 

 

7.12.1 Convergent Validity 

Convergent validity is the first component of construct validity and it was 

employed to assess the extent to which the variables within a specific 

construct converge or share a significant proportion of variance (Hair et al., 

2006).  Factor loadings, the average variance extracted (AVE) calculation, 

and the composite reliability were three methods used to measure 

convergent validity (Hair et al., 2006).  When analysing factor loadings for 

convergent validity, two criteria are essential: the factor loadings should be 

statistically significant and the standardised factor loadings should be 0.5 or 

higher, and ideally 0.7 or higher (Fornell and Lacker, 1981; Hair et al., 

2006; Shook et al., 2004).  If, therefore, the model exhibits high convergent 

validity, high loadings on a factor show they converge on some common 

point.  
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The average percentage of variance extracted among a set of items also 

provides a summary indication of convergence (Hair et al., 2006).  The 

AVE is the sum of all squared standardised factor loadings divided by the 

number of items (Hair et al., 2006).  Hair et al. (2006) states that AVE 

values should equal or exceed 0.5.  When the AVE is equal to or exceeds 

0.5, then there is convergent validity.  Reliability can also be employed to 

establish convergent validity.  As outlined in Table 7.20, composite 

reliability should be 0.7 or higher to indicate internal consistency (Hair et 

al., 2006).  

 

7.12.2 Discriminant Validity 

Discriminant validity is the extent to which a construct is truly distinct from 

other constructs in the model (Hair et al., 2006).  High levels of 

discriminant validity show that a construct represents phenomena that the 

other measures in the model do not (Hair et al., 2006).  The most common 

method of assessing discriminant validity in a measurement model, and the 

method employed in this study, is by analysing the square root of the AVE 

and the correlation estimates.  Discriminant validity is exhibited when the 

shared square root of the AVE for any two constructs is greater than the 

correlation estimate (Fornell and Lacker, 1981; Shook et al., 2004).   

 

It should be noted that constructs should also have two other types of 

validity: face and nomological validity.  Nomological validity is tested by 

identifying whether the correlations between the constructs in a 

measurement theory are logical (Hair et al., 2006).  Face validity must be 

determined before any theoretical testing can be conducted via CFA because 

without an understanding of every item’s content or meaning, then it is 

impossible to express and correctly specify a measurement theory (Hair et 

al., 2006).  As the measures employed in this study were rigourously tested 

in several extant studies, both nomological and face validity were assumed. 
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7.13 Conclusion 

The aim of this research was to explore the relationships Generation Y 

consumers develop with fashion brands.  This chapter set out the 

quantitative research methods that were employed to explore these 

relationships.  Section 7.2 outlined the research approach. Section 7.3 

presented the research design and Section 7.4 described the sampling 

approach that was followed with this research phase.  Section 7.5 detailed 

the data collection method, while Section 7.6 outlined the data collection 

instrument and measurement scale selection.  Section 7.7 described the 

questionnaire design, and the process the researcher engaged in when 

completing the fieldwork was outlined in Section 7.8.  Section 7.9 then set 

out the process followed in analysing the data.  Subsequently, Section 7.10 

discussed the EFA, followed by CFA and SEM in Section 7.11.  Finally, 

Section 7.12 outlined the construct validity.  The following chapter provides 

an in-depth discussion of the analysis of the data generated during this 

research phase.  Chapter 9 presents a discussion of the findings in relation to 

the extant literature and the Narrative findings that were presented in 

Chapter 5. 
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CHAPTER 8: QUANTITATIVE 
DATA ANALYSIS 

 

 

8. 1 Introduction 

The purpose of this research was to explore Generation Y consumers’ 

fashion brands relationships.  As set out throughout the course of this study, 

Chapter 2 extensively reviewed the extant literature and identified research 

gaps that required further study.  As there are a myriad of constructs that 

inform consumer brand relationships (CBRs), it was essential that a 

comprehensive literature review was conducted to uncover those constructs 

that were of most relevance to this study.  This comprehensive literature 

review was conducted in Chapter 3 and led to the development of the 

conceptual framework (CF) that guided the first phase of this mixed-

methods study.  Subsequently, Chapter 4 set out the methodology employed 

in the first phase of this study.  Twenty Narrative interviews were conducted 

in this qualitative research phase and Chapter 5 outlined the themes that 

emerged from the Narrative findings.  In Chapter 6, the CF originally 

developed in Chapter 3 was revised based on extant theory and the 

Narrative findings.  The research hypotheses were also presented in this 

chapter.  Chapter 7 outlined and justified the quantitative methodology 

employed in the second phase of this study.  The quantitative stage of the 

research employed a large-scale consumer survey (N=675) and this chapter 

focuses on the approach adopted to analyse these survey responses.  Section 

8.2 begins with a discussion of the process followed to cleaning the data.  

Section 8.3 reports an overview of the responses and Section 8.4 discusses 

the generalisability of this study.  Issues relating to common method bias 

are outlined in Section 8.5, before a profile of the respondents is presented 

in Section 8.6.  Section 8.7 details the process followed in checking the 

suitability of the data for parametric testing.  In Sections 8.8 and 8.9 the 

exploratory factor analysis (EFA) is outlined.  Section 8.10 provides a 



Chapter 8                                                               Quantitative Data Analysis 

 294 

discussion of the confirmatory factor analysis (CFA) stage and finally, in 

Section 8.11 the structural equation modeling (SEM) stage of the analysis is 

discussed.  Section 8.12 concludes this chapter.  

 

Figure 8.1 presents an overview of the stages followed in conducting this 

research.  The current stage of the research is shaded in grey.  

 

Figure 8.1 The Research Process 

 

 

 

8.2 The Cleaning of the Data 

Prior to analysis, the data was checked to ensure that there were no 

inconsistencies or errors that could impact the data.  The process followed 

to clean the data is set out below.  

 

8.2.1 Checking Values in SPSS 

 As discussed in Chapter 7, the Survey Monkey software package 

was utilised to conduct the survey.  This package was integrated 

with SPSS version 20, which meant that the data was automatically 

transferred from Survey Monkey to SPSS.  This facility aided the 

researcher as it reduced the likelihood of errors arising from 

manually inputing the data.  However, it was essential that the SPSS 

values were examined to ensure that they corresponded with the 

responses given by the respondents.  To do this, the researcher 

checked that all of the values in SPSS were consistent with the 
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response the respondents selected in Survey Monkey.  Where there 

was an apparent inconsistency, the researcher referred back to 

Survey Monkey and replaced the value in SPSS with the response 

selected by the respondents.  This ensured that all of the values 

selected in Survey Monkey were in line with those analysed in 

SPSS.  

 The researcher also checked that the Likert scale codes were 

consistent with the pre-coding structure.  For example, where 

applicable, the researcher checked that the Likert scale items were 

coded with values ranging from 1-5 with 1=Strongly Disagree and 

5=Strongly Agree.  All codes were found to be consistent with the 

pre-codes.  

 A number of negatively worded items were employed in this 

research.  The inclusion of these negatively worded items was 

consistent with their treatment in the extant literature.  Therefore, it 

was necessary for the researcher to reverse code these items before 

the analysis could begin.  The negatively worded items were reverse 

coded in SPSS.  For a five-point Likert scale, this process involved 

recoding the items in question so that the value of 5 were recoded to 

the value of 1, values of 4 were recoded with the value of 2, values 

of 2 were recoded with a value of 4 and values of 1 were recoded 

with the value of 5 (in line with Hair et al., 2006).  The midpoint 

value of 3 remained unchanged. 

 

Once the researcher was satisfied that values in SPSS were correct, it was 

necessary to ensure all of the responses had been completed correctly. 

 

8.2.2 Ensuring the Responses were Completed Correctly 

 The open-ended questions were examined to ensure all responses 

were consistent and had been completed accurately.  The researcher 

found a number of inconsistencies that needed to be addressed. For 

example, in the open-ended questions 2 (When you think about 

fashion, what fashion brand comes to mind?) and 32 (What is your 
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average monthly income?), some respondents included an additional 

space which led to the same brands or incomes being recognised as 

different values in SPSS.  To address this issue, the researcher 

examined each response and ensured these inconsistencies were 

corrected.  

 The researcher ensured that all spellings were correct so like 

responses could be recognised in SPSS.  For example, one 

participant wrote ‘River Ireland’ rather than the correct spelling 

‘River Island’.   Such errors were corrected. 

 In relation to Q.2 (When you think about fashion, what fashion 

brand comes to mind?), cases that selected more than one brand or 

that did not select one specific fashion brand were deleted, as the 

researcher did not know which brand the respondents were thinking 

about when they completed the survey.  For instance, where 

respondents said “None,” “I don't like brands, I buy clothes based on 

whether I like them not their brand,” or “high street,” these cases 

were deleted.  In total, six cases were deleted based on the 

respondents selecting more than one brand for this question.  36 

respondents did not select a fashion brand and as a result these cases 

could not be included in further analysis. 

 Questions that required the respondents to state monetary values (Q. 

21, 22, 29 and 32, see Appendix 7.2) also required some attention. In 

question 21 the respondents were asked to state how much they 

spent the last time they were shopping, question 22 required the 

respondents to state how much they are willing to spend on a new 

pair of jeans, and questions 29 and 32 asked the participants to state 

their monthly income (see Appendix 7.2).  For all of these questions 

the respondents were instructed to provide values to the nearest €10 

and the researcher ensured that the responses were consistent with 

these instructions.  In instances where another value was entered, the 

researcher rounded the value to the nearest €10.  Values lower than 

€5 were rounded down (e.g. €11 was rounded down to €10) and 

values above €5 were rounded up (e.g. €16 was rounded up to €20).  
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As with all of the changes required during the data cleaning process, 

only a small number of cases (10 cases) required attention.  

 Finally, also in relation to questions that required the respondents to 

state monetary values (questions 21, 22, 29 and 32, see Appendix 

7.2), six of the non-student respondents provided monetary values in 

different currencies.  Consequently, the researcher was required to 

convert these values to euro.  The foreign currencies provided were 

British Pound Sterling, the US Dollar, Canadian Dollar and 

Australian Dollar.  All of the values stated by these six respondents 

were converted according to the exchange rate on June 3rd 2013 

using www.xe.com.  

 

Once the researcher had rectified these issues, the issue of missing data was 

addressed. 

 

8.2.3 Dealing with Missing Data  

Missing data refers to cases where valid values on one or more variables are 

not available for analysis (Hair et al., 2006).  It was essential that the issue 

of missing data was addressed in this study, as missing data can lead to bias 

in the conclusions drawn from an empirical study (Byrne, 2010).  In total, 

1208 respondents started the questionnaire.  Of these 1208 respondents, a 

screening question based on age revealed that 133 of the respondents were 

not members of the Generation Y age cohort and as a result were directed 

out of the questionnaire.  Of the 1075 respondents that remained, 36 did not 

select a fashion brand and as a result could not be included in further 

analysis, as outlined in Section 8.2.2.  The remaining 1039 respondents 

completed questions, however 358 of those respondents that started the 

scale questions opted out of the questionnaire at different stages as follows 

in Table 8.1.   

 

 

 

 

http://www.xe.com/
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Table 8.1 Missing Data 

Stage Respondents Opted Out from the Study Number 

opting 

out 

Cumulative 

number 

opting out 

Total 

Responses 

Stage 1: Generation Y Screening Question   1208 

Stage 2: Fashion Brand Selection 133 133 1075 

Stage 3: Price Sensitivity Scale 36 169 1039 

Stage 4: Perceived Quality/Value Scale 63 232 976 

Stage 5: Satisfaction Scale 21 253 955 

Stage 6: Word-of-Mouth Scale 20 273 935 

Stage 7: Self-Expressive Brand Scale 26 299 909 

Stage 8: Brand Love Scale 30 329 879 

Stage 9: Brand Loyalty Scale 13 342 866 

Stage 10: Fashion Consciousness Scale 30 372 836 

Stage 11: Susceptibility to Interpersonal 

Influence Scale 

60 432 776 

Stage 12: (Online) Social Network Influence 

Scale 

26 458 750 

Stage 13: Self-Esteem Scale 24 482 726 

Stage 14: Brand Tribalism Scale 34 516 692 

Stage 15: Shop Online Demographic Question 11 527 681 

 

Total Number of Dropouts  527  

Total Number of Complete Questionnaires   681 

 

In completing the questionnaire, it appears that long scales were 

problematic for the respondents as there were a high number of dropouts at 

scales such as perceived quality/value (8 items), susceptibility to 

interpersonal influence (12 items) and brand tribalism (16 items).  Despite 

the length of these scales, their inclusion as they appear in the literature was 

important as the researcher sought to replicate and adopt the scales as 

closely as possible from extant studies.  The inclusion of the scales as per 

the literature was also important because of the robust properties of the 

scales, which had all demonstrated robust validity and reliability in extant 

studies.  Furthermore, both the pre-tests and pilot test did not reveal 

concerns with the length of these measures.  Additionally, an analysis of 

those who did not complete the survey revealed no significant differences 

between the responses of those who completed the questionnaire and those 

who opted out of the survey early (see Appendix 8.1).  In conducting this 

analysis, the answers of those respondents that completed the survey were 

compared to the responses of those who completed the survey up until the 

susceptibility to interpersonal influence scales.  This finding, coupled with 

the representativeness of the sample (see Section 8.6) offered reassureance 
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that the results were representative of Generation Y’s views.  Therefore, the 

researcher had reasonable confidence that the responses of those who opted 

out would not have differed significantly from those who completed the 

questionnaire. 

   

As outlined in Chapter 7, listwise deletion was employed in this study to 

address the issue of missing data.  Therefore, cases with a missing values 

for any of the variables in the data were excluded from all computations 

(Byrne, 2010).  As a result, only those cases that had fully complete 

responses were included in the analyses.  This was an appropriate approach 

to dealing with missing data (Byrne, 2010), as AMOS, the SEM software 

employed in analysing this data, does not work well with missing data 

(Arbuckle, 2005; Byrne, 2010).  The sample was also adequately large, 

which meant deleting cases with missing values was likely to be a good 

choice (Byrne, 2010).  As this action produced a sample that had no missing 

data, all statistical methods could then be applied.   

 

In checking for missing data, the researcher also the checked the data for 

unengaged responses. Therefore, the data was checked to ensure that no 

respondents selected, for example “Strongly Disagree” for every question.  

The data was checked for unengaged responses by examining the standard 

deviation of the individual responses. The researcher found no such cases in 

the data set. 

 

In analysing the data, the researcher also considered non-respondents. Prior 

research provides evidence that non-respondents are often similar to late 

respondents (Ary et al., 2010; Miller and Smith, 1983).  Therefore, to 

estimate the responses of those who did not respond to the survey the 

researcher examined the responses of those who responded late and 

compared these responses to those who responded early.  Late responses 

were defined as being those who responded after the final reminder email 

was sent on April 19th 2013.  After comparing the means of the early 

respondents with the means of late respondents, the results showed no 

significant differences between those who responded early and those who 
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responded late (see Appendix 8.2).  Therefore, the researcher had reasonable 

confidence that responses from those who did not respond to the survey 

would not have made a substantial difference to the data.  

 

When the researcher was satisfied that the data was sound and ready for 

analysis, the focus moved to the process of analysing the data, which is 

depicted in Figure 8.2.  This figure summaries the four stages the researcher 

followed in analysing the quantitative data.  The first stage of the analysis 

involved a descriptive analysis of the data.  This was in line with Webb 

(1999) who states that all analysis should begin with a descriptive analysis 

of the sample.  Subsequently, EFA was conducted as the researcher sought 

to explore whether the scales performed well with an Irish sample, and to 

check whether there were any problematic items, especially with those 

scales that were relatively new (Hair et al., 2006).  Following this stage the 

multivariate analysis began with CFA employed to test the validity of 

measurement model, and SEM used to test the structural model and the 

hypothesised relationships (Byrne, 2010; Hair et al., 2006).  Adopting this 

approach to the analysis was in line with Chang and Chieng’s (2006) study 

on CBRs.  Each stage will be described in turn. 

 

Figure 8.2 Stages of the Quantitative Data Analysis 

 

8.3 Responses 

Table 8.2 presents a demographic profile of survey respondents. As set out 

in the previous section, a total of 1,208 respondents participated in the 

online survey.  Of these 1,208 responses, 1075 were members of Generation 

Y.  In total 681 surveys were fully completed, 6 of which were unusable due 
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to the participants stating multiple brands for Question 2 (see Appendix 

7.2).  This left a valid sample size of 675 responses.  As set out in Chapter 

7, the survey was issued to two groups, via two online mechanisms.  69.5% 

of the sample were students, and 30.5% were non-students. This was 

expected given that a far larger number of students were contacted in 

disseminating the survey (maximum possible number of students - 15,000 

versus 2,200 non-students).  In total 469 respondents were students and 206 

were non-students (see Table 8.2).   

 

As discussed in Chapter 7, 2,200 members of the NUI Galway LinkedIn 

page were members of Generation Y at the time of survey dissemination. 

This gives a response rate from LinkedIn of just under 10%.  This response 

rate is in line with Dillman (2007), who advises that a response rate of 

between 10% and 15% can be expected when conducting surveys online.  

As these responses come from respondents of all ages across Generation Y 

in Ireland (see Table 8.2 and 8.3), who are not limited to one geographic 

location in Ireland (Appendix 8.3) and come from different fields of 

employment (Appendix 8.4), the researcher was confident that the sample 

provided a true reflection of the non-student Generation Y age group in 

Ireland.  

 

The response rate from the student union email is unknown.  The maximum 

number of Generation Y students that could have possibly been reached in 

this study is 15,000.  However, as mentioned in Chapter 7, there is no way 

of knowing how many students were sent the email as, due to the Students 

Union's need to protect student confidentiality, the researcher was unable to 

access the data.  However, as with the non-student responses from LinkedIn, 

the students that participated in this study were from across the 17-year age 

dispersion of Generation Y (see Tables 8.2 and 8.3), and also came from all 

academic levels across the University (see Appendix 8.5).  Therefore, the 

researcher was confident that this sample provided a true reflection of 

student members of Generation Y in Ireland.  As a worst case scenario, the 

figure of 15,000 offers a student response rate of just over 3%, however the 

response rate was probably higher.   When combining this figure with the 
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non-student sample, the overall response rate for this study is at least 4%.  

Once again, it should be noted that the response rate is probably higher than 

this figure but the researcher cannot be sure.  The following section 

provides further support for the researcher’s confidence in the 

generalisability of these findings. 

 

8.4 Generalisability 

A generalisation involves drawing conclusions about a population on the 

basis of information drawn from a particular sample (Denscombe, 2002).  

When conducting this research, generalisability was a concern as the 

researcher aimed to generate a sample that was representative of, or had the 

characteristics of the wider population (Denscombe, 2002).  The researcher 

also wished to produce generalisable knowledge in the form of theory 

(Denscombe, 2002). 

 

In line with the research objectives, the population of interest in this study 

was Generation Y consumers.  As outlined in Chapter 7, it has been 

advocated that based on the population size of 1.3 million Generation Y 

consumers in Ireland (Mintel, 2013), with a random sample, a sample size 

of 385 fully completed questionnaires was sufficient to achieve an estimate 

of the true population (Dillman, 2007; Malhotra, 2010; Saunders et al. 

(2012).  As outlined in Chapter 7, this sample size assumed maximum 

heterogeneity (a 50/50 split in the variance of the possible answers from the 

population) and 95% confidence that the sample estimate of this population 

was within plus or minus five percentage points of the true population 

(Dillman, 2007).  Maximum variance was assumed as Generation Y 

consumers were aged between 18 and 35 years at the time of this research, 

and therefore were at various different stages of their lives, which is 

reflected in the sample.  As previously mentioned, 675 fully complete and 

usable questionnaires were generated during this study.  This large sample 

size provided the researcher with assurance, as it minimised the potential of 

measurement error impacting the data, and also reduced the effect of non-

response on the generalisibility of the findings (see also Section 8.2.3).   
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Table 8.2 presents a profile of the respondents.  As all of those who 

responded to the survey were members of Generation Y and 93.8% of the 

respondents were Irish, the researcher had confidence that the characteristics 

of the sample were representative of the Generation Y population in Ireland.  

As previously mentioned, there were a larger number of female respondents 

in the sample, which was in line with the greater number of Generation Y 

females in Ireland (CSO, 2011; Mintel, 2013).  As outlined in the previous 

chapter, this survey contacted NUI Galway students and alumni; however 

this was acceptable as a high percentage of members of Generation Y attend 

or have attended third level institutions (CSO, 2011; Deloitte and Touche, 

2011).  For example, as set out in Chapter 7, in 2011 over 70% of those 

aged between 18 and 20 were in full-time education (CSO, 2011) and a 

recent study suggests that over half of the Generation Y population in 

Ireland holds a masters or postgraduate degree (Deloitte and Touche, 

2011).  Moreover, education is of paramount importance to this age cohort 

and due to the current economic environment, more and more members of 

Generation Y are opting to continue in third-level education (Deloitte and 

Touche, 2011).  As a result, the numbers of mature students, or those who 

are over the age of 23 on the year of entry (NUI Galway, 2013), in third-

level education in Ireland was at an all time high in 2011 (Irish Independent, 

2011).  Therefore, the high numbers of Generation Y who were in, or had 

attended, third level institutions at the time of this study offered reassurance 

as to the representativeness of the sample.   

 

The results of this study show that the respondents come from 23 of the 26 

counties within the Republic of Ireland (see Appendix 8.3), and consistent 

with the age range of Generation Y, the respondents ranged in age from 18-

35 years of age (see Table 8.3) (Noble et al., 2009).  Therefore, as the 

respondent profiles were consistent with the characteristics of Generation Y, 

the respondents were not restricted to one geographical location and 

responses from across the Generation Y age cohort were attained, the 

findings provide further reassurance of the representativeness of the sample.   
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To summarise, the findings of this research contribute to the current 

understanding of the relationships Generation Y consumers in Ireland form 

with fashion brands.  The researcher does not assume that these findings are 

generalisable to other age cohorts, but rather that the findings are 

generalisable across the population of Generation Y in Ireland.  The next 

section addresses the issue of common method bias. 

  

8.5 Common Method Bias 

Common method bias refers to the “variance that is attributable to the 

measurement method rather than to the constructs the measures represent” 

(Podsakoff et al., 2003 page 879).   In other words, common method bias is 

a bias present in the dataset that is the result of something external to the 

measures.  Common method bias is a concern when conducting research, as 

it is one of the main sources of measurement error, and can seriously 

threaten the validity of the conclusions drawn between measures (Podsakoff 

et al., 2003).  For this study, it was essential that the data was checked for 

common method bias before progressing with the analysis.  According to 

Podsakoff et al. (2003), Harman’s single factor test can be employed to 

check the data for bias.  Harman’s single factor test is one of the most 

widely used techniques employed to address the issue of common method 

bias (Podsakoff et al., 2003).  The use of this test was consistent with a 

recent brand love, word-of-mouth (WOM) and fashion study by Ismail and 

Spinelli (2012).  With this method, all of the variables in the study were 

loaded into an EFA and an unrotated factor solution was examined to 

determine the number of factors necessary to explain the variance in the 

observed variables (Podsakoff et al., 2003). If one factor explained the 

majority of covariance among the observed variables (above 50%) then the 

researcher would have known that common method bias was present in the 

data (Podsakoff et al., 2003).  

 

Therefore, when testing the data to see if the majority of the variance could 

be explained by a single factor, the researcher constrained the number of 

factors extracted in EFA to one. Subsequently, the researcher examined the 
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unrotated factor solution. The single factor accounted for 21.33% of the 

variance in the model (see Appendix 8.6), which was well below the 50% 

threshold.  Therefore, common method bias was not present in the data 

(Podsakoff et al., 2003).   

 

There are a number of additional methods that allowed the researcher to be 

confident that common method bias was not present in the data. Firstly, the 

results were validated with the use of independent samples (i.e. student 

sample vs. non-student sample) (Scherer et al., 2013), as the researcher ran 

the analysis with just the student sample and the non-student sample.  

Secondly, the data was collected both anonymously and confidentially, 

which should have enhanced the likelihood of the respondents answering 

honestly (Scherer et al., 2013).  Finally, the data was not used for 

administrative purposes, which should have also increased the likelihood of 

honest responding (Scherer et al., 2013; Zedeck and Cascio, 1982). 

Therefore, the researcher was satisfied that common method bias was not 

present in the data, and confidently progressed to the descriptive data 

analysis.  As previously mentioned, Table 8.2 presents a profile of the 

respondents, this is discussed in detail in the following section. 
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8.6 Respondent Profiles  

Table 8.2 Respondent Profiles  
Variables  Categories Frequency (N=675) Valid Percent (N=675) Sig. 

  Student 

(N=469) 

Non-student 

(N=206) 

Student 

(N=469) 

Non-student 

(N=206) 

 

Gender Male 

Female  

104 

365 

69 

137 

22.2% 

77.8% 

33.5% 

66.5% 

- 

Age  

*Refer to Table 8.3 for 

further details 

Mean: 

Median 

SD: 

21.34 

20.00 

3.532 

25.99 

25.00 

3.160 

 

100.0% 

 

100.0% 

 

- 

Marital Status Single (never married) 

Married 

Living with partner 

Separated 

423 

4 

41 

1 

144 

6 

56 

- 

90.2% 

0.9% 

8.7% 

0.2% 

69.9% 

2.9% 

27.2% 

- 

 

- 

Do they have children? Yes 

No 

8 

461 

5 

201 

1.7% 

98.3% 

2.4% 

97.6% 

- 

Monthly Income  Mean: 

Median 

Mode: 

SD: 

348.70 

260.00 

0 

365.961 

2043.74 

2000.00 

2000 

1105.415 

 

 

100.0% 

 

 

100.0% 

 

 

.015 

Where do they live? Urban area 

Rural area 

305 

164 

163 

43 

65.0% 

35.0% 

79.1% 

20.9% 

- 

Nationality Irish 

British 

American 

434 

10 

11 

199 

2 

1 

92.5% 

2.1% 

2.3% 

96.6% 

1.0% 

0.5% 

 

- 



Chapter 8                                                               Quantitative Data Analysis 

 307 

Other (e.g. German, Polish) 14 4 3.1% 1.9% 

When they think about 

Fashion Brands what brands 

come to mind? 

* See Appendix 7.3 for the 

categorisation of the brands 

Clothing  

Retail 

Gadget 

Sports 

176 

254 

1 

38 

88 

103 

1 

14 

37.5% 

54.2% 

0.2% 

8.1% 

42.7% 

50.0% 

0.5% 

6.8% 

 

- 

How often do they browse 

or shop on the Internet for 

fashion items?  

Daily 

More than once a week 

Once a week 

Once a month 

Once every 3 months 

Once every 6 months 

Once a year 

Never 

47 

72 

79 

120 

57 

29 

24 

41 

18 

43 

38 

45 

21 

14 

9 

18 

19.0% 

15.4% 

16.8% 

25.6% 

12.2% 

6.2% 

5.1% 

8.7% 

8.7% 

20.9% 

18.4% 

21.8% 

10.2% 

6.8% 

4.4% 

8.7% 

 

 

 

.477 

How often do they browse 

or shop on the High Street 

for fashion items? 

Daily 

More than once a week 

Once a week 

Once a month 

Once every 3 months 

Once every 6 months 

Once a year 

Never 

6 

60 

152 

161 

55 

17 

11 

7 

3 

26 

68 

82 

23 

1 

1 

2 

1.3% 

12.8% 

32.4% 

34.3% 

11.7% 

3.6% 

2.3% 

1.5% 

1.5% 

12.6% 

33.0% 

39.8% 

11.2% 

0.5% 

0.5% 

1.0% 

 

 

 

.127 

When they shop for clothing 

and other fashion items they 

typically shop… 

Mainly online and a little in stores 

A little online and mainly in stores 

Search online but shop in store 

Search in store but online 

Online only 

59 

202 

95 

10 

1 

28 

103 

30 

4 

2 

12.6% 

43.1% 

20.3% 

2.1% 

0.2% 

13.6% 

50.0% 

14.6% 

1.9% 

1.0% 

 

 

.175 
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In stores only 102 39 21.7% 18.9% 

When they shop for clothing 

and fashion items they 

typically shop… 

Alone 

With a family member 

With friends 

With partner 

236 

78 

139 

25 

135 

20 

26 

25 

50.3% 

16.6% 

27.7% 

5.3% 

65.5% 

9.7% 

12.6% 

12.1% 

 

 

0.51 

To what extent does their 

shopping companion(s) 

influence you decision?  

Not at all 

Slightly  

Moderately 

Very much 

Completely 

9 

49 

95 

76 

4 

1 

12 

25 

32 

1 

3.9% 

21.0% 

40.8% 

32.6% 

1.7% 

1.4% 

16.9% 

35.2% 

45.1% 

1.4% 

 

 

0.74 

Think about the last time 

you shopped for 

clothing/fashion items, what 

did you purchase? 

Clothing 

Footwear 

Accessories (e.g. bags, jewellery) 

Make-up/Cosmetics 

Gadgets 

313 

82 

25 

46 

3 

141 

38 

9 

15 

3 

66.7% 

17.5% 

5.3% 

9.8% 

0.6% 

68.4% 

18.4% 

4.4% 

7.3% 

1.5% 

 

 

.527 

How much did you spend 

when you were last 

shopping 

Mean: 

Median 

SD: 

48.23 

30.00 

47.651 

90.36 

60.00 

80.840 

 

 

100% 

 

 

100% 

 

.000 

 

How much money are you 

willing to spend on jeans?  

Mean: 

Median 

SD: 

43.97 

40.00 

22.783 

68.25 

60.00 

32.772 

 

 

100% 

 

 

100% 

 

.000 

How many minutes per day 

do they spend on social 

networking sites (SNS)? 

Mean: 

Median 

SD: 

90.66  

60.00 

84.415  

71.27 

60.00 

62.791 

 

100% 

 

100% 

 

.003 

 
* For clarity, the largest frequency in each category is highlighted in bold; Sig = Significance Level 
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Before beginning the descriptive analysis, the researcher conducted tests to 

check the data for significant differences between groups.  Due to the fact 

that members of Generation Y are at several different stages of their lives, 

the data was tested for differences between those who were students and 

those who are not students.  Although, there were significant differences 

found for variables such as price sensitivity, satisfaction and self-esteem, on 

a whole the groups did not differ significantly across the majority of the 

constructs (see Appendix 8.7).  Further tests were conducted to check for 

significant differences across genders.  Once again, while there were 

significant differences for variables such as price sensitivity, satisfaction 

and self-esteem, the groups did not differ significantly across the majority of 

the variables (see Appendix 8.8).  Consequently, the members of the sample 

were deemed to not differ significantly across groups and therefore, the data 

was analysed with the use of one complete sample.  The descriptive analysis 

is now discussed in detail. 

 

The respondent’s socio-demographic characteristics presented in Table 8.2 

show that 74.4% of the sample were female and 25.6% were male.  A larger 

female sample is consistent with the qualitative research phase of this study 

as 14 females and 6 males participated in the Narrative interviews.  The 

literature also provides justification for a larger female sample as there are 

more females than males in Ireland (CSO, 2011) and womenswear 

constitutes a larger portion (65%) of the apparel market (Mintel, 2013).  

Moreover, traditionally shopping and fashion consumption has been 

associated with women due to their heightened awareness of, and interest in, 

clothing (Bakewell et al., 2006).  Women engage more with fashion 

(O’Cass, 2000) and use clothing and fashion to express their self-identity 

(Bakewell et al., 2006).  Furthermore women buy new fashions and 

persuade others to buy new fashions (Cho and Workman, 2011).  Therefore 

it was of interest to ensure the sample had a female bias.  

 

Responses were reported from every year of age of the Generation Y cohort 

(see Table 8.3).  Generation Y consumers are defined as those born between 
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the years 1977 and 1944 (Noble et al., 2009).  In this study, the mean age of 

the student respondents was 21.34 years and the mean age of non-students 

was 25.99 years.  The majority of the sample (84%) were single (never 

married) and less than 2% had dependent children.  Almost 70% of the 

sample lived in urban areas.  In terms of Nationality, 93.8% of the sample 

were Irish, 1.8% were British and 1.8% were American.  The remaining 

2.6% of the sample comprised of respondents from 15 different countries, 

such as Germany, China and Poland.  It was clear from these survey 

responses that those respondents who were not Irish fully understood the 

survey questions, and all of their answers to the open-ended questions were 

provided in English.   

 

The questionnaire (see Appendix 7.2) opened by asking the respondents to 

state their favourite fashion brand.  Overall, the respondents stated four 

types of fashion brands – clothing brands, retail brands, ‘gadget’ brands and 

sports brands.  These four types of brands matched the categories of brands 

emergent from the qualitative findings of this study (see Chapter 5).  Retail 

brands proved to be the most popular choice among both the students and 

non-students as half of the sample or more (54.2% and 50.0% respectively) 

selected a retail brand, such as Topshop and River Island.  A further 37.5% 

of students and 42.7% of non-students selected clothing brands such as 

Chanel, Michael Kors or Abercrombie & Fitch.  The remaining 8.3% of 

students and 7.3% of non-students selected sports brands (e.g. Nike, Adidas 

and Converse) or ‘gadget’ brands (such as Apple).  A full list of the brands 

selected is available in Appendix 7.3.  

 

The results show that the respondents shop online for fashion items more 

frequently than they shop in stores (daily or more than once a week).  

Female respondents stated that they shop both online and offline more 

frequently than males (consistent with Cho and Workman, 2011).  For 

example, 11.8% of females shop online daily and 20.3% shop online more 

than once a week.  By contrast, just 3.5% of males shop online daily and 

11.8% shop online more than once a week.  Offline, 15.3% of females shop 

in a store more than once a week, compared to just 5.2% of males.  
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More than half of the sample shops alone (50.3% of students and 65.5% of 

non-students), and those who shop with others tend to be influenced by 

these individuals.  The respondents indicated that they were influenced 

moderately (students 40.8% and non-students 35.2%; males 39.8% and 

females 39.4%) or very much (students 35.2% and non-students 45.5%; 

males 35.2%; females 35.6%) by those they shop with.  On their last 

shopping trip, most of the sample purchased clothing (students 66.7% and 

non-students 68.4%; males 62.4% and females 68.9%).  Footwear was the 

second most consumed item (students 17.5% and of non-students 18.4%; 

males 35.3 and females 11.8%) while 9.8% of students and 7.3% of non-

students purchased make-up/cosmetics.  All of those who purchased make-

up/cosmetics on their last shopping trip were female.  5.3% of the student 

respondents and 4.4% of the non-student respondents stated that they 

purchased accessories on their last shopping trip (male 1.7% and female 

6.2%) and 0.6% of students and 1.5% of non-students purchased gadgets 

(male 0.6% and female 1%).  

 

The results show that Generation Y consumers adopt five types of 

behaviour when shopping: there are those shoppers who shop a little online 

and mainly in stores (45.2%); those who only shop in physical stores 

(20.9%); those shoppers who search the Internet for fashion information, but 

shop offline (18.5%); those who shop mainly online and a little in stores 

(12.9%); and finally those who search in store but shop online or shop only 

online (2.5%).  These findings support those of Kanu et al. (2003 p. 365) 

who found that there tends to be three types of shopper: traditional shoppers 

who shop offline, on-off switch shoppers who shop both on and offline, and 

online shoppers who shop exclusively online.   

  

Both male students and non-students earn more than their female 

counterparts.  Male students earn an average of €394.31 a month, while 

male non-students earn an average monthly amount of €2221.91.  Female 

students on the other hand earn an average of €334.78 a month, while non-

students earn an average of €1886.97.  On their last shopping trip, the 
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respondents indicated that they spent varying amounts of money.  Students 

spent an average of €48.23 while non-students spent almost double this 

amount with an average spend of €90.36.  Across gender, men indicated that 

on average they spent nearly €15 more than women on their last shopping 

trip (male €71.73; female €57.42).  To determine how willing the 

respondents were to spend money on fashion, they were asked to state how 

much they would spend on a pair of jeans.  Jeans were selected as the 

product type for this question as a recent Mintel (2013) report found that 

jeans are the most universally purchased type of clothing, with men being 

just as likely to purchase jeans as women.  Further, jeans were the focus of a 

recent study by Jegethesan et al. (2012) on young consumers’ fashion 

preferences.  Jeans are also the most common item of clothing among men 

and women around the world (Miller and Woodward, 2007; Herbst and 

Burger, 2010).  For this question, non-student respondents were willing to 

spend more than students. Students stated that they are willing to spend an 

average of €43.97 on a pair of jeans, while non-student respondents 

indicated that on average they were willing to spend €68.25 on jeans.  The 

respondents’ willingness to spend differing amounts is reflective of their 

income, as students earn an average of €348.70 a month while non-students 

earn €2043.74.   

 

Finally, consistent with Wallace et al. (2012), the respondents reported a 

high level of Facebook usage.  98% of the respondents stated that they use 

Facebook on a daily basis.  In an average day the student respondents 

indicated that they spend an average of 90.66 minutes on their favourite 

social networking sites (SNSs) while non-students spend an average of 

71.27 minutes.  Females spend slightly more time on Facebook than males.  

On average, females spend 86.13 minutes on Facebook daily, while males 

spend 80.75 minutes.  
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Table 8.3 Respondents’ Age (Note that Generation Y ages range from 18 to 35)  

Age Frequency Valid Percentage 

 Student Non-student Student Non-student 

18 67 0 14.3% 0% 

19 94 0 20.0% 0 

20 93 1 19.8% 0.5% 

21 70 5 14.9% 2.4% 

22 45 14 9.6% 6.8% 

23 21 26 4.5% 12.6% 

24 9 20 1.9% 9.7% 

25 12 38 2.6% 18.4% 

26 9 28 1.9% 13.6% 

27 11 27 2.3% 13.1% 

28 8 13 1.7% 6.3% 

29 6 7 1.3% 3.4% 

30 5 5 1.1% 2.4% 

31 7 5 1.5% 2.4% 

32 3 6 0.6% 2.9% 

33 3 2 0.6% 1.0% 

34 2 7 0.4% 3.4% 

35 4 2 0.9% 1.0% 

*Highest Frequencies are highlighted in bold font and shaded in grey. 

 

As the data analysis involved parametric tests, following the descriptive 

data analysis, it was essential that certain steps were taken to ensure the data 

was suitable for parametric testing.  These steps are outlined in the 

following section. 

 

8.7 The Analysis of the Data in Relation to Parametric Tests 

Parametric tests are based on the assumption that certain characteristics of 

the population from which a sample is drawn are known (Bryman and 

Craymer, 2002).  Conversely, non-parametric tests do not depend on 

assumptions about the precise distribution of a population sample (Bryman 

and Craymer, 2002).  The principles of statistics suggest that “parametric 

statistical tests are more powerful than non-parametric methods, but they do 

rely on more confining assumptions about the data” (Stonehouse and 

Forrester, 1998 p. 63).  If these assumptions do not hold, then the parametric 

tests are deemed less robust than non-parametric tests (Stonehouse and 

Forrester, 1998).  Gaither and Glorfeld (1985 p. 787) provide a number of 

fundamental factors that should be considered before applying statistical 
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tests to data.  These factors are: 

1. The researcher should recognise the assumptions that underlie the 

statistical test and justify the application of the test. 

2. If the researcher has reason to query assumptions, the validity of 

those assumptions should be tested. 

3. Researchers should capitalise on the robust properties of parametric 

tests by using a large sample size (>25).  

4. Random samples should be used as the basis for generalisation to a 

population of interest. 

5. The data should be analysed for the presence of extreme data points. 

 

In this research, a number of steps were taken to ensure the assumptions 

required for applying parametric tests were met.  Firstly, tests were 

employed to check the data for normality.  Normality refers to the shape of 

the data distribution for a metric variable and how it correlates with the 

normal distribution (Hair et al., 2006).  The most fundamental assumption 

in multivariate analysis is that there is normality in the data (Hair et al., 

2006).  Although normality is not necessarily a prerequisite for analysis, 

Tabachnick and Fidell (2007) state that observations will have an advantage 

if the variables have normal distributions.  Normality can be assessed by 

looking at the shape of the distribution, by viewing statistical tests for 

normality, such as the Kolmogorov-Smirnov test and by checking the 

kurtosis values (Hair et al., 2006).  Based solely on the Kolmogorov-

Smirnov test, there is evidence that the data does not follow a normal 

distribution (see Appendix 8.9).  However, with large samples it is advised 

that the assessment of normality should not be based solely on these specific 

normality tests (Hair et al., 2006).  Graphical plots and any additional 

statistical tests available should also be employed to assess the extent to 

which the data actually departs from normality.  It is generally accepted that 

rescaled kurtosis values equal to or greater than 7 are indicative of a 

departure from normality (Byrne, 2010).  Using the value of 7 to guide this 

research, the largest kurtosis value of an item in this study was 4.717 for one 

self-esteem item.  For the summated scales, the highest kurtosis value of a 

scale was 2.585 for satisfaction (see Appendix 8.10).  Consequently, no 
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item or scale was shown to be substantially kurtotic (Byrne, 2010), and 

hence the data does not indicate a departure from normality.  Additionally, 

tests for multicollinearity indicated that a very low level of multicollinearity 

was present in the data (see Appendix 8.11).  The VIF values were between 

1.053 and 1.991, which is well below the cutoff threshold of 10 (Hair et al., 

2006; Neter et al., 1990).  

 

Further, in line with the criteria outlined by Gaither and Glorfled (1985) and 

Hair et al. (2006), a large sample of N=675 was employed in this research.  

However, a large sample alone is not acceptable for assuming the robustness 

of a parametric test (Gaither and Glorfeld, 1985).  In this study, the sample 

was generated randomly from the survey population, which also means that 

the data is suitable for application of statistical tests on the basis of making 

inferences (Gaither and Glorfeld, 1985).  Moreover, in line with Gaither and 

Glorfeld’s (1985) criteria, Likert scales were used in this study, which 

prevented the existence of extreme data points and provides further support 

for the application of parametric tests.  

 

Therefore, in this study, the data was assumed to be normally distributed, 

with the data within the acceptable limits of kurtosis and multicollinearity.  

Further, the sample was generated randomly, a large response rate of N=675 

was achieved and Likert scales prevented extreme data points in the data, 

which all contributed to enhancing reliability.  Consequently, it was 

considered acceptable to employ parametric statistical methods in this 

research.  Once the data was deemed suitable for parametric testing, the 

researcher began the first phase of analysis, EFA.   

 

8.8 Exploratory Factor Analysis  

As outlined in Chapter 7, exploratory factor analysis (EFA) was conducted 

using SPSS 20.  The purpose of EFA in this study was to explore whether 

the scales employed performed well with an Irish sample, and to identify the 

existence of any problematic items (Hair et al., 2006).   EFA also allowed 

the researcher to determine the number of factors that best represented the 
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data from this study and to identify how, and to what extent, the variables 

were linked to their underlying factors (Byrne, 2010).  It was necessary to 

carry out exploratory factor analysis, as although preexisting scales were 

used in this study, the researcher did not want to make any assumptions with 

regards to the dimensionality of these measures.  Further, a small number of 

the scales are relatively new scales that have not been subject to many 

empirical studies.  For example, the variables brand tribalism (Veloutsou 

and Moutinho, 2009) and the (online) social network influence (SNI) 

(Pagani et al., 2011), are new to the literature, yet critical to this study.  As 

the scales employed to measure these constructs are new to the literature, it 

was important that these scales were further explored before progressing to 

CFA.  Moreover, a number of the scales used were developed and 

empirically tested in the United States (for example, Carroll and Ahuvia’s 

2006, self-expressive brand, brand love and WOM scales) and, as the scales 

were being applied in a European context in this research, it was considered 

important that the dimensionality of the scales would not be assumed before 

progressing with the analysis.  

 

As explained in Chapter 7, the dimensionality of the scales was explored 

through a series of factor analyses using principal component analysis with 

Varimax (orthogonal) rotation.  This was in line with previous studies, 

similar in nature to this one (Foscht et al., 2009; Liu et al., 2012; Shoham 

and Pesämaa, 2013).  As outlined in Chapter 7 (Section 7.10), rules of 

thumb in line with Byrne (2010) and Hair et al. (2006), were employed to 

guide the EFA.  The Kaiser-Meyer-Olkin (KMO) measure of sampling 

adequacy, Bartlett’s test of sphericity, the percentage of variance explained, 

the scree plot, and factor loadings were all employed in the factor analysis 

to determine the acceptability of the items (Hair et al., 2006).  Items with 

communalities greater than 0.40 and factor loadings greater than 0.50 (onto 

one factor) were the criteria for retaining items in the analysis (Hair et al., 

2006).  Where a variable was found to have more than one significant 

loading (a cross loading) with a value above 0.50, the item was removed 

from further analysis.  Where any of these criteria were not met, the items 

were removed from further analysis and the factor analysis was conducted 
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until there were no concerns with the data. For convenience, a summary of 

these rules is set out in Table 8.4. 

 

Cronbach’s Alpha was utilised to check construct reliability.  A cut off 

value of 0.70 was deemed acceptable; however as this research was 

exploratory in nature, values of between 0.60 and 0.70 were also deemed 

acceptable (consistent with Hair et al., 2006).  For all scales, KMO measure 

of sampling adequacy and Bartlett’s test of sphericity were satisfactory (see 

Table 8.6) and in line with the rules of thumb laid out in the previous 

chapter (see also Table 8.4).  The results of the factor analysis are discussed 

by scale in the following section.  These results are presented in Table 8.6 at 

the end of that section.  

 

Table 8.4 Summary of Exploratory Factor Analysis Rules of Thumb  

Rules of Thumb 

Bartlett’s test of sphericity <.05. 

Kaiser-Meyer-Olkin measure of sampling adequacy values must exceed .50. 

and ideally be >.70. 

Anti-image correlation matrix. 

Component analysis. 

Variables should have communalities >.4 to be retained for analysis.  

Variance explained 60% or higher. 

Factors shown in the scree test have substantial amounts of common 

variance. 

Loadings >.3 are acceptable, values >.5 are practically significant. However, 

in this study loadings <.4 were suppressed for clarity. 

Variables should load on a single factor. 

Cross-loadings deleted unless theoretically justified. If the cross loading is 

above .5 on more than one factor, the item becomes a candidate for deletion.  

Cut off of 0.70 for reliability (Cronbach’s Alpha), however 0.60 is acceptable 

with exploratory research (Hair et al, 2006). 

Source: Hair et al. (2006) 

 

8.9 Exploratory Factor Analysis Results 

To aid the reader in the comprehending the EFA results, Table 8.5 

summarises the scales employed in this research.  The selection of these 

scales was discussed in detail in Chapter 7.  This table details the authors 

responsible for developing these scales, the number of items and factors per 

scale, and finally the names adopted for each factor in the extant literature.  

At the end of this section, Table 8.6 presents the results of the EFA and 
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charts any changes that occurred during the EFA process.  The complete 

scales used in this study are presented in Appendix 8.12. 

 

Table 8.5 Scales Employed in this Research (see also Appendix 8.12) 

Scale  Author No. of 

items 

No. of 

factors 

Names of factors in 

Extant Literature 

Fashion 

Consciousness 

Parker et al. (2004) 4 1 Fashion 

Consciousness 

Self-Esteem Rosenberg (1965) 10 1 Self-Esteem 

Susceptibility to 

Interpersonal 

Influence 

(SUSCEP) 

Bearden et al. (1989) 12 2 1. Normative 

Influence 

2. Informational 

Influence 

Social Network 

Influence (SNI) 

Pagani et al. (2011) 14 3 1. Vicarious 

Innovativeness 

2. Self-Identity 

Expressiveness 

3. Social Identity 

Expressiveness 

Price Sensitivity Goldsmith and Newell 

(1997) 

4 1 Price Sensitivity 

Brand Tribalism Veloutsou and 

Moutinho (2009) 

16 5 1. Degree of Fit With 

Lifestyle 

2. Passion in Life 

3. Reference Group 

Acceptance 

4. Social Visibility of 

Brand 

5. Collective Memory 

Self-Expressive 

Brand 

Carroll and Ahuvia 

(2006) 

8 1 1. Inner Self 

2. Social Self 

Perceived 

Quality/Value 

(PQ/V) 

Netemeyer et al. 

(2004) 

8 2 1. Perceived Quality 

2. Perceived Value 

Satisfaction Oliver (1980) 3 1 Satisfaction 

Brand Love Carroll and Ahuvia 

(2006) 

10 1 Brand Love 

Brand Loyalty Yoo and Donthu 

(2001) 

3 1 Brand Loyalty 

Word-of-Mouth 

(WOM) 

Carroll and Ahuvia 

(2006) 

4 1 Word-of-Mouth 

 

The results of the EFA are now discussed.  It should be noted that scale 

reliability for these items was assured as the measures of the Cronbach’s 

Alpha were all above the recommended 0.70 for each of the factors (Hair et 

al., 2006; Nunnally, 1967) (see Table 8.6).  Further, where the factor 

structures of the items were consistent with the extant literature, the labels 

of the original factors were adopted for this study.   
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8.9.1 Fashion Consciousness 

In this research, Shim and Gehrt’s (1996) modified scale, as employed by 

Parker et al. (2004), was used to measure fashion consciousness.  Factor 

analysis supported the unidimensionality of this scale, accounting for 74% 

of the variance explained.   

 

8.9.2 Self-Esteem 

Self-esteem was measured by the Rosenberg Self-Esteem Scale (RSE) 

(Rosenberg, 1965).  After carrying out the factor analysis, item 10 (I take a 

positive attitude toward myself) was found to have factor loadings greater 

than 0.5 on two factors.  This item was removed from further analysis, as 

per rules of thumb, and a factor analysis was conducted with the remaining 

nine items (Hair at al., 2006).  The results of this analysis showed the 

factors loaded onto two factors, one containing positively worded 

statements and one containing negatively worded statements.  This finding 

is consistent with previous studies in the extant literature that identified this 

factor structure, for example Bachman and O’Malley, (1986), Goldsmith, 

(1986), Greenberger et al. (2003), Owens, (1993) and Sheasby et al. (2000).  

Previous research has suggested that artificial factors may arise when 

respondents misread negatively worded items (Schmitt and Stults, 1985).  

Greenberger et al. (2003) also state that the formation of a two-factor 

structure for the RSE scale is the result of item wording.  Consequently, 

factors consisting solely of negatively worded items were not deemed to be 

acceptable as the researcher had concerns about possible sources of bias in 

the responses.  For example, findings by Schmitt and Stults (1985) suggest 

that just a small percentage (10%) of respondents misinterpreting negatively 

worded items can result in separate factor structures based on negatively 

worded items.  Therefore, the five negatively worded statements were 

removed from further analysis (Hutchinson et al., 2006).  These five 

negatively worded items are presented in Table 8.6 and are distinguished by 

bold font and with a strike through the factor loading and communality 

values.  Subsequently, after running EFA for a third time measuring just 
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positive self-esteem, a unidimensional four-item factor was produced with 

65% of the variance explained (see Table 8.6).   

  

8.9.3 Susceptibility to Interpersonal Influence 

Susceptibility to interpersonal influence (SUSCEP) was measured with the 

use of Bearden et al.’s (1989) scale.  As expected, this scale had two 

dimensions as the twelve items separated onto two factors accounting for 

68% of the variance explained.  In line with Bearden et al. (1989), these two 

factors are labeled Normative Influence (factor 1) and Informational 

Influence (factor 2) (Table 8.5).  Unexpectedly, item 4 (To make sure I buy 

the right product or brand, I often observe what others are buying and 

using) loaded onto the Normative Influence factor rather than Informational 

Influence.  Therefore, Normative Influence contained nine items (items 2-6, 

8, 9, 11 and 12) and Informational Influence contained three items (items 1, 

7 and 10).  Table 8.6 sets out the structure of this measure.  Unexpected 

changes to scales will be discussed in Chapter 10.  

 

8.9.4 (Online) Social Network Influence 

(Online) Social network influence (SNI) was measured with the use of a 

scale recently developed by Pagani et al. (2011).  Consistent with the 

original study, this multidimensional scale loaded onto three factors (see 

Table 8.5).  Item 2 (I use social networks less than my friends) was deleted 

due to a low communality (.229) and after conducting the factor analysis for 

a second time item 11 (Other people are often impressed by the way I use 

social networking sites) had a high cross loading (above 0.5) onto two 

factors (Hair et al., 2006).  Therefore, item 11 was removed and the factor 

analysis was conducted once again with twelve items.  The results produced 

three factors accounting for 69% of the variance explained.  Unexpectedly, 

item 1 (I am interested in social networks) loaded onto factor 3 rather than 

factor 1.  Factor 1 therefore, comprised six items (items 3-8) and, consistent 

with the literature, was labeled Vicarious Innovativeness.  An example of an 

item from this this factor is: I would subscribe to a new social network.  
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Adopting the labels employed in Pagani et al.’s (2011) study, factor 2 (items 

12-14) was Self-Identity Expressiveness.  An example of an item in this 

factor is: Using social networking sites is part of how I express my 

personality.  Finally, factor 3 comprised of items 1, 9 and 10 and was 

labeled Social Identity Expressiveness in line with the factor from Pagani et 

al. (2011).  An example of an item in this factor is: I often talk to others 

about social networks.  As previously mentioned, unexpected loadings or 

treatment of scales will be discussed in Chapter 10.  

 

8.9.5 Price Sensitivity 

The four-item, single factor scale employed to measure price sensitivity was 

empirically tested and validated by Goldsmith and Newell (1997).  In this 

study, item 3 (In general, the price or cost of buying new fashions is 

important to me) was deleted due to a low communality (0.192), as per rules 

of thumb (see Table 8.4) (Hair et al., 2006).  The resulting factor structure 

supported a one-dimensional scale accounting for 64% of the variance 

explained (see Table 8.6).   

 

8.9.6 Brand Tribalism 

Brand tribalism was measured by Veloutsou and Moutinho’s (2009) brand 

tribalism scale.  The original scale comprised of five factors (see Table 8.5).  

However, in this study, the items separated into three factors. Item 11 (I 

often discuss (talk) with friends about this brand) had an unacceptable 

communality (0.317) and was removed from further analysis (Hair et al., 

2006).  After conducting the factor analysis without item 11, the items once 

again separated into three factors accounting for 67% of the variance 

explained.  Consistent with the literature (Veloutsou and Moutinho, 2009), 

factor 1 (items 7-10) was labeled Reference Group Acceptance.  An 

example of the items in this factor is: I would buy this brand because I am 

sure that my friends approve of it.  Factor 2 comprised six items that had 

produced two factors in Veloutsou and Moutinho’s (2009) original study.  

This factor was labeled Degree of Fit with Lifestyle, as most items came 
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from that original factor, this label was retained.  An example of one of the 

items in this factor is: This brand is right for me.  Finally, factor 3 

comprised of items 12-16, which were two factors in the original study (see 

Appendix 8.12 for the original scales and factors).  This factor once again 

adopted the original name of the dominant factor and was therefore labeled 

Social Visibility of Brand.  An example of an item in this factor is: 

Wherever I go, this brand is present.  

 

8.9.7 Self-Expressive Brand 

Carroll and Ahuvia’s (2006) self-expressive brand scale was employed in 

this research. Unlike the original scale, which had a single dimension, the 

factor analysis suggested two factors (items 1-4 and 5-8), accounting for 

73% of the variance explained.  This was somewhat expected as in the 

original measure items 1-4 relate to the ‘inner self’ and items 5-8 relate to 

the ‘social self’ (Carroll and Ahuvia, 2006) (see Section 7.6.9).  Although 

these items loaded on a single factor in the original study, subsequent 

studies have shown that items 1-4 and items 5- 8 load on separate factors 

(Wallace et al., 2012).  Therefore, consistent with extant studies, factor 1 

(items 1-4) is labeled Inner Self and factor 2 (items 5-8) is labeled Social 

Self.  

 

8.9.8 Perceived Quality/Value 

As described in Chapter 7, Netemeyer et al.’s (2004) perceived 

quality/value (PQ/V) scale was selected to measure this construct.  This 

scale consisted of eight items, with four items measuring perceived quality 

(PQ), and four items measuring perceived value (PV).  Unlike the original 

scale, which showed evidence of these two measures loading onto one 

factor, the eight items loaded onto two distinct factors (with PQ=items 1-4 

and PV=items 5-8), accounting for 72% of the variance explained (see 

Table 8.6).  Consistent with the items and labels employed by Netemeyer et 

al. (2004), the factors were labeled Perceived Quality and Perceived Value.   
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8.9.9 Satisfaction 

This construct was measured with the use of Oliver’s (1980) satisfaction 

scale. Consistent with the literature, factor analysis supported a one-

dimensional scale, explaining 87% of the variance (see Table 8.6).  

 

8.9.10 Brand Love 

To measure brand love, a scale developed and empirically tested by Carroll 

and Ahuvia (2006) was employed.  In their study, Carroll and Ahuvia 

(2006) employed a 10-item one-factor scale to measure brand love (see 

Table 8.5).  In this study item 4 (I have neutral feelings about this brand) 

had a communality below 0.40 (0.318) and was deleted as per rules of 

thumb (see Table 8.4) (Hair et al., 2006).  Following this deletion, factor 

analysis was conducted once again with the remaining nine items.  The nine 

items formed a single factor, consistent with Carroll and Ahuvia (2006), 

accounting for 61% of the variance explained.   

 

8.9.11 Brand Loyalty 

Brand loyalty was measured in this study with the use of Yoo and Donthu’s 

(2001) three-item brand loyalty scale.  Consistent with Yoo and Donthu 

(2001) the analysis supported a single factor, accounting for 69% of the 

variance explained (see Table 8.6).   

 

8.9.12 Word-of-Mouth 

Word-of-Mouth (WOM) was measured with the use of Carroll and Ahuvia’s 

(2006) four-item WOM scale.  As expected, the analysis supported the 

unidimensionality of the four items, accounting for 80% of the variance 

explained (see Table 8.6).   
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Table 8.6 Exploratory Factor Analysis Results 

Scale and factors KMO  BTS Percentage 

of Variance 

Explained 

Factor 

Loading 

Communality α 

Fashion 

Consciousness 

.810 .000 73.58% .796 

.826 

.902 

.901 

.634 

.683 

.814 

.812 

0.88 

Self-Esteem: 

Positively worded 

items (includes 

item 10) 

.904 .000 63.69% .644 

.824 

.759 

.793 

.567 (.569) 

.562 

.701 

.622 

.675 

.645 

0.81 

Negatively 

worded items 

(removed from 

further analysis, 

see 9.7.11) 

   .834 

.595 

.835 

.724 

.659 

.717 

.504 

.720 

.575 

.648 

 

SUSCEP: 

Normative 

Influence 

.930 .000 68.10% .692 

.807 

.687 

.805 

.775 

.858 

.750 

.857 

.871 

.542 

.688 

.606 

.667 

.668 

.768 

.626 

.760 

.779 

0.94 

Informational 

Influence 

   .726 

.859 

.820 

.585 

.751 

.731 

0.78 

SNI: 

Vicarious 

Innovativeness 

.894 .000 63.94% .611 

.684 

.755 

.766 

.812 

.595 

.507 

.643 

.696 

.673 

.697 

.501 

0.86 

Self-Identity 

Expressiveness 

(includes item 11) 

   .539 (.526) 

.763 

.846 

.869 

.588 

.792 

.810 

.828 

0.90 

Social-Identity 

Expressiveness 

(includes item 2) 

   .782 

.434 

.672 

.819 

.668 

.229 

.608 

.713 

0.77 

Price Sensitivity .693 .000 50.17% .808 

.759 

.414 

.779 

.652 

.576 

.172 

.607 

0.72 

Brand Tribalism: 

Reference Group 

Acceptance  

 

.882 .000 64.97% .761 

.846 

.888 

.865 

.667 

.780 

.803 

.785 

0.91 

Degree of Fit 

with Lifestyle  

   .752 

.809 

.749 

.749 

.686 

.645 

.617 

.701 

.599 

.669 

.613 

.595 

0.86 

Social Visibility 

of the Brand  

   .416 

.524 

.833 

.753 

.317 

.418 

.704 

.639 

0.84 
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.814 

.800 

.707 

.728 

Self-Expressive 

Brand:  

Inner Self 

.853 .000 73.46% .862 

.817 

.876 

.865 

.800 

.742 

.826 

.809 

0.92 

Social Self    .556 

.693 

.888 

.861 

.496 

.618 

.825 

.762 

0.82 

Perceived Quality 

  

.820 .000 72.08% .814 

.835 

.778 

.804 

.665 

.725 

.646 

.715 

0.85 

 

 

 

Perceived Value    .811 

.848 

.891 

.810 

.754 

.769 

.793 

.700 

0.88 

Satisfaction .762 .000 87.25% .924 

.937 

.941 

.853 

.878 

.886 

0.93 

Brand Love .908 .000 57.43% .752 

.759 

.817 

.564 

.802 

.847 

.670 

.812 

.804 

.708 

.565 

.576 

.668 

.318 

.643 

.718 

.448 

.660 

.646 

.501 

0.91 

Brand Loyalty .674 .000 69.23% .865 

.860 

.767 

.749 

.740 

.588 

0.78 

WOM .834 .000 79.77% .846 

.904 

.916 

.904 

.717 

.817 

.840 

.817 

0.92 

 The strikethrough indicates the items that were employed in previous studies but 

for the purpose of this research were deleted following EFA. The strikethrough 

appears in the factor loadings or communalities, which indicates why the item was 

deleted. 

 Bold = items removed from further analysis 

 SUSCEP = Susceptibility to interpersonal influence; SNI = Social network 

influence; WOM = Word-of-mouth 

 KMO = Kaiser-Meyer-Olkin Measure of Sampling Adequacy; BTS = Bartlett’s 

Test of Sphericity; α = Cronbach’s Alpha 

 See also Table 8.4 for rules of thumb for EFA. 
 

As noted above, during the EFA process a number of items were found to 

be problematic and were removed from further analysis.  Of the 96 items 

employed in this research, 85 were retained for further analysis in the 

Confirmatory Factor Analysis (CFA) stage.  Table 8.7 illustrates the scales 

employed in this study and the number of items and factors retained for 

analysis in CFA.  It also outlines the factor names utilised in this research.  
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A detailed discussion of CFA is presented in the following section.  See 

Appendix 8.12 for the original and revised scales. 

 

Table 8.7 Scales Employed in this Research after EFA (Note Table 8.5 presents 

the original scales and factors) 

Scale  Author No. of 

items in 

this study 

No. of 

factors in 

this study 

Names of factors  

Fashion 

Consciousness 

Parker et al. 

(2004) 

4 1 Fashion Consciousness 

Self-Esteem Rosenberg 

(1965) 

4 1 Self-Esteem 

SUSCEP Bearden et al. 

(1989) 

12 2 1. Normative Influence 

2. Informational 

Influence 

SNI Pagani et al. 

(2011). 

12 3 1. Vicarious 

Innovativeness 

2. Self-Identity 

Expressiveness 

3. Social Identity 

Expressiveness 

Price 

Sensitivity 

Goldsmith and 

Newell (1997) 

3 1 Price Sensitivity 

Brand 

Tribalism 

Veloutsou and 

Moutinho 

(2009) 

15 3 1. Degree of Fit With 

Lifestyle 

2. Reference Group 

Acceptance 

3. Social Visibility of 

Brand 

Self-Expressive 

Brand 

Carroll and 

Ahuvia (2006) 

8 2 1. Inner Self 

2. Social Self 

PQ/V Netemeyer et 

al.’s (2004) 

8 2 1. Perceived Quality 

2. Perceived Value 

Satisfaction Oliver (1980) 3 1 Satisfaction 

Brand Love Carroll and 

Ahuvia (2006) 

9 1 Brand Love 

Brand Loyalty Yoo and Donthu 

(2001) 

3 1 Brand Loyalty 

WOM Carroll and 

Ahuvia (2006) 

4 1 Word-of-Mouth 

* SUSCEP = Susceptibility to interpersonal influence; SNI = Social network influence; 

WOM = Word-of-mouth 

 

It must be noted that both the measurement model and the structural model 

were analysed with the use of higher order factor models.  Therefore, in this 

study, EFA informed the dimensionality of the first order factors, which 

were then analysed in CFA and SEM with the higher order factor of the 

construct.  The CFA results are outlined in the following section. 
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8.10 Confirmatory Factor Analysis 

Once the dimensionality of the constructs had been explored the researcher 

progressed to the confirmatory factor analysis (CFA) stage, as outlined in 

Figure 8.2.  Conducting CFA allowed the researcher to test whether the 

sample data confirmed the model (Schumacker and Lomax, 2010).  

Therefore, following EFA, the measurement model was specified with the 

use of AMOS 20.  During the specification of the measurement model, the 

model was specified as a higher order model.  Therefore, those constructs 

with multiple factors (SUSCEP, SNI, brand tribalism, self-expressive brand; 

PQ/V) were tested with a second factor structure that consisted of two layers 

(Byrne, 2010; Hair et al., 2006).  A higher order factor model had 

theoretical support as, for example, the self-expressive brand and PQ/V 

measures have been treated as single factors in the literature.  An advantage 

of employing a higher order factor model is that it is more parsimonious 

than a first order factor model as it consumes fewer degrees of freedom 

(Hair et al., 2006).  Following the measurement model specification, the 

researcher estimated the model by employing maximum likelihood 

estimation (MLE) (Hair et al., 2006), as outlined in Chapter 7.  As with the 

EFA, the rules of thumb suggested by Hair et al. (2006) and Byrne (2010) 

guided the CFA.  For convenience, these rules of thumb are summarised in 

Table 8.8.  Factor loadings, goodness-fit-indices, modification indices (MI), 

standardised residuals, and maximum likelihood estimates aided the 

researcher in assessing the validity of the measurement model. 

 

Table 8.8 Summary of CFA Rules of Thumb  

Rules of Thumb 

-Multiple fit indices should be used to assess a model’s goodness-of-fit and 

include: 

- The Chi-Square (χ2) and associated degrees of freedom (df) - p value 

should be significant at >.05. However, this measure is sensitive to 

large samples.  

- Normed χ2 - χ2:df ratios of 3:1 or less. 

- CFI (Comparative Fit Index) - Value close to or exceeding 0.95. 

- NNFI (Non-Normed Fit Index) - Value close to or exceeding 0.95.  

- IFI (Incremental Fit of Index) - Value close to or exceeding 0.95. 

- RMSEA (Root Mean Square Error of Approximation): Values <0.05 

indicate good fit, values less than 0.08 are reasonable fit. To assess 

the precision of the RMSEA estimates, AMOS reports a 90% 

confidence interval around the RMSEA.  
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- Standardised loading estimates >.5. 

- AVE for each construct >.5.   

- The square root of the AVE should be greater than the correlation estimate.  

- Construct reliability >.70. 

- All constructs must display adequate construct validity. 

- The model should be just or over identified. 

- Items with low loadings (below .5) are deleted.  

- Standardised residuals above 4.0 are deleted, and between 2.5 and 4.0 

deserve attention. 

- Modification Indices conducted with values of 4 or greater. 

- Relationships suggested in the MI and added to the model must have 

theoretical support. 

Source: Byrne (2010); Hair et al. (2006) 

 

8.10.1 Initial Measurement Model 

A primary evaluation of the initial measurement model shows that the 

model has 3407 degrees of freedom (df) (see Table 8.9).  Therefore, the 

model was over-identified. This was desirable and in line with the rules of 

thumb as it meant there were more unique covariance and variance terms 

than parameters to be estimated (Hair et al., 2006).  Further, as set out in 

Chapter 7, a number of goodness-of-fit indices were employed to evaluate 

the validity of the measurement model. Utilising these fit indices provided 

the researcher with information regarding how well the model was specified 

in relation to the data.  These indices, and their values, are presented in 

Table 8.9.  

 

Table 8.9 Fit Indices for the Initial Measurement Model 

Measurement 

Model: 

 

χ2 

 

df 

 

χ2/df 

 

P-

Value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

 

Proposed 

Model 

 

8920.349 

 

3407 

 

2.617 

 

.000 

 

0.855 

 

0.848 

 

0.856 

 

0.049 

*Range of the RMSEA = 0.048-0.050 

 

It is evident from Table 8.9 that the chi-square (χ2) of 8920.349 was below 

the significance level of 0.05, which suggests the model was not a good fit 

to the data (Park et al., 2006).  Further, the χ2 did not resemble the degrees 

of freedom value of 3407, which also suggested that the model did not 

adequately fit the data (Hair et al., 2006).  However, as stated in Chapter 7, 

it is widely reported in the literature that the χ2 has a number of limitations 
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and in particular is sensitive to large sample sizes (N>200), to the extent that 

a significantly poor fit may be generated even though the model may 

explain the data well (Bagozzi and Yi, 1988; Hair et al., 2006; Park et al., 

2006).  Consequently, the χ2 has a tendency to reject true population models 

(Hair et al., 2006).  The limitations of the χ2 have been addressed by 

goodness-of-fit indexes.  As previously mentioned, a number of goodness-

of-fit indices were employed in this study (see Table 8.8 for these indices 

and their rules of thumb).  From Table 8.9 it is evident that the goodness-of-

fit indices also suggest inadequate model fit.  Although the normed χ2 was in 

line with the rules of thumb (see Table 8.8), and the RMSEA provides 

evidence that the measurement model did not have a bad fit, as the value 

was below the recommended 0.05 level (Hair et al. 2006), the CFI value of 

0.855 was low and did not approach the recommended value of 0.95 (Hair 

et al., 2006).  This provides evidence that a significant amount of variance 

within the model remained unexplained (Bagozzi and Foxall, 1996).  The 

NNFI and IFI were also below the 0.95 value recommended by Hair et al. 

(2006).  Therefore, as the CFI, NNFI, IFI and the χ2 did not support the 

specification of this measurement model, the initial CFA suggested it was 

necessary to re-specify the model in accordance with the MI and 

standardised residuals to attain a model that better represented the data.  

 

8.10.2 Measurement Model Re-Specification 

The measurement model was re-specified in line with the rules of thumb 

presented in Table 8.8.  Consequently, all modifications conducted were 

based on statistical analysis and had theoretical support.  The first step of 

the model re-specification involved examining the MI to improve the fit of 

the model to the data.  In this research, consistent with the literature, and in 

line with the rules of thumb, MI values greater than 4 were considered to be 

large and in need of modification (Hair et al., 2006).  Modifications 

conducted based on the MI involved adding additional paths to the model.  

In total, 100 additional paths were added to the error terms in the 

measurement model.  In line with best practice, these paths, detailed in 

Appendix 8.13, were only added to error terms that were on the same factor 
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(Hair et al., 2006).  The results of these modifications are presented in Table 

8.10.  From this table it is clear that these modifications improved the fit of 

the model to the data.  Firstly, the χ2 dropped to a value that was closer to 

the df (from 8920.349 to 6769.153), which suggests an improvement in 

model fit.  There was also an improvement in the ratio of the χ2:df and in all 

of the goodness-of-fit indices.  For example, the CFI value increased from 

0.855 to 0.910, which was acceptable, but below the recommended value of 

0.95 (Hair et al., 2006).  The NNFI and IFI also improved to a value above 

0.90, however they remained below the more desirable value of 0.95 (Hair 

et al., 2006).  The RMSEA also improved and remained below the 

acceptable cut-off level.  Therefore, following these modifications a better 

model fit was achieved.  However, it was evident that the model would 

require further re-specification. 

 

Table 8.10 Measurement Model Re-Specification – Modification Indices 

 

Re-

specification 

 

χ2 

 

df 

 

χ2/df 

 

P-

Value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

After Error 

Covariance 

paths added 

 

6769.153 

 

3332 

 

2031 

 

.000 

 

0.910 

 

0.903 

 

0.910 

 

0.039 

*Range of the RMSEA = 0.038-0.040 

 

Following the inclusion of additional paths between the error terms, the 

researcher looked to the standardised residuals to further detect sources of 

potential model mis-specification.  As per the rules of thumb (see Table 

8.8), items with standardised residuals above 4 were removed from further 

analysis (Hair et al., 2006).  It should be noted that every modification 

conducted in re-specifying the model was done on an individual basis to 

allow the researcher to assess the impact the modifications had on the model 

and also to avoid over-specification.  In total, 31 modifications were 

conducted based on the standardised residuals by removing items from the 

model.  All of the individual items removed from the model and the results 

of these individual deletions are charted in Appendix 8.14.  Following this 

period of modifications in CFA, two of the three brand tribalism factors 

were removed from further analysis.  The factor Reference Group 
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Acceptance (RGA) was the only factor retained for analysis in the structural 

model.  Therefore, for the remainder of this research study, where the 

researcher refers to brand tribalism, it is in reference to this RGA composite 

of the measure.  Table 8.11 presents the final results of the modifications 

made to the model based on the standardised residuals.  

 

Table 8.11 Measurement Model Re-Specification – Standardised Residuals 

Re-

specification: 

 

χ2 

 

df 

 

χ2/df 

 

P-

Value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

Based on the 

Standardised 

Residuals 

 

2230.509 

 

1276 

 

1.748 

 

.000 

 

0.960 

 

0.955 

 

0.960 

 

0.033 

*Range of the RMSEA = 0.031-0.036 

 

When comparing Tables 8.9 and 8.11, it is obvious there was a substantial 

improvement in the fit of the measurement model during the CFA.  

Although the χ2 was significant (p<0.05), it was closer in value to the df 

(from 8920.349 to 2230.509), which suggested an improvement in model 

fit.  Further, the normed χ2 value also dropped to 1.748, which was within 

the 3:1 or less ratio recommended by Hair et al. (2006).  This suggested that 

the model was a good fit to the data.  There was also an improvement in all 

of the goodness-of-fit indices, with the CFI, NNFI and IFI all above 0.95 

value specified in the rules of thumb (see Table 8.8) (Hair et al., 2006).  The 

RMSEA also improved and dropped in value to 0.033.  Therefore, these 

indices were all in line with the rules of thumbs outlined in Table 8.8, 

suggesting the measurement model was a good fit to the data (Hair et al., 

2006).  Table 8.12 presents the fit indices from the initial measurement 

model and the final measurement model.  This table illustrates how the CFA 

re-specification process significantly improved the measurement model.  It 

should be noted that the Robust Method results were used throughout this 

analysis.   
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Table 8.12 Fit indices for the Initial and Final Measurement Model 

 

Measure-

ment Model 

 

χ2 

 

df 

 

χ2/df 

 

P-

Value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

 

Initial 

Model 

 

8920.349 

 

3407 

 

2.617 

 

.000 

 

0.855 

 

0.848 

 

0.856 

 

0.049 

 

Final Model 

 

2230.509 

 

1276 

 

1.748 

 

.000 

 

0.960 

 

0.955 

 

0.960 

 

0.033 

*Range of the RMSEA = 0.038-0.040 and 0.031-0.036 

 

After conducting CFA, a well-fitting measurement model was achieved 

based on the MI and the standardised residuals.  As the model exhibited 

adequate model fit, there was justification for the use of a higher order 

factor model (Hair et al., 2006).  Following the CFA, the higher-order 

factors that remained in the model (SNI, self-expressive brand and PQ/V) 

were found to predict other conceptually-related constructs adequately and 

as expected, which provided further support for the higher order factor (Hair 

et al., 2006).  Therefore, following CFA, it was evident that the final 

measurement model represented the data better than the initial measurement 

model.  Following this stage of the analysis, the researcher was confident 

that underlying relationships existed between the observed variables and 

latent constructs, and therefore, a structural model could be specified to 

examine how the latent constructs were related (Schumacker and Lomax, 

2010).  Once a satisfactory model fit was obtained, it was essential that the 

validity and reliability of the measurement model was assessed. 

 

8.10.3 Construct Validity 

Construct validity examines the degree to which each set of measured 

variables precisely represent the theoretical latent construct those variables 

were intended to measure (Hair et al, 2006).  Construct validity is 

determined by assessing two forms of validity: convergent and discriminant 

validity.  These two forms of validity are now discussed. 

 

8.10.3.1 Convergent Validity 

Convergent validity is a measure that assesses the extent to which items that 
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are indicators of a certain construct share a significant proportion of the 

variance in common (Hair et al., 2006).  As discussed in Chapter 7, there 

are a number of methods available to estimate convergent validity: 

standardised factor loadings, the average variance extracted (AVE), and the 

composite reliability (CR) (Hair et al., 2006).  All three methods were 

employed in assessing convergent validity in this study.  Table 8.13 presents 

the convergent validity calculations. 

 

Table 8.13 Convergent Validity Calculations 

Latent 

Construct 

Factor Variable SFL Sq FL AVE CR 

 

Fashion 

Conscious-

ness 

Fashion 

Conscious-

ness 

FC1 

FC2 

FC3 

FC4 

0.683 

0.721 

0.899 

0.901 

0.466 

0.520 

0.810 

0.812 

65.2% 0.880 

Self-Esteem Self-Esteem SE1 

SE3 

SE4 

SE7 

0.658 

0.780 

0.727 

0.742 

0.433 

0.608 

0.529 

0.551 

53.0% 0.818 

SUSCEP Normative 

Influence 

SUSCEP4 

SUSCEP5 

SUSCEP6 

SUSCEP8 

SUSCEP11 

SUSCEP12 

0.673 

0.804 

0.770 

0.842 

0.878 

0.879 

0.453 

0.646 

0.593 

0.709 

0.771 

0.773 

65.7% 0.920 

SNI Vicarious 

Influence 

SNI4 

SNI5 

SNI6 

SNI7 

SNI8 

0.716 

0.773 

0.708 

0.686 

0.709 

0.513 

0.598 

0.501 

0.471 

0.503 

63.0% 0.836 

 Self Identity SNI12 

SNI13 

SNI14 

0.915 

0.793 

0.781 

0.837 

0.629 

0.610 

  

 Social 

Identity 

SNI9 

SNI10 

0.843 

0.683 

0.711 

0.466 

  

Price Price Price1 0.710 0.504 44.8% 0.618 

  Price2 0.626 0.319   

Brand 

Tribalism 

Reference 

Group 

Acceptance 

BT8 

BT9 

BT10 

0.853 

0.808 

0.860 

0.727 

0.653 

0.740 

70.7% 0.878 

Self-

Expressive 

Brand 

Inner Self SEB1 

SEB3 

SEB4 

0.859 

0.848 

0.846 

0.738 

0.719 

0.716 

67.8% 0.808 

 Social Self SEB6 

SEB7 

0.770 

0.741 

0.593 

0.548 

  

PQ/V Perceived 

Quality 

PQ/V3 

PQ/V4 

0.707 

0.761 

0.499 

0.579 

63.8% 0.776 

 Perceived 

Value 

PQ/V5 

PQ/V6 

PQ/V8 

0.839 

0.848 

0.776 

0.704 

0.719 

0.602 

 

 

 

Satisfaction Satisfaction SAT1 

SAT2 

0.874 

0.912 

0.764 

0.832 

81.0% 0.927 
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SAT3 0.913 0.834 

Brand Love Brand Love BLV2 

BLV3 

BLV5 

BLV6 

BLV8 

BLV9 

0.783 

0.768 

0.816 

0.819 

0.783 

0.792 

0.613 

0.590 

0.666 

0.671 

0.613 

0.627 

63.0% 0.911 

Brand 

Loyalty 

Brand 

Loyalty 

BLY1 

BLY2 

0.837 

0.778 

0.701 

0.605 

65.3% 0.790 

WOM Word-of-

Mouth 

WOM1 

WOM2 

WOM3 

WOM4 

0.794 

0.900 

0,876 

0.862 

0.630 

0.810 

0.767 

0.743 

73.8% 0.918 

 SFL = Standardised Factor Loading; Sq FL = Squared Factor Loading; AVE = 

Average Variance Extracted; CR=Composite Reliability 

 SUSCEP = Susceptibility to interpersonal influence; SNI = Social network 

influence; PQ/V = Perceived Quality/Value; WOM = Word-of-mouth 

 

In line with the rules of thumb outlined in Table 8.8, all of the standardised 

loading estimates (factor loadings) were above 0.5 and most were greater 

than 0.7 (Hair et al., 2006).  This provides evidence of convergent validity 

within the data. CR estimates were also above the recommended level of 

0.70 (Hair et al., 2006) for all the constructs except price sensitivity, which 

had a reliability of 0.618.  Although, the CR for price sensitivity was below 

the acceptable 0.70 reliability level stated by Hair et al. (2006), Bagozzi and 

Yi (2012) assert that CR’s somewhat below this value may be obtained 

when an overall CFA model fits satisfactorily.  Moreover, Bagozzi and Yi 

(1988), argue that CR values should be between 0.60 and 0.80.  Therefore, a 

CR of 0.618 was deemed to be acceptable.  Finally, in relation to the AVE, 

Table 8.13 also suggests the constructs were adequately converged.  In line 

with the rules of thumb presented in Table 8.8, and with the exception of 

price sensitivity, all of the AVE calculations were above the required 0.5 (or 

50%) level (Hair et al., 2006).  As the AVE score of 44.8% for price 

sensitivity was close to the accepted threshold, the factor loadings were 

sufficiently high, the CR values were acceptable, and given the prominence 

of this construct in the qualitative findings, it was deemed acceptable to 

retain this construct for further analysis in the structural model.  Therefore, 

it was accepted that the measures displayed adequate convergent validity. 

 

8.10.3.2 Discriminant Validity 

Discriminant validity refers to the extent to which two associated concepts 
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are truly distinct (Hair et al., 2006).  As outlined in Chapter 7, discriminant 

validity is present if the square root of the AVE is greater than the squared 

correlation estimate.  From Table 8.14, it is clear that the square root of the 

AVE (which appears in bold on the diagonal of the factor correlation 

matrix) is greater than any of the correlations among the constructs (Hair et 

al., 2006).  This is in line with the rules of thumb set out in Table 8.8.  

Therefore, as all of the constructs appeared to be distinctly different from 

one another and there was evidence that the constructs were uncorrelated, 

the measurement model appeared to have good discriminant validity.    

 

Once the validity and reliability of the measurement model had been 

determined, the researcher had further assurance that the measurement 

model was a good representation of the data and confidently progressed to 

the SEM stage of the analysis. 
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Table 8.14 Factor Correlation Matrix 

 

 

 

μ 

 

SD WOM Price 

 

PQ/V SAT SEB BLove BLoy FC 

SUS-

CEP SNI SE BT 

WOM  3.34 0.97 0.859            

Price 

Sensitivity 

 

2.42 

 

0.88 0.281 0.669           

PQ/V 5.31 1.03 0.491 0.354 0.799          

Satisfaction 4.04 0.64 0.480 0.254 0.749 0.900         

Self Expressive 

Brand 

 

2.89 

 

0.82 0.643 0.404 0.462 0.443 0.823        

Brand Love 3.48 0.73 0.662 0.325 0.521 0.504 0.739 0.794       

Brand Loyalty 3.22 0.99 0.593 0.291 0.631 0.555 0.621 0.639 0.808      

Fashion 

Consciousness 

 

4.25 

 

1.49 0.378 0.497 0.261 0.224 0.488 0.419 0.317 0.807     

SUSCEP 2.93 1.41 0.172 0.083 -0.022 -0.054 0.395 0.182 0.181 0.255 0.811    

SNI 2.94 0.79 0.237 0.215 0.112 0.051 0.397 0.258 0.138 0.268 0.422 0.794   

Self Esteem 3.91 0.61 -0.018 -0.049 0.208 0.172 -0.040 -0.009 0.051 -0.023 -0.183 -0.059 0.728  

Brand 

Tribalism 

2.09 0.94 

0.232 0.117 0.041 -0.004 0.444 0.253 0.262 0.232 0.784 0.470 -0.263 0.841 
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*Note:  

*μ = Mean 

*Means and standard deviations (SD) are based on summated scale averages;  

*Square Root of the AVE values on the diagonal;  

*Items deleted during EFA and CFA are not included;  

*Scales are summated,  

* WOM = Word-of-mouth; PQ/V = Perceived Quality/Value; SUSCEP = Susceptibility to interpersonal influence; SNI = Social network 

influence;  

*SNI, PQ/V and Self-Expressive brand contain 3, 2 and 2 factors respectively;  

*Off-diagonal elements are correlations amongst constructs. 
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8.11 Structural Equation Modeling 

The fourth and final stage of the data analysis (as set out in Figure 8.2) 

involved testing a structural model to analyse the relationships between the 

latent constructs.  In conducting SEM, the researcher aimed to examine the 

extent to which the conceptual framework (CF), conceptualised in Chapter 3 

and revised in Chapter 6, was supported by the data (Schumacker and 

Lomax, 2010).  Employing SEM allowed the researcher to test the 

hypothesised relationships between the latent constructs and also to assess 

the validity of these relationships (Byrne, 2010).  As detailed in the previous 

section, CFA was undertaken before embarking on the full SEM which 

allowed the researcher to establish that the measurement of each latent 

construct was psychometrically sound (Byrne, 2010).  After undertaking the 

preliminary CFA analysis and establishing that the final measurement 

model accurately represented the sample data, the researcher developed a 

strong confidence in the results.  Therefore, the researcher was in a position 

to use the measurement model to test the relationships hypothesised among 

latent constructs using SEM.  As with the measurement of the CFA, AMOS 

20 was utilised in testing the structural model.  It must be noted that of the 

85 items included in the initial measurement model, 54 items were retained 

for analysing the structural model (see Appendix 8.12 for original and 

revised scales).  The following discussion details the process the researcher 

followed in carrying out the SEM.   

 

8.11.1 Structural Model Specification and Research Hypotheses  

The structural model was specified in line with the CF presented in Chapter 

6.  In doing this, the final valid measurement model generated during the 

CFA was re-specified.  The hypothesised relationships and their 

directionality are presented in Table 8.15.  As outlined throughout this 

study, these research hypotheses were originally postulated after conducting 

a comprehensive review of the extant literature.  The Narrative interviews 

informed these postulated relationships and after returning to the literature 

to ensure a strong theoretical foundation, the final research hypotheses were 
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developed (see Chapter 6 for the development of the research hypotheses).  

As is evident from Table 8.15, there were 23 hypothesised relationships and 

12 latent constructs analysed with the use of SEM. 

 

Table 8.15 The Research Hypotheses 

 Hypotheses +/- 

H1 There is a negative relationship between fashion consciousness 

and price sensitivity for fashion brands. 

- 

H2 There is a positive relationship between fashion consciousness 

and brand tribalism for fashion brands. 

+ 

H3 There is a positive relationship between fashion consciousness 

and self-expressive fashion brands. 

+ 

H4 There is a negative relationship between self-esteem and brand 

tribalism for fashion brands. 

- 

H5 There is a negative relationship between self-esteem and self-

expressive fashion brands. 

- 

H6 There is a negative relationship between susceptibilty to 

interpersonal infuence and price sensitivity for fashion brands. 

- 

H7 There is a positive relationship between susceptibilty to 

interpersonal infuence and brand tribalism for fashion brands. 

+ 

H8 There is a positive relationship between susceptibility to 

interpersonal influence and self-expressive fashion brands. 

+ 

H9 There is a positive relationship between online social network 

influence and brand tribalism for fashion brands. 

+ 

H10 There is a positive relationship between online social network 

influence and self-expressive fashion brands. 

+ 

H11 There is a negative relationship between price sensitivity and 

perceived quality/value for fashion brands. 

- 

H12 There is a negative relationship between price sensitivity and 

satisfaction with fashion brands. 

- 

H13 There is a negative relationship between price sensitivity and 

brand love for fashion brands. 

- 

H14 There is a positive relationship between brand tribalism and 

satisfaction with fashion brands. 

+ 

H15 There is a positive relationship between brand tribalism and brand 

love for fashion brands. 

+ 

H16 There is a positive relationship between self-expressive fashion 

brands and satisfaction. 

+ 

H17 There is a positive relationship between self-expressive fashion 

brands and brand love. 

+ 

H18 There is a positive relationship between perceived quality/value 

and brand loyalty for fashion brands. 

+ 

H19 There is a positive relationship between perceived quality/value 

and positive word-of-mouth for fashion brands. 

+ 

H20 There is a postive relationship between satisfaction and brand 

loyalty for fashion brands. 

+ 

H21 There is a positive relationship between satisfaction and positive 

word-of-mouth for fashion brands. 

+ 

H22 There is a positive relationship between brand love and brand 

loyalty for fashion brands. 

+ 

H23 There is a positive relationship between brand love and positive + 
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word-of-mouth for fashion brands. 
* +/- Indicates the directionality of the relationship. + = Positive relationship; - = negative 

relationship. 

 

8.11.2 Initial Structural Model 

As set out in Chapter 7, once the structural model was specified, the 

researcher estimated the model and determined whether it was identified.  

As with the CFA, the model was estimated by employing MLE.  After 

evaluating the estimated model it was clear that the model was over-

identified, as there was 1311 degrees of freedom (df) (see Table 8.16).  This 

was in line with the rules of thumb outlined in Table 8.8 (Hair et al., 2006).  

As with CFA, a number of goodness-of-fit indices were employed to 

evaluate the validity of the structural model.  The fit indices for this initial 

structural model are presented in Table 8.16.  The rules of thumb employed 

in this study for these indices are summarised in Table 8.8.  A discussion of 

these indices follows.   

 

Table 8.16 Fit Indices for the Initial Structural Model 

 
 

χ2 

 

df 

 

χ2/df 

 

 p-

value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

Initial SEM 

Model 

 

2589.645 

 

1311 

 

1.974 

 

.000 

 

0.946 

 

0.941 

 

0.946 

 

0.038 

* Range of the RMSEA = 0.036-0.040 

 

The analysis of the fit indices indicates a relatively good structural model 

fit. The normed χ2 was below the recommended 3:1 χ2:df ratio (Hair et al., 

2006).  The RMSEA provides evidence of a good fit as, in line with the 

rules of thumb, the value of 0.038 was below the recommended 0.05 

threshold (Hair et al., 2006).  Further, the CFI, NNFI and IFI were all 

acceptable with a value above 0.90 (Hair et al., 2006).  However, although 

these values were acceptable, it is recommended that the CFI, NNFI and IFI 

are above 0.95 (Byrne, 2010; Hair et al., 2006; Hooper et al., 2008; Hu and 

Bentler, 1999).  Therefore, the researcher embarked on a period of model 

modification with the aid of the MI, to try to achieve a model with a better 
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fit to the data. 

 

8.11.3 Structural Model Modification 

After the initial structural model was estimated and tested, the model was 

modified to improve the fit of the specified model to the data (Hair et al, 

2006).  As with the CFA, all of the modifications that were carried out at 

this stage were based on statistical analysis and had theoretical support.  In 

modifying the model, the researcher examined the MI to improve the fit of 

the structural model to the data.  In line with the rules of thumb outlined in 

Table 8.8, MI values greater than 4 were considered to be large and in need 

of modification (Hair et al., 2006).  The first modification conducted was 

based on the covariances in the modification indices and involved adding an 

additional path between e1 and e2.  e1 and e2 were both error variances on 

the same factor (price sensitivity), hence theoretically the researcher was 

able to add this path (Hair et al., 2006).  The results of this modification are 

now discussed and presented in Table 8.17.  

 

Table 8.17 Structural Model Re-specification – using Covariances 

 

Modification: 

 

χ2 

 

df 

 

χ2/df 

 

p-

value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

Add path 

from e1-e2  

 

2473.740 

 

1311 

 

1.887 

 

.000 

 

0.951 

 

0.946 

 

0.951 

 

0.036 

Range of the RMSEA = 0.032-0.037 

 

From Table 8.17, it is evident that the addition of a path from e1->e2 

resulted in an improvement in the specification of the structural model.  

Firstly, the χ2 dropped to a value that was closer to the df (from 2589.643 to 

2473.740).  This suggested an improvement in model fit.  There was also an 

improvement in all of the fit indices.  For example, both the values of the 

CFI and IFI increased from 0.946 to 0.951, and therefore, were above the 

recommended value of 0.95 (Hair et al., 2006).  The NNFI also improved to 

a value of 0.946, which was slightly below the recommended 0.95 value 

(Hair et al., 2006).  The value of the RMSEA improved, dropping from 

0.038 to 0.036, which were both below the recommended maximum value 
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of 0.05 (Hair et al., 2006).  As the NNFI remained below the recommended 

value, the researcher returned to the MI to modify the model based on the 

suggested regression weight modifications. 

 

Based on the Regression Weights in the MI, 5 paths were added to the 

model as depicted in the final structural model in Figure 8.3.  Details of the 

paths added to the model and their individual impact on the model fit are 

included in Appendix 8.15.  It should be noted that each path added to the 

structural model during the modification process was added on an individual 

basis.  This allowed the researcher to assess the impact the modification had 

on the model, to ensure that the additional (new) relationships were 

statistically significant, and avoided over-specifying the model.  It should 

also be noted that only those suggested relationships that were statistically 

significant and that had a theoretical rationale were added to the model.  As 

per the rules of thumb outlined in Table 8.8, MI’s with values greater than 4 

were included in the structural model.  Table 8.18 presents the fit indices of 

the structural model following the inclusion of all five additional paths.  

 

Table 8.18 Structural Model Modification – Revisions based on Regression 

Weights 

 

Modification: 

 

χ2 

 

df 

 

χ2/df 

 

p-

value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

After adding 

paths based 

on regression 

weights 

 

2328.557 

 

1305 

 

1.794 

 

.000 

 

0.957 

 

0.952 

 

0.957 

 

0.034 

* Range of the RMSEA = 0.032-0.036 

 

Following the modification of the structural model based on the regression 

weights, it was evident that there had been a substantial improvement in the 

model fit.  Although the χ2 was still significant (p<.05), the value was closer 

to the df than in the initial model.  This provided evidence of an 

improvement in the fit of the model to the data.  Further, the normed χ2 

value of 1.794 was within the ‘3:1 or less’ ratio recommended by Hair et al. 
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(2006), which suggested that the model was a good fit to the data.  An 

improvement in all of the fit indices was also evident, with the CFI, NNFI 

and IFI all above the 0.95 value specified in the rules of thumb (see Table 

8.8) (Hair et al., 2006).  There was a further improvement in the RMSEA, 

which dropped to a value of 0.034.  Therefore, after conducting 6 

modifications to the structural model, all of the fit indices were superior to 

previously specified models and were in line with the rules of thumbs set 

out in Chapter 7 and Table 8.8.  As a result, the researcher was confident 

that the modified structural model was a good fit to the data (Hair et al., 

2006).  The final structural model is presented in Figure 8.3.  In this figure 

the initial paths are represented by the unbroken black lines, the rejected 

paths are represented by the broken lines and the additional paths added 

during the model modification are represented by the coloured paths.  

Moreover, as previously outlined throughout this chapter, in analysing both 

the measurement and structural models, second and higher order factors 

were employed.  For example, PQ/V had two distinct factors (PQ and PV) 

that were analysed with the use of the higher order factor of PQ/V.  SNI 

(three factors) and SEB (two factors) were also analysed with the use of 

higher order factors.  However, it must be noted that given the complexity 

of these models, the final structural model is presented in Figure 8.3 (and 

also in Figures 9.4 and 10.2) as a single order factor model to allow for 

clarity and to aid the reader in understanding the relationships in the model.   
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Figure 8.3 Final Structural Model 

 

 

 

 

 

 

 

 

 

 

* Black line = initial accepted paths; broken line = initial rejected paths; Coloured line = 

additional paths added during SEM 

 

As a well fitting structural model was attained during SEM, the focus of this 

study moved to testing the research hypotheses. 

 

8.11.4 Hypothesis Testing 

Once the researcher was satisfied that the structural model was a good fit to 

the data, the next step was to examine the hypothesised relationships.  The 

acceptance or rejection of the hypothesised relationships was determined by 

evaluating the regression weights in the Standardised Estimates output 

generated in AMOS 20.  For a hypothesis to be accepted, it was essential 

that the relationship was statistically significant and that the directionality of 

the relationship established in the SEM was consistent with the 

directionality originally postulated (Hair et al., 2006).  In this research, 

statistical significance was judged by a p-value of less than 0.05 (Byrne, 

2010; Hair et al., 2006).   

 

Table 8.19 provides a summary of the Maximum Likelihood Regression 

Weight results following the validation of the final structural model.  This 

table includes the expected (E) and actual (A) directionality of the 
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relationships between the latent variables in the data, the p-value, the beta 

values and whether the hypothesis is was accepted.  Where the MI 

suggested a new significant relationship, this is denoted with the word 

‘New’ in the ‘Hypo’ or ‘hypothesis’ column in Table 8.19.  

 

Table 8.19 Hypothesis Testing 

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 

Fashion Consciousness 

H1 Fashion Consciousness -> 

Price Sensitivity 

- + .016 .353 *** Reject 

H2 Fashion Consciousness -> 

Brand Tribalism 

+ - .023 -.060 .108 Reject 

H3 Fashion Consciousness -> 

Self-Expressive Brand 

 

+ 

 

+ 

 

.025 

 

.230 

 

*** 

 

Accept 
 

Self-Esteem 

H4 Self-Esteem -> Brand 

Tribalism 

- - .047 -.126 *** Accept 

H5 Self-Esteem -> Self-

Expressive Brand 

- - .049 -.099 .018 Accept 

New Self-Esteem -> Price 

Sensitivity 

N/A + .029 .184 *** Accept 

 

Susceptibility to Interpersonal Influence 

H6 SUSCEP -> Price 

Sensitivity 

- - .013 -.073 .147 Reject 

H7 SUSCEP -> Brand 

Tribalism 

+ + .034 .653 *** Accept 

H8 SUSCEP -> Self-

Expressive Brand 

+ + .026 .251 *** Accept 

 

Social Network Influence  

H9 SNI -> Brand Tribalism + + .042 .134 .001 Accept 

H10 SNI -> Self Expressive 

Brand 

+ + .040 .180 *** Accept 

 

Price Sensitivity 

H11 Price Sensitivity -> PQ/V - + .423 .901 *** Reject 

H12 Price Sensitivity -> 

Satisfaction 

- + .278 ..851 *** Reject 

H13 Price Sensitivity -> Brand 

Love 

- + .125 .240 *** Reject 

New Price Sensitivity -> Self-

Expressive Brand 

N/A + .195 .509 *** Accept 

 

Brand Tribalism 

H14 Brand Tribalism -> 

Satisfaction 

+ - .040 -.036 .514 Reject 

H15 Brand Tribalism ->Brand 

Love 

+ - .035 -.054 .257 Reject 

New  Brand Tribalism -> 

Brand Loyalty 

N/A + .045 .150 *** Accept 

New Brand Tribalism -> 

WOM 

N/A + .035 .095 .006 Accept 

 

Self-Expressive Brand 
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H16 Self-Expressive Brand -> 

Satisfaction 

+ - .087 -.029 .764 Reject 

H17 Self-Expressive Brand -> 

Brand Love 

+ + .072 .665 *** Accept 

New Self-Expressive Brand -> 

Brand Tribalism 

N/A + .056 .171 *** Accept 

 

Perceived Quality/Value 

H18 PQ/V -> Brand Loyalty + + .088 .399 *** Accept 

H19 PQ/V -> WOM + + .060 .173 .015 Accept 
 

Satisfaction 

H20 Satisfaction -> Brand 

Loyalty 

+ + .112 .079 .261 Reject 

H21 Satisfaction -> WOM + + .082 .099 .093 Reject 
 

Brand Love 

H22 Brand Love -> Brand 

Loyalty 

+ + .083 .352 *** Accept 

H23 Brand Love -> WOM + + .071 .510 *** Accept 

Note:  

* E= Expected; A= Actual;  β = Beta value = Standardised coefficients;  

* p-values less than 0.01 are depicted with the use of three stars (***);  

* Statistically significant relationships are highlighted in bold font. 

* Where the relationship was significant but the directionality was opposite to expected, the 

hypothesis was rejected. 

* SUSCEP = Susceptibility to interpersonal influence; SNI = Social network influence; 

PQ/V = Perceived Quality/Value; WOM = Word-of-mouth. 

 

 

It is evident from Table 8.19 that for the final structural model, 12 of the 23 

hypothesised relationships were accepted.  Five previously unspecified 

statistically significant relationships are also depicted in this table.  These 

five relationships were added to the model based on the MI, and resulted in 

an improved model fit.  A description of the results of each hypothesis test 

in relation to each latent variable is now outlined.  Chapter 9 presents a 

comprehensive discussion of the results of the hypotheses tests in relation to 

the literature and the Narratives. 

 

8.11.4.1 Fashion Consciousness  

Hypothesis 1 proposed a negative relationship between fashion 

consciousness and price sensitivity.  Although the relationship between 

these two constructs was found to be statistically significant (p=***) the 

directionality of the relationship was positive and therefore H1 was not 

supported.  

 

In Hypothesis 2 a positive relationship was expected between fashion 
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consciousness and brand tribalism.  This hypothesis was rejected as the 

relationship was not statistically significant (p=0.108) and the directionality 

of the relationship (-) was not consistent with the hypothesised relationship.  

Therefore, the data does not support H2. 

 

Hypothesis 3 proposed a positive relationship between fashion 

consciousness and self-expressive brand.  This hypothesis was statistically 

significant (p=***) and H3 is supported as the results suggest that fashion 

consciousness does have a positive influence on self-expressive brand. 

 

8.11.4.2 Self-Esteem 

Hypothesis 4 proposed a negative relationship between self-esteem and 

brand tribalism.  The negative relationship was statistically significant 

(p=***).  Therefore, H4 was supported. 

 

Hypothesis 5 postulated a negative relationship between self-esteem and 

self-expressive brand.  The findings support the statistical significance of 

this relationship (p=0.018) as those with higher levels of self-esteem place 

less importance on self-expressive brands.  Therefore, H5 was supported. 

 

A relationship between self-esteem and price sensitivity was added to the 

structural model following a period of modifications during SEM.  This 

relationship was statistically significant (p=***) and provides evidence of a 

positive relationship between self-esteem and price sensitivity. 

 

8.11.4.3 Susceptibility to Interpersonal Influence 

A negative relationship between SUSCEP and price sensitivity for fashion 

brands was postulated in Hypothesis 6.  This hypothesis was not significant 

(p=0.147) (Hair et al., 2006) and therefore was rejected.  

 

Hypothesis 7 postulated a positive relationship between SUSCEP and brand 

tribalism.  In support of this hypothesis, SUSCEP and brand tribalism were 

positively related, and the relationship between these two constructs was 

statistically significant (p=***).   Therefore, H7 was accepted. 
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A positive relationship was also expected between SUSCEP and self-

expressive brand in Hypothesis 8.  As is evident in Table 8.19, this 

relationship was statistically significant and is supported with a p-value less 

than 0.01 (p=***).  Thus, H8 was accepted.   

 

8.11.4.4 (Online) Social Network Influence 

Hypothesis 9 proposed that SNI was positively related to brand tribalism.  

The hypothesised relationship was statistically significant (p=***) and the 

results indicated that SNI has a positive relationship with brand tribalism.  

Consequently, H9 was accepted. 

 

A positive relationship was also hypothesised between SNI and self-

expressive brand (Hypothesis 10).  This proposed relationship was positive 

and statistically significant (p=***) with SNI being positively related to 

self-expressive brand.  Consequently, H10 was accepted.  

 

8.11.4.5 Price Sensitivity 

A negative relationship between price sensitivity and PQ/V was postulated 

in Hypothesis 11.  The relationship between these latent variables was 

statistically significant (p=***), however the directionality was not 

supported and therefore, H11 was rejected. 

 

Hypothesis 12 predicted a negative relationship between price sensitivity 

and satisfaction. While the relationship between these two latent constructs 

was statistically significant (p=***), the directionality of the proposed 

relationship was not supported and hence, H12 was rejected. 

 

A negative relationship was also proposed between price sensitivity and 

brand love.  Once again, the relationship between these two constructs was 

statistically significant (p=***); however the relationship was positive, and 

not negative as hypothesised. Therefore, Hypothesis 13 was not supported. 

 

Following modifications during the SEM process, a relationship between 
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price sensitivity and self-expressive brand was added to the structural 

model. This relationship was statistically significant (p=***) and supports a 

positive relationship between price sensitivity and self-expressive brand. 

 

8.11.4.6 Brand Tribalism 

In Hypothesis 14, a positive relationship was expected between brand 

tribalism and satisfaction.  From Table 8.19, it is evident that the 

relationship between these two constructs was not statistically significant 

(p=0.452) and the directionality was not supported. Therefore, H14 was not 

accepted. 

 

A positive relationship was also expected between brand tribalism and 

brand love.  However, the relationship that existed between these latent 

variables in the data was negative and not statistically significant (p=0.257).  

Thus, Hypothesis 15 was rejected. 

 

Two additional brand tribalism relationships were added following 

modifications to the structural model.  The first relationship added to the 

model was a positive relationship between brand tribalism and brand 

loyalty.  This relationship was statistically significant with a p< 0.01 (***).  

The second relationship added to the model was between brand tribalism 

and WOM.  As suggested by the MI, this relationship was positive and 

statistically significant (p<0.006) and therefore, suggests that brand 

tribalism positively influences WOM. 

 

8.11.4.7 Self-Expressive Brand 

Hypothesis 16 suggested a positive relationship between self-expressive 

brand and satisfaction.  As is evident from Table 8.19, the relationship 

between self-expressive brand and satisfaction was not statistically 

significant (p=0.764).  The relationship was also negative.  Therefore, H16 

was not accepted.  
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A positive relationship was proposed between self-expressive brand and 

brand love.  In support of Hypothesis 17, this relationship was statistically 

significant (p=***) as self-expressive brand had a positive influence on 

brand love.  Therefore, H17 was accepted. 

 

The MI suggested the addition of a relationship between self-expressive 

brand and brand tribalism.  The positive relationship between self-

expressive brand and brand tribalism was statistically significant (p=***), 

and therefore this relationship was added to the model.  

 

8.11.4.8 Perceived Quality/Value 

In Hypothesis 18 a positive relationship was expected between PQ/V and 

brand loyalty.  The relationship was statistically significant (p=***) with 

PQ/V being positively related to brand loyalty.  Thus, H18 was accepted. 

 

A positive relationship was also proposed between PQ/V and WOM 

(Hypothesis 19).  Supporting this hypothesis, PQ/V and WOM were 

positively related and statistically significant (p=0.015).  Therefore, H19 

was accepted. 

 

8.11.4.9 Satisfaction 

Hypothesis 20 postulated a positive relationship between satisfaction and 

brand loyalty.  This relationship was not statistically significant as the p-

value was greater than 0.05 (p=0.261) (Hair et al., 2006).  Consequently, 

H20 was rejected.  

 

In Hypothesis 21, a positive relationship was expected between satisfaction 

and WOM.  As this relationship was not statistically significant (p=0.93), 

H21 was rejected.  
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8.11.4.10 Brand Love 

A positive relationship was proposed between brand love and brand loyalty 

in Hypothesis 22.  In support of this hypothesis, this relationship was 

positive and statistically significant (p=***).  Therefore, H22 was accepted. 

 

Hypothesis 23 suggested a positive relationship between brand love and 

WOM. This proposed relationship was statistically significant (p=***) as 

brand love had a positive influence on WOM.  Consequently, H23 was 

accepted. 

 

It is clear from the results of the hypothesis tests that there are a number of 

significant relationships that warrant further discussion.  In order to fully 

interpret the findings of these results, and to address the objectives of the 

research, these relationships are discussed in Chapter 9 in relation to the 

insights provided by the Narratives and the extant literature.  Additionally, 

there are several hypothesised relationships that were significant, but the 

directionality was the opposite of that expected.  Therefore, these 

hypotheses were not supported by the data, and the reasons for these results 

will also be explored in Chapter 9.  The results of these hypothesis tests 

offer many contributions to theory and practice, which will be discussed in 

Chapter 10 where the implications of these results and recommendations for 

future study are also presented.  Before progressing to the discussion of the 

findings, the following section concludes this chapter. 

 

8.12 Conclusion 

This chapter sets out the steps taken in analysing the quantitative data.  As 

presented in Figure 8.2, the quantitative data analysis comprised of four 

stages.  A descriptive analysis of the data was the first of these four stages 

and was followed by EFA, CFA and SEM.  675 valid responses were 

available for analysis. The results from the descriptive analysis (see Table 

8.2) illustrated that the sample consisted of both male (N=173) and female 

(N=502) members of Generation Y.  Both student (N=469) and non-student 

(206) members of Generation Y were included in the sample and the 
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participants ranged in age from 18-35 years (see Table 8.3), which was 

consistent with the age span of Generation Y (Noble et al., 2009). 

 

Following the descriptive analysis, the researcher engaged in EFA using 

SPSS 20 to explore the dimensionality of the measures, to check if the 

scales performed well with an Irish sample and to identify any items that 

may be problematic (Hair et al., 2006).  The scales performed well as the 

vast majority of the items employed in the questionnaire loaded onto their 

intended latent variables, with minimal cross loading and high 

communalities throughout.  Problematic items were removed, in line with 

the rules of thumb for this study.  Reliability of the factors was above the 

recommended 0.70 value (Hair et al., 2006) (see Table 8.6).  Of the 96 

items employed in the questionnaire, 85 were retained for further analysis in 

CFA (see Appendix 8.12).   

 

CFA using AMOS 20 was undertaken to construct a measurement model 

that defined the theoretical relationships between the observed and latent 

variables (Byrne, 2010).  After conducting a number of modifications which 

included removing a further 31 items from the analysis, the validity of the 

measurement model was confirmed (see Tables 8.12, 8.13 and 8.14).  

Consequently, 54 items and 12 latent variables were retained for analysis in 

SEM (see Appendix 8.12).   

 

Finally, SEM was carried out to examine the underlying relationships 

between the latent constructs.  Although the model fit statistics suggested an 

acceptable model fit, modifications were conducted, based on the MI, to 

achieve the best model to represent the data.  Guided by both statistical and 

theoretical support, six modifications were made to the initial structural 

model by including additional paths, which ensured the researcher achieved 

the best possible model fit for the data.  The final structural model was 

accepted as being superior to the initial model, with all model fit indices 

above the thresholds recommended by both Hair et al. (2006) and Byrne 

(2010).  Of the 23 relationships hypothesised in Chapter 6, 12 were 

supported by the data and 5 new relationships were added to model.  An in-
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depth discussion of these findings is presented in the next chapter and a 

discussion of their implications for theory and practice is provided in 

Chapter 10. 



Chapter 9                                                Discussion of the Research Findings 

 354 

CHAPTER 9: DISCUSSION OF 

RESEARCH FINDINGS 
 

 

9.1 Introduction 

The purpose of this exploratory research was to obtain a better 

understanding of the relationships Generation Y consumers develop with 

fashion brands.  Developing a clear understanding of consumer-brand 

relationships (CBRs) is critical because these relationships are key to the 

success of any brand (Dalziel et al., 2011; Fournier et al., 2012).  CBRs 

offer benefits to both the brand and the consumer.  For example, a brand 

that has strong relationships with its consumers may experience increased 

profitability (Dalziel et al., 2011) and experience greater levels of loyalty 

and customer retention (Chang and Chieng, 2006; Fajer and Schouten, 

1995; Hennig-Thurau et al., 2002; Jurisic and Azevedo, 2011).  CBRs also 

provide benefits for the consumer by reducing feelings of anxiety and risk 

that may be experienced when making purchase decisions (Dimitriadis and 

Papista, 2011) and by offering benefits that extend beyond the brands 

tangible elements (Dalziel et al., 2011), such as self-expression and social 

acceptance. 

 

In the previous chapters, Chapter 2 set the boundaries of this study.  Chapter 

3 presented a comprehensive review of the extant literature, which led to the 

formulation of a conceptual framework (CF).  This study involved two 

phases, a qualitative phase in which twenty Narrative interviews were 

conducted, and a quantitative phase that employed a large-scale survey 

questionnaire (N=675).  Chapter 4 detailed the qualitative methodology, and 

the subsequent analysis of the Narratives was outlined in Chapter 5.  The 

Narrative findings contextualised, validated and informed the CF, and as a 

result, a revised CF and the research hypotheses were presented in Chapter 

6.  These hypotheses were then tested in the second, quantitative phase of 
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this study.  Chapter 7 presented the methodology employed in the 

quantitative research.  In Chapter 8 the quantitative data analysis was 

outlined in detail and the research hypothesis were tested.  This chapter 

presents a discussion of the results of this quantitative data analysis.  In this 

chapter the quantitative findings are analysed in detail in relation to the 

research objectives and research question, and are informed by insights 

from the Narrative findings and the extant literature.  This chapter begins in 

Section 9.2 by presenting the research question, the research objectives and 

the research hypotheses.  The research objectives are then discussed 

individually throughout the remainder of this chapter from Sections 9.3-9.7.  

The primary RO is addressed in Section 9.8, and the RQ is addressed in 

Section 9.9.  Section 9.10 concludes this chapter.  

 

Figure 9.1 The Research Process 

 

 

 

As discussed, Figure 9.1 clearly illustrates that this is a two phase study and 

demonstrates how this chapter fits within these two phases.  For ease of 

identification, the current stage of the study is highlighted in grey.  

 

9.2 The Research Question, Research Objectives and 

Research Hypotheses 

As previously mentioned, this chapter presents a discussion of the 

quantitative findings that were presented in the previous chapter.  In 
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presenting a discussion of these findings, they are informed by both the 

Narratives and the literature, and are presented in relation to the research 

objectives and the research question.  Therefore, before the discussion of the 

findings begins, the research objectives and research question are outlined 

once again in Table 9.1 to assist the reader.  Following this table, the 

research hypotheses are also presented to aid comprehension of this chapter.  

It must be noted that as the first three research objectives were addressed by 

the Narrative research, the initial discussion focuses on the qualitative 

research.  Once these objectives are addressed, the discussion moves to the 

quantitative findings. 

 

Table 9.1 The Research Objectives and Research Question 

Research Question 

RQ What are the relationships Generation Y consumers have with fashion 

brands and how do they inform consumer-brand relationships? 

 

Research Objectives 

Primary 

RO 

To explore the relationships Generation Y consumers develop with fashion by 

conceptualising and testing a framework that studies the components of their 

fashion brand relationships. 

RO 1 To conduct a comprehensive review of the extant literature to develop a 

conceptual framework of the components of Generation Y consumers’ fashion 

brand relationships.  

RO 2 To contextualise and inform the conceptual framework by gaining insights 

from empirical research among Generation Y consumers. 

RO 3 To allow Generation Y consumers define and set the liminalities of ‘fashion’ 

and to explore and test their fashion consciousness in their fashion brand 

relationships. 

RO 4 To explore and test, using the conceptual framework, the utilitarian, self-

expressive and hedonic factors that may influence Generation Y’s 

relationships with fashion brands. 

RO 5 To explore and test, using the conceptual framework, the subjective outcomes 

of Generation Y’s relationships with fashion brands. 

* RQ = Research question; RO = Research objective. 

 

Table 9.2 The Research Hypotheses 

 Hypotheses +/- 

H1 There is a negative relationship between fashion consciousness 

and price sensitivity for fashion brands. 

- 

H2 There is a positive relationship between fashion consciousness 

and brand tribalism for fashion brands. 

+ 

H3 There is a positive relationship between fashion consciousness 

and self-expressive fashion brands. 

+ 

H4 There is a negative relationship between self-esteem and brand 

tribalism for fashion brands. 

- 

H5 There is a negative relationship between self-esteem and self-

expressive fashion brands. 

- 
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H6 There is a negative relationship between susceptibilty to 

interpersonal infuence and price sensitivity for fashion brands. 

- 

H7 There is a positive relationship between susceptibilty to 

interpersonal infuence and brand tribalism for fashion brands. 

+ 

H8 There is a positive relationship between susceptibility to 

interpersonal influence and self-expressive fashion brands. 

+ 

H9 There is a positive relationship between online social network 

influence and brand tribalism for fashion brands. 

+ 

H10 There is a positive relationship between online social network 

influence and self-expressive fashion brands. 

+ 

H11 There is a negative relationship between price sensitivity and 

perceived quality/value for fashion brands. 

- 

H12 There is a negative relationship between price sensitivity and 

satisfaction with fashion brands. 

- 

H13 There is a negative relationship between price sensitivity and 

brand love for fashion brands. 

- 

H14 There is a positive relationship between brand tribalism and 

satisfaction with fashion brands. 

+ 

H15 There is a positive relationship between brand tribalism and brand 

love for fashion brands. 

+ 

H16 There is a positive relationship between self-expressive fashion 

brands and satisfaction. 

+ 

H17 There is a positive relationship between self-expressive fashion 

brands and brand love. 

+ 

H18 There is a positive relationship between perceived quality/value 

and brand loyalty for fashion brands. 

+ 

H19 There is a positive relationship between perceived quality/value 

and positive word-of-mouth for fashion brands. 

+ 

H20 There is a postive relationship between satisfaction and brand 

loyalty for fashion brands. 

+ 

H21 There is a positive relationship between satisfaction and positive 

word-of-mouth for fashion brands. 

+ 

H22 There is a positive relationship between brand love and brand 

loyalty for fashion brands. 

+ 

H23 There is a positive relationship between brand love and positive 

word-of-mouth for fashion brands. 

+ 

 

9.3 Research Objective 1  

To conduct a comprehensive review of the extant literature to develop a 

conceptual framework of the components of Generation Y consumers’ 

fashion brand relationships.  

 

The purpose of the first research objective was to develop an initial CF to 

inform the current thinking on the relationships Generation Y form with 

fashion brands.  CBRs are complex and integral to the success of any brand 

(Dalziel et al., 2011; Fournier et al., 2012), however, little is know about the 
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relationships Generation Y consumers form with fashion brands.  As many 

variables could potentially influence the relationships Generation Y form 

with fashion brands, it was essential that the researcher conducted a 

comprehensive review of the extant literature to determine the variables 

necessary for inclusion in the CF to test Generation Y’s fashion brand 

relationships.  The development of a fashion brand relationship framework 

was crucial to allow the researcher provide a better understanding of fashion 

brand relationships.  As previously stated, to develop a CF, the researcher 

conducted a comprehensive review of the relevant extant literature, for 

example branding, CBR, self-concept, brand loyalty and consumer 

behaviour literature (see Chapter 3).  In conducting this comprehensive 

literature review, the researcher identified the constructs that play a key role 

in the relationships consumers form with brands, and fashion brands in 

particular.  Once these constructs were identified, the researcher developed 

the original CF (see Chapter 3 and Figure 9.2).  The comprehensive 

literature review revealed eight constructs pertinent to the study of brand 

relationships.  These eight constructs were: brand trust, brand tribalism, 

satisfaction, brand love, fashion consciousness, self-image congruity, brand 

loyalty and word-of-mouth (WOM).  

 

Based on existing theory, it was conceptualised that four exogenous and 

four endogenous variables influenced Generation Y consumers’ fashion 

brand relationships.  Extant literature suggests that six of these variables 

were positively associated with brand loyalty.  These variables were brand 

tribalism (Veloutsou and Moutinho, 2009), fashion consciousness (Vieira, 

2009), brand trust (Chaudhuri and Holbrook, 2001; Horppu et al., 2008), 

self-image congruity (Jamal and Goode, 2001; Kressman et al., 2006), 

satisfaction (Choi et al., 2008; Deng et al., 2010) and brand love (Albert and 

Merunka, 2013; Carroll and Ahuvia, 2006).  

 

The literature also suggests that brand trust (de Matos and Rossi, 2008), 

self-image congruity (Jamal and Al Marri, 2007; Sirgy et al., 1997), 

satisfaction (de Matos and Rossi, 2008; Wangenheim and Bayón, 2007), 

and brand love (Carroll and Ahuvia, 2006; Ismail and Spinelli, 2013) 
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positively influenced WOM. Finally, previous research provided evidence 

that self-image congruity was positively related to both satisfaction and 

brand love (Ahuvia, 1993; Albert et al., 2013; Sirgy et al., 2008).  

 

These proposed relationships are presented in the original CF in Figure 9.2.  

The conceptualisation of this framework was a step towards attaining a 

better understanding of the relationships Generation Y form with fashion 

brands.  To further explore these relationships, a two phase study was 

conducted.  In the first phase of this study, the researcher conducted 

Narrative interviews to contextualise, inform and explore the relevance of 

the eight constructs that emerged from the literature for the relationships 

Generation Y form with fashion brands.  Conducting these Narratives 

directly addressed the second objective of this study.   

 

Figure 9.2 Original Conceptual Framework  
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9.4 Research Objective 2 

To contextualise and inform the conceptual framework by gaining 

insights from qualitative research among Generation Y consumers. 

 

To gain insights on Generation Y’s fashion brand relationships and to be 

confident that the original CF adequately conceptualised the constructs 

pertinent in the development of Generation Y’s fashion brand relationships, 

the researcher sought to gain in-depth knowledge of these relationships from 

a subset of the population.  The aim of this research phase was to enhance 

and strengthen the initial CF developed after consulting the extant literature 

in Chapter 3, and to inform the measures to be employed in the survey 

research.  To do this the researcher drew on the work of those who have 

previously examined CBRs, and particularly on Fournier’s (1998) seminal 

CBR study.  Consistent with Fournier (1998), Narrative interviews informed 

the first phase of this study.  Specifically, the researcher conducted twenty 

Narrative interviews with Generation Y consumers, which allowed the 

participants to speak at length about their experiences and relationships with 

fashion brands.  Consistent with previous CBR and fashion studies (such as 

Fournier, 1998; Thompson and Haytko, 1997; Zayer and Neier, 2011), the 

participants were allowed the freedom to set the tone of the conversation 

and tell their brand stories in their own words.  Therefore, the variables of 

most importance to the participants when consuming fashion brands arose 

naturally during the course of conversation.  

 

As discussed in Chapters 5 and 6, the Narratives supported the relevance of 

six of the constructs included in the initial CF to the relationships 

Generation Y consumers’ form with fashion brands.  Fashion 

consciousness, brand tribalism, satisfaction, brand love, brand loyalty and 

WOM all featured strongly in the Narratives.  Brand trust and self-image 

congruity did not emerge from the Narratives as having relevance for the 

relationships Generation Y form with fashion brands.  These constructs 

were subsequently removed from the CF (see Chapter 6 for a detailed 

discussion).   
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A number of new constructs emerged from the Narratives.  The importance 

of fashion brands for self-expression and contributing to the participants’ 

self-esteem emerged strongly from the Narrative findings.  Consequently, 

self-image congruity was removed from the CF and replaced with two 

constructs that encompassed the important factors related to a brands 

contribution to one’s self-concept: self-esteem (Khare et al., 2012; 

Rosenberg, 1979) and self-expressive brand (Carroll and Ahuvia, 2006).  In 

addition, susceptibility to interpersonal influence (SUSCEP) a construct 

driven by the need enhance one’s social image through the consumption of 

brands (Clark and Goldsmith, 2005), was also added to the CF due to its 

prominence in the Narrative findings.  Three additional constructs were 

added to the CF: (online) social network influence (SNI) (Pagani et al., 

2011), price sensitivity (Goldsmith and Newell, 1997) and perceived 

quality/value (PQ/V) (Netemeyer et al., 2004).  These three constructs also 

featured strongly during the course of the Narratives and therefore, it was 

deemed essential to include them in the CF (see Chapter 6 for further 

discussion of the evolution of the CF following the Narratives). 

 

Chapter 6 presented the revised CF, informed by the literature and the 

Narrative phase of this study.  The revised framework comprised of twelve 

constructs, as presented in Figure 9.3.  Six constructs were retained from the 

original CF and the remaining six constructs were informed by the Narrative 

analysis and supported by the literature.  Therefore, it is evident that this 

research phase contributed greatly to the conceptualisation of a fashion 

brand relationship framework that encapsulated the constructs Generation Y 

consumers view as critical to the development of their brand relationships.  

 

The relationships between the constructs in the revised CF were informed 

by the Narratives and had strong theoretical support from the literature.  As 

presented in Table 9.2, it was hypothesised that fashion consciousness was 

negatively related to price sensitivity (Goldsmith et al., 1999), and 

positively related to both brand tribalism and self-expressive brand 

(Erdogmus and Budeyri-Turan, 2012).  A negative relationship was 
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hypothesised between self-esteem and the constructs brand tribalism (Khare 

et al., 2012) and self-expressive brand (Banister and Hogg, 2004).  It was 

hypothesised that SUSCEP was negatively related to price sensitivity 

(Wakefield and Inman, 2003), and positively related to both brand tribalism 

(Kinley et al., 2010) and self-expressive brand (Orth and Kahle, 2008).  

Based on the extant literature and on the Narratives, positive relationships 

were hypothesised between SNI and brand tribalism (Bolton et al., 2013), 

and SNI and self-expressive brand (Pagani et al., 2011).  Negative 

relationships were hypothesised between price sensitivity and the constructs 

PQ/V (Goldsmith and Newell, 1997), satisfaction (Low et al., 2013) and 

brand love (Batra et al., 2012).   It was also hypothesised that brand 

tribalism was positively related to satisfaction (McAlexander et al., 2003) 

and brand love (Bergvist and Bech-Larsen, 2010).  Additionally, based on 

the literature and empirical research, it was hypothesised that self-

expressive brand was positively related to satisfaction (Sirgy et al., 2008) 

and brand love (Carroll and Ahuvia, 2006).  A positive relationship was 

hypothesised between PQ/V and both brand loyalty (Erdogmus and 

Budeyri-Turan, 2012) and WOM (Wein and Olsen, 2012).  Drawing on the 

Narratives and the extant literature, positive relationships were also 

hypothesised between satisfaction and brand loyalty (Deng et al., 2010) and 

WOM (Brown et al., 2005).  Finally, positive relationships were 

hypothesised between brand love and brand loyalty (Carroll and Ahuvia, 

2006), and brand love and WOM (Carroll and Ahuvia, 2006; Ismail and 

Spinelli, 2012).  A detailed discussion of the hypothesised relationships, as 

depicted in Figure 9.3, was presented in Chapter 6.  

 

 

 

 

 

 

 

 

 



Chapter 9                                                Discussion of the Research Findings 

 363 

Figure 9.3 The Revised Conceptual Framework 

 

 

 

 

Once the second research objective was addressed, the focus of this chapter 

moved to the third research objective, where ‘fashion’ was defined from the 

perspective of the consumer and the hypotheses tests began.  

 

9.5 Research Objective 3 

To allow Generation Y consumers define and set the liminalities of 

‘fashion’ and to explore and test their fashion consciousness in their 

fashion brand relationships. 

 

9.5.1 Define and Set the Liminalities of Fashion  

At every stage of this research, those members of Generation Y that 

participated in this study were allowed to define and set the liminalities of 

‘fashion.’  Doing this was beneficial as it allowed Generation Y consumers 

to determine what constituted fashion, which aided the researcher in 

interpreting their general fashion consciousness.  Allowing those who 

participated in this study to define what they considered to be ‘fashion’ was 

also beneficial as it allowed the researcher to gain a better understanding of 

the types of relationships Generation Y form with fashion brands.   
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The researcher adopted three approaches in allowing Generation Y to define 

what they consider ‘fashion’.  Firstly, a survey of eighty final year 

undergraduate Commerce students at NUI Galway was conducted.  Using 

unaided recall, these students were asked to list the first three fashion brands 

that came to mind (consistent with Phau and Cheong, 2009).  The purpose 

of this survey was to inform the selection of brand logo images (see 

Appendix 4.5) to be shown to the Narrative participants.  A list of the 

brands emergent from that survey is available in Appendix 4.4.  

 

Secondly, the Narrative interviews allowed Generation Y to talk openly 

about the fashion brands they know and use (consistent with Fournier, 1998 

and Thompson and Haytko, 1997).  In line with Thompson and Haytko 

(1997), during the course of the Narrative interviews the participants spoke 

freely and were not prompted to state specific brands or product categories.  

Therefore, the participants stated what they considered to be fashion in their 

own words.  A complete list of all of the brands mentioned by the 

participants during the Narratives is presented in Appendix 5.1.   

 

As previously mentioned, as part of the Narrative process, the participants 

were shown twenty-four images of brand logos.  These brand logos were 

informed by the survey of Commerce students and triangulated with the top 

Interbrand and Social Media fashion brands of 2011 (see Appendix 4.4 for 

logos).  The participants were asked to state what came to mind when they 

saw the brand logo, however it must be noted that before the logos were 

shown to the participants, all of these brands had already arose in 

conversation during the course of the Narratives.  Therefore, the brands 

stated by the participants all arose during unprompted conversation.  

 

Finally, during the survey research, the respondents were asked to state their 

‘favourite’ fashion brand and to answer the survey with that brand in mind.  

This approach was in line with Albert et al. (2013) and Alexandrov et al. 

(2013), and meant that the researcher did not determine or prompt the 

selection of the brand the respondents had in mind when completing the 

survey.  Further, in line with Alexandrov et al. (2013), at no point during 
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this research did the researcher impose constraints on the brands participants 

could select.  Those who participated in this study were allowed to consider 

and discuss any fashion brand that came to mind, even those that they may 

not have actually consumed.  Appendix 7.3 presents a complete list of all of 

the brands selected by respondents who completed the survey.  After 

carrying out these three stages, it was evident that the participants 

considered five different types of brands to be ‘fashion.’  The five types of 

fashion brands are now discussed in detail, informed by the Narratives and 

with support from the literature.  

 

(i) Fashion Clothing and Accessory Brands 

Fashion clothing and accessories brands are immediately identifiable 

by their style and cost (Goldsmith et al., 2012).  These brands have a 

distinct, unique and identifiable style that is specifically associated 

with that brand. Regardless of whether or not a brand logo is 

displayed on the item, the Narrative participants stated they “know 

by looking at the item what brand it is.” (James, Bernard, Roisin, 

Aoife, Niamh, Joanne).  Clearly, these brands have strong, distinct 

attributes (such as design or quality) that the consumer may 

recognise even without a brand logo.  Ralph Lauren, Abercrombie & 

Fitch (A&F), Chanel and Ray-Ban are examples of fashion clothing 

and accessory brands that were suggested by participants at all three 

stages of this research (see Appendix 4.4; Appendix 5.1 and 7.3). 

 

(ii) Fashion Retail Brands 

Fashion Retail brands are “consumer products produced by or on 

behalf of distributors and sold under the distributor’s own name or 

trademark through the distributor’s own outlet” (Burt, 2000 p. 875).  

An important feature of fashion retailing is the extent to which 

leading fashion retailers either exclusively or predominantly sell 

products marketed under their own name (McColl and Moore, 2011; 

Tungate, 2005; Datamonitor, 2007).  These fashion brands, as 

described by the Narrative participants, and emergent through the 

Commerce survey and large-scale survey, are available on both the 
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Irish high street and online, and consequently are easily accessible to 

consumers.  Examples of fashion retail brands from every stage of 

this study include Topshop, A|Wear, H&M and online fashion 

retailer, ASOS (for more see Appendices 4.4, 5.1 and 7.3). 

 

(iii) Sports Brands 

Sports brands refer to brands whose core offering is sport and/or 

sport-related products and services (Papadimitriou et al. 2004).  As 

outlined in Chapter 5, in this research, sports brands refer to athletic 

clothing and footwear offered to the market by a sports brand for 

consumption.  The Narrative participants considered sports brands 

part of fashion because the look and design of sports items are 

important to them.  An example of this is Aisling D who bought 

football boots because they were pink rather than for their purpose.  

Further, sports brands were considered to be ‘fashion,’ as the 

Narrative participants spoke of how these brands, such as Nike and 

Adidas, are creating more fashionable and fashion forward lines of 

clothing in their product ranges.  Moreover, traditional sports brands, 

such as Nike, Converse and Vans are now worn more as a fashion 

statement, rather than for their sports connection.  Sports brands 

stated in the course of this study, and across all three stages, include 

Adidas, Puma, Asics and Converse (see Appendices 4.4, 5.1 and 

7.3). 

 

(iv) Beauty Brands 

Beauty brands refer to cosmetic, hair and fragrance brands that allow 

the participants to enhance their appearance (Jones, 2008).  Broadly 

defined, the beauty industry includes products applied to the human 

body to keep it clean and make it look attractive (Jones, 2008).  

Research shows that beauty is an important consideration for the 

self-concept because it is generally aligned with the thinking that 

people judge themselves, as well as others, according to their ideal 

image of beauty (Jones, 2008).  For instance, Fallon (1990) posits 

that females use their personal beauty as a measure of self-worth.  



Chapter 9                                                Discussion of the Research Findings 

 367 

Further, beauty brands have emotional and aspirational 

characteristics that enable consumers to self-present and express 

their desired self-image to others (Jones, 2008).  Therefore, it would 

be reasonable to expect to find beauty brands within a consumer’s 

concept of fashion.  Beauty brands emerged strongly in the course of 

the Narratives as being part of fashion.  All of the female 

participants spoke of how they consider beauty brands to be fashion.  

For instance, as set out in Chapter 5, Julie spoke of why beauty is 

part of fashion when she stated, “what you wear on your body 

dictates what you wear on your face and in your hair.”  None of the 

male participants considered beauty brands to be ‘fashion.’ 

Examples of beauty brands mentioned by participants (in the 

Narratives only) include MAC, Benefit, Chanel, Armani, Calvin 

Klein and Urban Decay (see Appendix 5.1). 

 

(v) Technology and ‘Gadget’ Brands. 

Technology or ‘gadget’ brands have become a vital part of people’s 

daily lives (Shoham and Pesämaa, 2013).  According to the literature 

and the Narrative participants, ‘gadgets’ refer to mobile phones, 

laptops, tablet computers (such as an iPad) or any other handheld or 

portable device (Shoham and Pesämaa, 2013).  The Narratives also 

suggest these devices are part of fashion as they are highly visible in 

social situations and they contribute to the participant’s 

individualism by allowing them to differentiate themselves from 

their peers.  Furthermore, ‘gadget’ brands are also considered 

‘fashion’ as the Narrative participants suggested that they have the 

capacity to contribute to their self-concept.  Examples of these 

brands provided by participants both in the survey and the Narratives 

include, Apple, HTC, Samsung, Dell, Blackberry and Nokia (see 

Appendices 4.4, 5.1 and 7.3).  

 

As set out in Chapter 5, it could be argued that beauty and ‘gadget’ brands 

are self-expressive brands or status symbols related to conspicuous 

consumption, rather than being specifically ‘fashion’ brands.  However, the 
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participants discussed and defined these brands as ‘fashion.’  In the 

literature, fashion has been described as the process of adopting symbols to 

provide the user with a unique identity (Reynold, 1968; Shang et al., 2005).  

Beauty and ‘gadget’ brands have the ability to provide individuals with 

distinctive identities and allow these consumers to express theselves to 

others.  ‘Gadget’ brands in particular, are highly visible symbols that 

consumers may adopt to communicate to others and influence people’s 

perceptions of them.  Moreover, both these types of brands are consumed in 

public and can potentially signal cultural meanings to others (Belk, 1988).  

Therefore, for the purpose of this research, these types of brands are 

considered ‘fashion.’  

 

The Narrative findings also suggest the participants consider cars brands to 

be part fashion because these highly visible goods contribute their sense of 

self.  Ownership of an expensive car brand may also influence other 

people’s perceptions of the consumer considerably, as was highlighted by 

the Narrative findings: 

 

“Everyone aims for more expensive cars like Audi, BMW or Lexus. 

Other people notice the brand […] you feel more confident and look 

better.” Antoinette. 

 

“I went for BMW because it’s perceived as being the best brand out 

there, but implicitly, I was thinking what perception will I give off 

driving it?” Kieran. 

 

Therefore, car brands were included in the Narrative participants’ 

consideration set of fashion brands because they are consumed publically 

and can contribute the participant’s sense of self.  While the Narratives 

illustrate that ownership of an expensive car brand may influence other 

people’s perceptions of the consumer, car brands were deemed to be outside 

the scope of this study.  This was determined by referring to the description 

of fashion brands provided by Generation Y consumers and based on the 

definition of fashion adopted in this study - that “fashion is a way of 

behaving that is temporarily adopted by a discernible proportion of 

members of a social group because that chosen behavior is perceived to be 



Chapter 9                                                Discussion of the Research Findings 

 369 

socially appropriate for the time and situation’’ (Shang et al., 2005 p. 403).  

A car is not temporarily purchased or changed frequently, and it is more 

fashionable to own certain car brands, rather than cars being part of 

‘fashion.’  Therefore, car brands were not considered to be fashion in this 

study.  This decision was supported by the survey research as none of the 

survey respondents selected a car brand when they were asked to state their 

favourite fashion brand.  

 

Therefore, from the findings of this research it can be deduced that fashion 

incorporates those clothing, retail, beauty, sports and gadget brands, adopted 

by consumers at a given time, for the self-expressive, hedonic and utilitarian 

benefits they provide.  As fashion has been defined and the liminalities of 

this concept have been set, the hypothesis tests begin in the following 

section by exploring and testing Generation Y consumers’ fashion 

consciousness. 

 

9.5.2 Explore and Test Generation Y Consumers’ Fashion 

Consciousness 

As originally set out in Chapter 3, “fashion consciousness refers to a 

person’s degree of involvement with the latest styles or fashion of clothing” 

(Nam et al., 2007 p. 103).  Fashion consciousness emerged from the 

comprehensive literature review in Chapter 3, as an important construct in 

the relationships consumers form with fashion brands.  The relevance of this 

construct for Generation Y consumers’ fashion brand relationships was 

explored during the Narratives.  Following these Narratives, it was evident 

that all of the participants were fashion conscious.  Some participants were 

more fashion conscious than others, and the female participants were more 

willing to openly acknowledge their fashion consciousness than their male 

counterparts.  However being on trend and up-to-date with fashion was 

important to all of the participants.  This is illustrated by the following 

participant quotes: 
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“I am definitely fashion conscious. […] I like to keep-up-to-date 

[with fashion].” Stephanie 

 

“I’m fashion conscious. I like to look at what’s in [fashion]. […] I’d 

like to think that I know what’s in and what’s not.” Aoife 

 

Therefore, following the Narratives, it was clear that fashion consciousness 

was an essential component of Generation Y consumers’ fashion brand 

relationships.  Subsequently, the importance of this construct was further 

explored in the quantitative research phase where the hypothesised 

relationships, that were informed by the extant literature and the Narratives, 

were tested.  Table 9.3 presents the hypothesis tests for fashion 

consciousness.  From this table it is evident that these findings were both 

expected and unexpected.  A discussion of these hypothesis tests follows. 

 

Table 9.3 Results of Hypothesis tests for Fashion Consciousness  

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-value Result 

 
 

Fashion Consciousness 

H1 Fashion Consciousness -> 

Price Sensitivity 

- + .016 .353 *** Reject 

H2 Fashion Consciousness -> 

Brand Tribalism 

+ - .023 -.060 .108 Reject 

H3 Fashion Consciousness -> 

Self-Expressive Brand 

+ + .025 .230 *** Accept 

*Accepted relationships in bold font ; E= Expected, A=Actual 

 

Hypothesis 1: There is a negative relationship between Fashion 

Consciousness and Price Sensitivity for fashion brands 

Unexpectedly, the findings suggest that Generation Y consumers who 

consider themselves to be more fashion conscious are more likely to be 

sensitive to the price of the fashion brands they consume.  This contradicts 

the existing literature that suggests fashion conscious consumers are more 

concerned with having the latest fashion brands than with the price it costs 

to attain these fashion brands (Goldsmith et al., 1999; Goldsmith and 

Newell, 1997; Walsh et al., 2001).  Therefore, these results provide new 

insights into Generation Y consumers because, although the directionality 

was opposite to that expected, the relationship between fashion 

consciousness and price sensitivity was significant (β=.353, p=***).  
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Therefore, this result suggests that being fashion conscious makes 

Generation Y consumers more likely to be sensitive to the price of fashion.  

A suggested reason for this finding is the strong presence of fast-fashion 

retailers that offer these consumers trendy, fashionable clothing at a lower 

affordable price.  Such retailers allow Generation Y consumers to be both 

fashion conscious and price sensitive, as they have access to a wide range of 

brands that meet their need for fashionable clothing at a reasonable price.  

This is consistent with Gabrielli et al. (2013), who state that fast-fashion 

consumers seek both affordability and trendiness in their fashion purchases, 

as they aim to be fashionable everyday.   

 

The prevalence of (on and offline) retail fashion brands in the data is a 

testiment to this finding.  All of the Narrative participants discussed a brand 

relationship with retail brands and over half of the survey sample, (52.9%) 

selected retail brands when asked to choose their favourite fashion brand.  

Examples of the retail brands selected include Topshop/Topman (selected 

by 13.5% of the entire sample); River Island (9.5% of the sample); Penneys 

(6.5% of the sample); and New Look (5.5% of the sample).  The 

prominence of these brands in the findings illustrates both Generation Y 

consumers’ fashion consciousness and price sensitivity, as not only did 

these respondents mention retail brands, they mentioned (relatively) low 

cost retail brands that allow them access to fashion.  This finding is 

consistent with a recent Mintel (2011) report that found consumers are 

moving away from designer labels as they feel it is not worth paying 

excessive amounts of money for these brands.  As a result, these consumers 

opted to shop with retailers on the high street where they feel they get more 

value for money (Mintel, 2011).  The cyclical and transient nature of 

fashion (O’Cass, 2004) is a likely explanation for this finding.  Perhaps 

Generation Y consumers know that fashion constantly changes and 

consequently, do not want to unnecessarily spend excessive amounts of 

money attaining the latest fashion items.  The Narratives were revealing in 

this regard, as the participants spoke of how and why they have to be 

sensitive to the price of fashion items.  For example, Lisa (a college 
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student), who considered herself fashion conscious, highlights the 

importance of price: 

 

“For a college student price outweighs everything. It wouldn’t 

matter if I liked something in River Island, if it’s too pricey, I have to 

tell myself ‘no, you can’t afford that.’” 

 

This type of comment was not limited to college students.  Generation Y 

encompasses a wide group, and the Narratives also captured the views of 

non-students.  Non-students also spoke of how their sensitivity to price 

inhibits their ability to buy the latest fashion brands.  These participants 

explained how fast-fashion brands meet their price sensitive needs.  The 

following comment is illustrative:  

 

“My days of paying over and above for fashion are gone. If I can get 

something cheaper I’ll buy it, wear it and then discard it […] 

because after 6 months it’s gone (out of fashion), it’s worn, everyone 

has seen it.” Julie 

 

Julie’s quote highlights how the very nature of fashion may have led to 

Generation Y consumers becoming sensitive to the price of fashion.  This 

quote suggests that, due to the transient and constantly changing 

characteristics of fashion (O’Cass, 2004), Generation Y consumers buy 

cheaper clothing because they do not expect to wear their items over a long 

period of time.  Doing so would not meet their self-expressive goals, as was 

highlighted in the Narratives in Chapter 6.  This is consistent with Gabrielli 

et al. (2013), who found that consumers of fast-fashion, which they describe 

as predominantly low-cost fashion, do not intend to their wear their items 

very often.  Therefore, these consumers, although fashion conscious, look to 

save money when buying fast-fashion due to the fact that purchasing these 

types of brands means they may have to make more frequent purchases 

(Gabrielli et al., 2013).  Consequently, this would suggest a change in 

CBRs, particularly when consuming fast-fashion.  These consumers are 

motivated by low prices and aim to save money, as the nature of these 

fashion brands (such as retail brands) means that the consumer will have to 

make more frequent fashion purchases.  Therefore, rather than seek long-

lasting purchases, these consumers are willing to pay lower prices and 
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discard their fashion once they no longer provide self-expressive benefits.  

The implications of these findings are discussed in Chapter 10. 

 

Hypothesis 2: There is a positive relationship between Fashion 

Consciousness and Brand Tribalism for fashion brands 

Hypothesis 2 proposed that fashion conscious consumers were more likely 

to be members of brand tribes.  As adopting or wearing certain trends or 

styles suggests a desire to belong to a particular group (Veloutsou and 

Moutinho, 2009), it was expected that those who were more concerned with 

consuming a particular fashion brand had a desire to belong to that brand 

tribe.  The relationship between these constructs was not significant 

(p=.108) and therefore, the findings of this study did not support this 

hypothesis.  It is noted that the directionality of the result is also the 

opposite of that expected (β=-.060), which suggests that fashion conscious 

consumers are less likely to be members of brand tribes.  A recent study 

suggests that many Generation Y consumers have already been accepted by 

the groups they wish to be associated with, resulting in a desire to diversify 

themselves within that group (Grotts and Johnson, 2013).  As brand 

tribalism was measured by reference group acceptance (RGA), a composite 

of brand tribalism (see Chapter 8 Section 8.10), it is possible that fashion 

conscious Generation Y consumers seek to be unique within the group and 

prefer to differentiate themselves from their peers with their fashion choices 

rather than try to conform to the group norm.  This suggests that for those 

consumers who are fashion conscious, fashion is about standing out, rather 

than fitting in with others.  As a result, these consumers do not seek 

membership to a brand tribe. 

  

Hypothesis 3: There is a positive relationship between Fashion 

Consciousness and Self-Expressive Fashion Brands 

Hypothesis 3 proposed that fashion conscious Generation Y consumers 

were more likely to consume self-expressive brands.  Previous studies have 

shown that consumers purchase brands to communicate something about 

themselves to others (Escalas and Bettman, 2005).  This relationship is 

particularly relevant for fashion brands which are consumed socially 
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(Evans, 1989; Millan et al., 2013), and are often sought for their self-

expressive, rather than utilitarian benefits (Park et al., 1986).  Generation Y 

consumers, in particular, have been found to seek fashion brands that are 

congruent with their self-image because this allows them to express 

themselves (Aaker, 1996; Liu et al., 2012) or to portray the image they want 

others to perceive they have (Grotts and Johnson, 2013).  

 

In support of H3, a significant positive relationship was found to exist 

between fashion consciousness and self-expressive brand (β=.230, p=***).  

These findings suggest that Generation Y consumers who consider 

themselves to be fashion conscious, are more likely to consume self-

expressive brands.  This finding is consistent with Erdogmus and Budeyri-

Turan (2012), who found that through consuming self-expressive fashion 

brands, Generation Y consumers can visually display their fashion 

consciousness or trendiness to their peers.  Therefore, fashion brands are 

unique because their meaning and value lies in the fact that they allow the 

consumer to express and present themselves to others.  Further insights into 

this finding were provided by the Narratives.  For example, Declan and Kate 

spoke of how fashion allows them to both express and present themselves to 

others, and to stand out from their peers: 

 

“I like different clothes that won’t be in Ireland for a few years […] 

clothes that stand out, are quirky and different.” Declan 

 

“Fashion is about your personality and image more than anything. 

You want to reflect your personality in your clothes […] show 

you’re different from your friends. It’s about communicating to 

others.” Kate 

 

This finding suggests that for those Generation Y consumers who are 

fashion conscious, fashion is about standing out from others, rather than 

fitting.  This finding relates to the finding of H2, as it offers further support 

that those who are fashion conscious, aim to differentiate themselves 

through the fashion items they buy. 
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In addressing the third research objective it is clear Generation Y consumers 

consider fashion to comprise of five types of brands: clothing and accessory, 

retail, sports, beauty and ‘gadget’ brands.  Generation Y consumers display 

different levels of fashion consciousness and those Generation Y consumers 

that are fashion conscious are more likely to be sensitive to the price of the 

brand, and are more likely to consume self-expressive brands.  As the third 

research objective has been addressed, the following section outlines the 

fourth research objective. 

 

9.6 Research Objective 4  

To explore and test, using the conceptual framework, the utilitarian, self-

expressive and hedonic factors that may influence Generation Y 

consumers’ fashion brand relationships 

 

The extant literature provides evidence that consumers purchase fashion 

brands for the self-expressive and hedonic benefits they offer, just as much 

as for the practical or functional elements they provide (Batra and Ahtola, 

1991; Kang and Park-Paops, 2013).  When consumers purchase brands for 

their utilitarian benefits they are concerned with how beneficial or useful the 

object is (Batra and Ahtola, 1991).  Those who consume brands for their 

hedonic value do so for the experiential or pleasant feelings they receive 

through possessing the brand (Batra and Ahtola, 1991).  In this study, a 

number of constructs related to both self-expressive and hedonic value, and 

utilitarian value, were employed to explore Generation Y consumers’ 

relationships with fashion brands.  These constructs are self-esteem, 

SUSCEP, SNI, brand tribalism, self-expressive brand, price sensitivity, and 

PQ/V.  The findings of each of these constructs are now discussed. 

 

9.6.1 Self-Expressive and Hedonic Factors  

The constructs employed in this study that are related to consumers’ self-

expressive and hedonic needs are self-esteem, SUSCEP, SNI, brand 

tribalism, and self-expressive brand.  The importance of these constructs in 
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the formation of Generation Y consumers’ fashion brand relationships was 

determined after conducting and analysing twenty Narrative interviews with 

members of Generation Y (see Chapter 5) to inform the constructs relevant 

for inclusion in this study.  The inclusion of these constructs also had 

theoretical support.  These self-expressive and hedonic constructs are now 

discussed in turn, and the implications of these findings for theory and 

practice are outlined in the following chapter. 

 

9.6.1.1 Self-Esteem  

Self-esteem is related to a person’s self-concept, and encompasses feelings 

about one’s personal appearance, and other dimensions of the self (Joung 

and Miller, 2006).  Simply put, self-esteem refers to the feelings a person 

may have about their worth or how they value themselves (Rosenberg, 

1979).  Fashion brands are particularly important for Generation Y because 

these brands provide these consumers with confidence and allow them to 

differentiate themselves from, or blend in with, others (Noble et al., 2009).  

The Narratives strongly suggest that  Generation Y consumers are attracted 

to fashion brands that allow them to portray their ideal self-image which 

boosts their confidence and enhances their self-esteem.  Eighteen of the 

Narrative participants indicated that self-esteem plays a role in their 

consumption of fashion.  A quote from Antoinette highlights how self-

esteem impacts her choice of brands: 

 

“I feel more confident and think I look better in expensive clothes. 

People take more notice of nicer clothes and more expensive 

brands.”  

 

Therefore, following the Narratives and with support from the literature, this 

construct was added to this study, as it was obvious that self-esteem was an 

important construct in Generation Y consumers’ fashion brand 

relationships.  Measuring positive self-esteem (as outlined in Chapter 8), the 

survey results also show that self-esteem plays a role in Generation Y 

consumers’ fashion brand relationships.  Table 9.4 presents the findings of 

the hypothesis tests for self-esteem.  As with all of the constructs in this 
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study, the extant literature informed the expected results.  A detailed 

discussion of these results follows.  

 

Table 9.4 Results of Hypotheses tests for Self-Esteem 

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Self-Esteem 

H4 Self-Esteem -> Brand 

Tribalism 

- - .047 -.126 *** Accept 

H5 Self-Esteem -> Self-

Expressive Brand 

- - .049 -.099 .018 Accept 

New Self-Esteem -> Price 

Sensitivity 

N/A + .029 .184 *** Accept 

*Accepted relationships in bold font ; E= Expected, A=Actual 

 

Hypothesis 4: There is a negative relationship between Self-Esteem and 

Brand Tribalism for fashion brands 

Hypothesis 4 proposed a negative relationship between self-esteem and 

brand tribalism.  Previous research suggests that people with low self-

esteem use group membership to improve and promote their self-identity 

and self-esteem (Abrams and Hogg, 1988; Hogg, 2003; Khare et al., 2012).  

By selecting fashion brands that are socially approved by others, consumers 

with low self-esteem can communicate the groups to which they wish to 

belong and can contribute to building their confidence (Khare et al., 2012).  

Previous research has shown that individuals high in self-esteem are less 

likely to conform to the influence of the group (Clark and Goldsmith, 2005).  

The results of H5 support this literature as the hypothesis test shows that 

those Generation Y consumers who have high levels of self-esteem are less 

likely to be a member of a brand tribe (β=-.126; p=***).  A suggested 

reason for this is that when a consumer has high levels of confidence they 

may feel they do not need to adopt the latest fashion brands to feel accepted 

by, or fit in with, the group.  This is consistent with Noble et al. (2009), who 

found that, depending on the needs of the consumer, fashion brands allow 

Generation Y consumers to differentiate themselves from, or blend in with, 

others. 
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The Narratives provide additional insights into these results as the 

participants spoke of how adopting the latest fashion trends either provides 

them with confidence or is the ‘easiest’ way to gain social acceptance.  For 

example, a quote from Lisa illustrates how wearing fashion brands can lead 

to social acceptance: 

 

“I think there’s a bit in everybody that wants to fit, and for people 

who are insecure, the easiest place to start would be to wear the 

current fashions. Or the latest logos.”  

 

Therefore, for those consumers who have low self-esteem, fashion provides 

a boost to their confidence as it allows them fit in with others.   

 

Hypothesis 5: There is a negative relationship between Self-Esteem and 

Self-Expressive Fashion Brands 

The survey results also support the proposed negative relationship between 

self-esteem and self-expressive brand (Hypothesis 5).  As consumers who 

are high in self-esteem tend to have a lower need for uniqueness in their 

purchases (Clark and Goldsmith, 2005), it was expected that those who have 

high self-esteem would be more confident in themselves and in their fashion 

choices.  Consequently, it was proposed that these consumers would not 

rely on self-expressive fashion brands to provide confidence or to improve 

their self-image and social identity (Banister and Hogg, 2004).  The results 

support this hypothesis (β=-.099, p=***), which suggests that those who 

have high levels of self-esteem are less likely to seek self-expressive fashion 

brands.   

 

The Narratives also inform this finding.  For example, Declan, who openly 

admitted he was confident in himself, stated that he does not feel the need to 

wear branded clothing to stand out and provide uniqueness: 

 

“I’d be very confident in myself [...] the logo is not important to me 

[…] I’ve no problem going into, River Island, Topman, even New 

Look, and picking something up for €20 if it was nice.” 

 

Therefore, this finding informs the notion of self-expression as it suggests 
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that those consumers who lack confidence and have low levels of self-

esteem are more likely to seek fashion brands that offer them self-expressive 

benefits. 

 

 

Hypothesis Added from the Modifications Indices: There is a positive 

relationship between Self-Esteem and Price Sensitivity for fashion brands 

An additional relationship emerged during the modifications conducted in 

the data analysis (see Chapter 8) and was enhanced with additional 

theoretical support where possible.  A statistically significant positive 

relationship was found between self-esteem and price sensitivity (β=.184, 

p=***).  Therefore, this finding provides evidence that when consumers 

have high levels of self-esteem they do not feel the need to spend as much 

on their fashion purchases.  It is suggested that the reason for this finding is 

that consumers with high self-esteem are confident in themselves and have a 

high level of self-worth.  Consequently, they do not find it necessary to 

purchase expensive brands to maintain or enhance their sense of self. This 

finding somewhat contradicts the Narratives (see Chapter 6).  The majority 

of the Narrative participants who were confident in both themselves and 

their fashion choices were not price sensitive.  Rather they stated that price 

was not an issue in their purchase of fashion.  Statements from Kieran and 

Roisin illustrate this: 

 

“Price doesn’t come into it, when I want something I’ll get it.” 

Kieran 

 

“Price is a factor, but the label is more important. If I really want 

something it wouldn’t matter what price it was. I will save and get 

it.” Roisin  

 

A likely explanation for this contradictory finding is that, as outlined in 

Section 9.5.2, the strong presence of fast-fashion retailers, both on and 

offline, offer these consumers access to trendy, fashionable clothing at 

affordable prices (Gabrielli et al., 2013).  This allows Generation Y 

consumers to be price sensitive, while still maintaining their self-esteem.  

As these consumers have high levels of self-esteem, it is likely that they do 
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not feel the need to spend more than is necessary in order to maintain and 

contribute to their self-concept (Grotts and Johnson, 2013).  Therefore, the 

increased presence and acceptablility of lower cost fashion brands means 

that both price sensitive and price insensitive consumers can contribute to 

their self-esteem through purchasing the brands they desire. 

 

9.6.1.2 Susceptibility to Interpersonal Influence 

Susceptibility to interpersonal influence (SUSCEP) refers to the influence 

other people may have on an individual’s behaviour (Bearden et al., 1989).  

SUSCEP emerged strongly during the Narrative analysis (Chapter 6) as all 

of the participants spoke about how they are influenced by others when 

consuming fashion.  Friends, family and people Generation Y consumers 

come into contact with in their lives have an impact on their fashion 

choices.  The Narratives suggest that the influence of others on Generation 

Y consumers’ fashion decisions is so strong that even when shopping alone, 

their friends and family influence their purchases.  Aoife, for example, 

spoke about how her friends’ opinions after she purchases fashion influence 

her:  

 

“If I bought something and I went home and my friends [said] ‘that’s 

rotten’ it would change my opinion of it.” 

 

Lisa also spoke about how talking to friends before shopping influences her 

decisions: 

 

“When your friends talk about wearing something, you think ‘yeah 

they’re right, I would wear that’ and when you go into a shop 

yourself, or if you don’t know what you want to buy you’d remember 

things your friends have mentioned.” 

 

Consequently, given the prevalence of SUSCEP in the Narratives, it was 

deemed necessary to include this construct in the CF and large-scale survey.  

Table 9.5 presents the relationships hypothesised with SUSCEP and how 

they performed during the analysis of the large-scale survey data.  A 

detailed discussion of the results follows. 
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Table 9.5 Results of Hypothesis tests for Susceptibility to Interpersonal 

Influence  

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Susceptibility to Interpersonal Influence 

H6 SUSCEP -> Price 

Sensitivity 

- - .013 -.073 .147 Reject 

H7 SUSCEP -> Brand 

Tribalism 

+ + .034 .653 *** Accept 

H8 SUSCEP -> Self-

Expressive Brand 

+ + .026 .251 *** Accept 

*Accepted relationships in bold font; E= Expected, A=Actual 

 

Hypothesis 6: There is a negative relationship between Susceptibility to 

Interpersonal Influence and Price Sensitivity for fashion brands 

Hypotheses 6 proposed a negative relationship between SUSCEP and price 

sensitivity. As SUSCEP manifests itself when people adapt their behavior, 

attitudes, or beliefs to align with others in the social system (Trusov and 

Bodapati, 2010; Robins et al., 2001), it was expected that the more a person 

tends to be influenced by other people, the less likely they were to be 

sensitive to a brand’s price (Wakefield and Inman, 2003).  The 

directionality of the relationship between these two constructs supported the 

hypothesised relationship (-.073); however it was not statistically significant 

(p=.147).  Therefore, the hypothesis was rejected.  The implications of this 

finding will be discussed in Chapter 10. 

 

Hypothesis 7: There is a positive relationship between Susceptibility to 

Interpersonal Influence and Brand Tribalism for fashion brands 

The data supports the proposed positive relationship between SUSCEP and 

brand tribalism (H7) (β=.653, p=***).  This relationship was expected 

because consumers tend to maintain their personal relationships through the 

shared and regular consumption of brands (Gainer, 1995; Veloutsou and 

Moutinho, 2009).  Moreover, consumers adopt brands not only to enhance 

their self-image, but also to conform to the expectations of others (Bearden 

et al., 1989; Clark and Goldsmith, 2005).  Consequently, this result shows 



Chapter 9                                                Discussion of the Research Findings 

 382 

that when Generation Y consumers are influenced to buy fashion through 

their personal relationships, they are more likely to become, or align with, 

members of the brand tribe.  Drawing on Kinley et al. (2010), a suggested 

reason for this result is that those who are SUSCEP seek social acceptance 

through fashion, and purchase brands that conform to the group norm and 

display their tribal membership.   

 

It is also likely that Generation Y consumers’ environment has an impact on 

the degree to which they are influenced by their peers.  As outlined in 

Chapter 5, Generation Y consumers, in particular college students, are 

influenced by the brands they constantly come into contact with in their 

daily lives.  Arguably, Generation Y consumers’ everyday environment 

plays a significant role in the brands they consume and functions as a 

positive source of inspiration that stimulates their brand consumption.  As 

outlined in Chapter 5, the Narratives provide support for this finding.  For 

example, Aoife and Aidan highlighted how their friends and their social 

environment influence their style:  

 

“Image, how you dress, the things you buy, the people you surround 

yourself with and how they are dressed [influence you]. You tend to 

dress like your friends […] you’re influenced by whoever is around 

you at any given time, by your friends especially.” Aoife 

 

“Everyone around college seems to be wearing Abercrombie & 

Fitch […] to fit in or whatever. I see people wearing them, and think 

I must get myself something similar myself.” Aidan 

 

Therefore, this finding informs the current understanding of brand tribalism 

as it suggests that the influence of other people has a strong impact on 

Generation Y consumers’ desire to become members of a brand tribe.  

Brand tribalism is a new construct in the marketing literature, and this 

finding adds to the growing body of literature on this construct.  The 

implications of this finding will be discussed in Chapter 10.  

 

Hypothesis 8: There is a positive relationship between Susceptibility to 

Interpersonal Inflence and Self-Expressive Fashion Brands 
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The data also supports the hypothesised positive relationship between 

SUSCEP and self-expressive brand (H8) (β=.251, p=***).  This relationship 

was expected because previous research suggested that consumers purchase 

fashion brands for both the utilitarian and self-expressive benefits they offer 

(Park et al., 1986).  Furthermore, the literature states that Generation Y 

consumers seek the approval and opinions of their friends and peer groups 

when they shop for self-expressive items, such as clothing, to ensure they 

purchase brands that conform to the norm of the group they (wish to) belong 

to (Kinley et al., 2010).  Therefore, those who were SUSCEP when 

consuming fashion brands were more likely to consume self-expressive 

brands.  The Narratives provide additional support for this finding.  For 

example, Kieran spoke of how his friends influence his consumption of 

self-expressive brands: 

 

“Tommy Hilfiger is not for me. It doesn’t suit my personality. My 

friends don’t wear it and it probably comes back to them influencing 

me.” 

 

The results of the hypothesis tests for SUSCEP revealed that the proposed 

relationship between SUSCEP and price sensitivity was not supported.  The 

hypothesised relationships between SUSCEP and both brand tribalism and 

self-expressive brand were supported.  Therefore, these findings suggest 

that the influence of other people has a strong impact on Generation Y 

consumers’ desire to become a member of a brand tribe and to buy self-

expressive fashion brands.  The implications of these findings for theory and 

practice will be discussed in the following chapter.  

 

9.6.1.3 (Online) Social Network Influence 

“Social networking sites are web-based services that allow individuals to (1) 

construct a public or semi-public profile within a bounded system, (2) create 

a list of other users with whom they share a connection, and (3) view and 

navigate their list of connections and those made by others within the 

system” (Pagani et al., 2011 p. 443).  (Online) social networking sites 

(SNSs) allow users to socialise and interact with others (Dennis et al., 
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2010), and as a result, offer unique opportunities for users to share the 

content they create with their networks.  The rich range of multimedia cues 

(for example, photographs and videos) available through these user-friendly 

websites allows users to create multidimensional identities online (Belk, 

2013; Dobster, 2013).  These SNSs also offer a greater number of users 

greater opportunities for self-expression, self-presentation and self-

enhancement, for social interaction with their peers and for receiving 

feedback from others (Chernav et al., 2011; Doster, 2013; Schau and Gilly, 

2003; Wilcox and Stephens, 2012).  

 

The emergence of this construct from the Narratives informed its inclusion 

in the revised CF, as the participants highlighted how the growing 

popularity of SNSs has a strong influence on their consumption of fashion 

brands.  This construct was mentioned by fourteen of the twenty Narrative 

participants, who stated that SNSs drive their brand consumption, provide a 

source of fashion inspiration and reassurance when consuming brands, and 

also act as an information source on where to buy the latest fashion trends.  

The following quote from the Narratives is illustrative:  

 

“On Twitter you see celebrities wearing brands and it influences 

[…] what brands I buy. On Facebook you see friends in photos and 

you see what they’re wearing.” Kieran 

 

Chapter 5 discusses the influence of SNSs in more detail.  Therefore, given 

the prominence of this construct in the Narratives and the increasing 

importance of this construct in the literature, SNI was included as a variable 

in the large-scale study.  Table 9.6 presents the results of hypotheses tests 

exploring SNI.  A detailed discussion of these results follows.  

 

Table 9.6 Results of Hypothesis tests for (Online) Social Network Influence  

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Social Network Influence 

H9 SNI-> Brand Tribalism + + .042 .134 .001 Accept 

H10 SNI-> Self Expressive 

Brand 

+ + .040 .180 *** Accept 

*Accepted relationships in bold font; E= Expected, A=Actual 
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Hypothesis 9: There is a positive relationship between (Online) Social 

Network Influence and Brand Tribalism for fashion brands 

Hypothesis 9 proposed a positive relationship between SNSs and brand 

tribalism.  In much the same way consumers are influenced by people they 

come into contact with in their daily lives (see also Section 9.6.1.2), they are 

influenced by the content created by others online.  SNSs, such as Facebook 

and Twitter, allow users to self-present and create identities online (Doster, 

2013; Schau and Gilly, 2003).  As a result, SNSs offer a source of fashion 

inspiration and have been compared to an aspirational reference group 

(Ruane and Wallace, 2013), as users aspire to imitate the looks they see 

online.  Online, participants have the ability to present their idealised, rather 

than true selves (Nadkarni and Hofmann, 2012), which provides an 

environment for individuals to communicate the groups (or brand tribes) 

they wish to belong to.  Research has shown that one of the primary reasons 

Generation Y consumers use SNSs is to socialise with their peers and to feel 

a part of a community (Bolton et al., 2013; Valkenburg, 2006).  Further, a 

core reason for involvement with a brand tribe is the ability to express one’s 

self-identity (Mitchell and Imrie, 2011) and gain social acceptance (Bolton 

et al., 2013).  SNSs present consumers with an enhanced opportunity for 

self-expression and gaining social acceptance, as they allow these 

consumers to communicate their self-identity to far more people online than 

would be possible offline.  Consequently, it was proposed that those who 

are more likely to be influenced by SNSs were also more likely to be a 

member of a brand tribe.  The data supports the hypothesised relationship 

(β=.134, p=.001), which suggests that those consumers who are influenced 

by SNSs use these platforms to both determine and show the groups they 

wish to belong to, as this can lead to social acceptance among their peers.  It 

must be noted that in Chapter 8, brand tribalism was measured by the 

composite RGA (see Section 8.10).  The Narratives provide additional 

insights on this finding.  For example, a quote from Niamh illustrates the 

role of Facebook: 
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“With social media, I have my early fashion idea and it would be 

reinforced if I saw it in pictures on Facebook […] When I see it on 

Facebook I get the confidence to wear it.” 

 

The influence of SNSs on the participants and their wish to present their 

desired self-concept online was also evident when they discussed how they 

refrain from wearing an outfit once it has appeared in photographs on SNSs.  

Laura and Julie explain: 

 

“I don’t like people seeing me wearing something twice, and 

Facebook makes it worse because you’re tagged in pictures. If there 

wasn’t any Facebook I’d wear my outfits more.” Laura 

 

“Facebook has everything ruined because once you wear an outfit 

it’s all over Facebook and you can’t wear it again.” Julie 

 

These findings suggest that there is a strong need for social acceptance 

among Generation Y consumers, which is intensified due to the influence of 

SNSs on their lives and a fear of the response of the social network for not 

conforming to the group norm.  Consequently, through the influence of 

SNSs and this fear of being perceived as not conforming to the group norm 

on these public networks, Generation Y consumers are motivated to become 

members of a brand tribe.  In this way, SNSs may directly influence 

Generation Y consumers’ preference for certain fashion brands. 

 

Hypothesis 10: There is a positive relationship between (Online) Social 

Network Influence and Self-Expressive Fashion Brands 

A positive relationship was also hypothesised between SNI and self-

expressive brand (Hypothesis 10), because SNSs are communication 

environments that offer a unique ability for self-expression (Chernav et al., 

2011; Doster, 2013).  Past research has shown that consumers use brands to 

define and express their identities to those around them (Escalas and 

Bettman, 2005; Veloutsou, 2009).  The emergence of social media has 

offered Generation Y consumers’ unique opportunities to communicate to, 

interact with, and draw inspiration from, more of their peers (Dennis et al., 

2010; Pagani et al., 2011; Schau and Gilly, 2003).  In particular, one of the 

most basic motivations for the escalating use of SNSs is their ability to 
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allow people to express themselves (Pagani et al., 2011).  Therefore, it was 

proposed that those members of Generation Y who were influenced by 

SNSs were more likely to consume self-expressive brands to present their 

desired self-image online.  The data supported this relationship (H10) 

(β=.180, p=***).  A suggested reason for this finding is that, as Generation 

Y consumers are wary of marketing attempts directed towards them (Foscht 

et al., 2009; Kinley et al., 2010), SNSs provide a source of credible brand 

recommendations and inspiration for these consumers because the content is 

largely created by their peers or people they perceive they can trust.  

Therefore, through viewing self-expressive fashion brands on SNSs and 

receiving credible recommendations from their peers, Generation Y 

consumers are influenced to consume these self-expressive brands.  The 

Narratives also suggest Generation Y consumers are influenced by the SNSs 

they use online.  For example, Kieran and Aoife both spoke of how online 

SNSs can influence their consumption: 

 

“On Twitter you see celebrities wearing brands and it influences 

[…] what brands I buy. On Facebook you see friends in photos and 

you see what they’re wearing. Or if somebody posts something via 

iPhone that influences you to want an iPhone because you are 

behind the trend.” Kieran 

 

“If you saw an outfit on someone on Facebook it’s easier to base 

your fashion on them, especially if you don’t know them because you 

can get the exact same outfit and they’ll never know. Social media 

makes it easier to get on their pages to see what they wear and use it 

for inspiration.” Aoife 

 

Therefore, this finding suggests that through viewing the content posted by 

others on SNSs, Generation Y consumers are influenced to buy the self-

expressive fashion brands their peers either consume or recommend.  As 

SNI is a recent construct in the marketing literature, these findings offer 

some novel findings that have important implications for theory and 

practice.  These implications will be discussed in Chapter 10. 
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9.6.1.4 Brand Tribalism  

Brand tribes represent ‘a network of societal micro-groups in which 

individuals share strong emotional links, a common sub-culture and a vision 

of life’ (Veloutsou and Moutinho, 2009, p. 316).  The importance of brand 

tribes in the formation of Generation Y consumers’ brand relationships was 

explored through the Narrative interviews.  Fourteen of the twenty 

participants spoke about how they belong to or have a desire to belong to a 

specific brand tribe.  Brand tribes mentioned during the course of the 

Narratives included tribes for Abercrombie & Fitch, Chanel, Ugg and 

Apple.  For example, Declan spoke of his tribal membership with Apple: 

 

“I have everything Apple. I have an iPad 1 and 2, I have all the 

generations of iPhones and I’m waiting for the 5 to come out. I have 

an Apple iMac, the original desktop, I have the upgrade from that 

and I have the new Apple iMac that cost two and a half grand.” 

 

This quote shows Declan’s tribal membership as he highlights his 

willingness to invest in the Apple brand (Veloutsou and Moutinhio, 2009).  

Therefore, following the Narratives it was clear that brand tribes play a role 

in Generation Y consumers’ fashion brand relationships.  Recall in Chapter 

8 that the brand tribalism construct did not perform as expected in EFA or 

CFA.  In EFA, item 11 was removed due to a low communality and the 

items loaded on three rather than five factors.  In CFA, due to standardised 

residuals exceeding the value of 4 (Hair et al., 2006), two of the factors 

were removed from the analysis, leaving one factor to measure this 

construct.  Therefore, the role of brand tribalism in these relationships was 

measured with use of a composite of brand tribalism – RGA (see also 

Chapter 8 Section 8.10).  Table 9.7 provides a summary of the results of the 

hypotheses tests.  From this table it is evident that this construct did not 

perform as expected in this study.  A detailed discussion follows.  

 

 

 

 

 



Chapter 9                                                Discussion of the Research Findings 

 389 

Table 9.7 Results of Hypothesis tests for Brand Tribalism 

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Brand Tribalism 

H14 Brand Tribalism -> 

Satisfaction 

+ - .040 -.036 .514 Reject 

H15 Brand Tribalism ->Brand 

Love 

+ - .035 -.054 .257 Reject 

New  Brand Tribalism -> 

Brand Loyalty 

N/A + .045 .150 *** Accept 

New Brand Tribalism -> 

WOM 

N/A + .035 .095 .006 Accept 

*Accepted relationships in bold font; E= Expected, A=Actual 

 

Hypothesis 14: There is a positive relationship between Brand Tribalism 

and Satisfaction with fashion brands 

As similar studies focusing on brand communities found that community 

membership increased a consumer’s satisfaction with a brand (McAlexander 

et al., 2003), it was expected those who were members of a brand tribe were 

more likely to be satisfied with that brand.  Therefore, Hypotheses 14 

proposed a positive relationship between brand tribalism and satisfaction.  

However, the relationship between these constructs was not significant and 

the directionality was the opposite of what was hypothesised (β=-.036, 

p=.514).  Consequently, H14 was rejected.   

 

Hypothesis 15: There is a positive relationship between Brand Tribalism 

and Brand Love for fashion brands 

 

As members of brands tribes are linked by their shared passion and devotion 

to the brand (Veloutsou and Moutinho, 2009), and related findings show 

that sense of brand community and brand love are positively related 

(Bergvist and Bech-Larsen (2010), it was expected that those who were 

members of a brands tribe were more likely to love the brand.  Therefore, a 

positive relationship was hypothesised between brand tribalism and brand 

love (H15).  However, as with H14, the directionality of this relationship 

was the opposite of that hypothesised and the relationship between these 

constructs was not significant (β=-.054, p=.257).  Therefore, the data did not 
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support this hypothesis and H15 was rejected.  The implications of these 

findings are outlined in Chapter 10. 

 

Hypothesis Added from the Modification Indices: There is a positive 

relationship between Brand Tribalism and Brand Loyalty for fashion 

brands 

As previously mentioned, the researcher allowed the MI to suggest 

additional paths to add to the model where additional theoretical support 

was available.  The MI suggested a new relationship between brand 

tribalism and brand loyalty, which enhanced the fit of the model.  A positive 

relationship between brand tribalism and brand loyalty had previously been 

proposed by Veloutsou and Moutinho (2009) and was recently validated in 

a study by Taute and Sierra (2014).  Specifically, a significant positive 

relationship was found to exist between brand tribalism and brand loyalty 

(β=.150, p=***).  This finding implies that those who are members of a 

brand tribe are more likely to be loyal to the brand.  It is possible that the 

members of a brand tribe continually repurchase a brand to ensure they are 

accepted by, and remain members of, the brand tribe.  In this way, 

continuously buying the brand is not simply about being loyal to the brand, 

the brand also keeps them safe by ensuring that they continue to be accepted 

by the ‘in’ crowd.  This would suggest that the relationship between brand 

tribalism and loyalty is quite utilitarian.  By using the brand, these 

consumers gain acceptance, and even though they may have no real 

emotional attachment to the brand (as evidenced by the result of H15), they 

see the value it offers them and continue to buy it to gain acceptance.  Then 

through this continued use of the brand, it is possible that the consumer may 

develop a genuine brand relationship that results in them becoming brand 

loyal.  Thus, their loyalty may be genuine, but it was originally motivated 

by a drive for social acceptance rather than a deep emotional connection to 

the brand.  

 

This result could also explain why those who are a member of a brand tribe 

are loyal to, but do not love, the brand.  Brand love refers to a passionate 

emotional attachment that a consumer may have for a brand (Carroll and 
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Ahuvia, 2006).  Therefore, if Generation Y consumers’ tribal membership is 

motivated by a desire for social acceptance rather than an emotional 

connection to the brand, this would explain why tribal members lack love 

towards their brand.  This finding provides new insights into Generation Y 

consumers and provides a greater understanding of fashion brand 

relationships by suggesting that self-expression and gaining group 

acceptance are central to the relationships Generation Y consumers form 

with fashion brands.  Additionally, this finding suggests that Generation Y 

consumers seek membership of a brand tribe for the benefits of self-

expression and group acceptance, rather than due to their emotional 

connection to the brand (as previously advocated by academics such as 

Veloutsou and Moutinho, 2009).  Consequently, this finding informs the 

current literature on fashion brands, Generation Y and brand tribalism and 

also answers a call by Veloutsou and Moutinho (2009) to explore the 

relationship between brand tribalism and brand loyalty.  The implications of 

this substantial finding are discussed in Chapter 10. 

 

Hypothesis Added from the Modification Indices: There is a positive 

relationship between Brand Tribalism and Word-of-Mouth for fashion 

brands 

Recall in Chapter 8 that the MI also suggested a new relationship between 

brand tribalism and WOM.  A significant positive relationship was found to 

exist between these two constructs (β=.095, p=.006).  This finding suggests 

that those who are members of a brand tribe are more likely to speak 

positively about the brand to others, which was in line with related studies 

on brand communities that have found membership of a brand community 

influences WOM behavior (Algesheimer et al., 2005; Thompson and Sinha, 

2008).  Consumers can show the groups they are affiliated with by selecting 

fashion items that conform to the group’s social norm (Bannister and Hogg, 

2004; Gronow, 1997; Khare, et al., 2012; Murray, 2002).  Consumers also 

like to discuss and exchange information about the fashion brands they 

consume (Gabrielli et al., 2013).  Within a group setting, it is suggested that 

these consumers engage in WOM to demonstrate and express their 

knowledge of the brand and to establish themselves within the brand tribe 
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(as posited by Kozinets et al., 2010).   

 

This finding is consistent with a new thinking in relation to WOM.  

Traditionally, WOM has been viewed as being driven by altruism, or the act 

of doing something for others without expecting anything in return 

(Kozinets et al., 2010; Sundaram et al., 1998).  However, recent research, 

on both on- and offline WOM, suggests that WOM is also motivated by a 

drive to impress others and satisfy the needs of the self (Alexandrov et al, 

2013; Kozinets et al., 2010; Lovett et al., 2013).  As a result, it would seem 

that consumers engage in WOM to enhance their self-concept and to signal 

their perceived brand expertise to others (Alexandrov et al., 2013; Lovett et 

al., 2013).  It is likely that these consumers are the opinion leaders or 

market mavens who like talking about the brand with other tribe members 

because it cements their position in the group.  It is also possible that talking 

about the brand allows these consumers to seek distinction within the group 

and recognition from other members, which allows them to establish a 

strong membership or association with the brand tribe (Grotts and Johnson, 

2013; Lovett et al., 2013).  Therefore, this finding provides new insights 

into the role of the fashion brand for Generation Y consumers and their 

brand relationships.  Specifically, these findings suggest that talking about 

fashion brands allows Generation Y consumers to express their uniqueness, 

enhance their sense of self, and also provides an opportunity to socialise 

with others.  Therefore, fashion brands offer additional value to Generation 

Y consumers by enabling them to display their brand knowledge, which 

allows them to enhance their sense of self and secure a prominent position 

within the group. 

 

Therefore, although the results for brand tribalism were not as expected, the 

MI did suggest the addition of two relationships (brand tribalism + brand 

loyalty and brand tribalism + WOM) which provide interesting new insights 

on Generation Y consumers, the role of fashion brands, and on the 

relationships between these constructs.  The implications of these findings 

for theory and practice are discussed in the following chapter. 
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9.6.1.5 Self-Expressive Brand 

As discussed in Chapters 5 and 6, self-expressive brand is defined as the 

consumer’s perception of the degree to which the specific brand enhances 

one’s social self and/or reflects one’s inner self (Carroll and Ahuvia, 2006 p. 

82).  Therefore, self-expressive brand refers to how a brand fits with an 

individual’s self-concept (Loureiro et al., 2012).  Fashion brands in 

particular play a central role in the formation and exhibition of the self 

(Davis, 1985; Evans, 1989; Lurie, 1981; Phau and Lo, 2004), as consumers 

tend to express their identities through their possessions (Belk, 1988).  In 

fact, it is often this motivation to express oneself that stimulates consumers 

to purchase brands (Sirgy, 1982).   

 

The Narratives provided strong support for the use of fashion brands to 

express oneself.  Eighteen of the twenty participants spoke of the 

importance of self-expression through their consumption of fashion.  

Consequently, given the prevalence of this construct in the Narratives, it 

was deemed necessary to include self-expressive brand in the CF.  In testing 

this construct in the fashion brand relationship framework, the results were 

both expected and unexpected.  The results of the hypothesised relationships 

are presented in Table 9.8.  A discussion of these findings follows. 

 

Table 9.8 Results of Hypothesis tests for Self-Expressive Brand  

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Self-Expressive Brand 

H16 Self-Expressive Brand -> 

Satisfaction 

+ - .087 -.029 .764 Reject 

H17 Self-Expressive Brand -> 

Brand Love 

+ + .072 .665 *** Accept 

New Self-Expressive Brand -> 

Brand Tribalism 

N/A + .056 .171 *** Accept 

*Accepted relationships in bold font; E= Expected, A=Actual 
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Hypothesis 16: There is a positive relationship between Self-Expressive 

Fashion Brands and Satisfaction  

As prior research provides evidence that consumers are more likely to be 

satisfied with brands that are consistent wth thir self-image (Sirgy, 2008), it 

was expected that those Generation Y consumers who consumed self-

expressive brands were more likely to be satisfied with these fashion brands.  

However, the findings did not support the hypothesised positive 

relationship.  Neither the directionality or the significance of this 

relationship were supported (β=-.029, p=.764).  Consequently, Hypothesis 

16 was rejected.  The possible reasons for this finding are discussed in 

Section 9.7.1 and the implications of this finding are discussed in Chapter 

10. 

 

Hypothesis 17: There is a positive relationship between Self-Expressive 

Fashion Brands and Brand Love for fashion brands 

Hypothesis 17 proposed that those who consume self-expressive fashion 

brands were more likely to love these brands (Carroll and Ahuvia, 2006).  

Fashion itself is self-expressive, and as possessions can authenticate and 

expand a person’s self-image (Belk, 1988), consumers are motivated to buy 

brands that communicate themselves to others (Phau and Lo, 2004).  The 

literature suggests that consumers purchase brands they identify with, and 

when a brand allows a consumer to express their desired self-image, that 

consumer will develop stronger emotional connections with the brand 

(Aaker, 1997; Malhotra, 1988; Roy et al., 2012; Sirgy, 1986).  Therefore, in 

line with Carroll and Ahuvia (2006), it was expected that self-expressive 

brand was positively related to brand love.  As outlined in Chapter 3, brand 

love refers to the level of passionate emotional attachment a consumer has 

for a brand (Carroll and Ahuvia, 2006).  A consumer’s love should be 

stronger for brands that play a significant role in shaping their identity.  This 

is particularly relevant for fashion because fashion brands are socially 

visible and help consumers in social situations by allowing them to engage 

in self-expression (Erdogmus and Budeyri-Turan, 2012; Liu et al., 2012).  

In support of H17 (β=665, p=***), the results confirm a significant positive 

relationship between self-expressive brand and brand love.  In line with 
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Khare et al. (2012), a suggested reason for this behaviour is that self-

expressive brands provide consumers with confidence and allow them to be 

socially accepted by their peers as they signal the groups they wish to be 

affiliated with.  As a result, these brands allow Generation Y consumers to 

feel safe in social situations, which may enhance their feelings of brand 

love.  The Narratives provided insights into this finding.  For example, 

Roisin speaks of her love of Chanel and what the brand will allow her to 

communicate to others: 

 

“Chanel, the love of my life. I associate it with being where I want to 

be [in life] […] everybody knows it’s expensive, it’s a statue of 

wealth and power in my opinion.”  

 

Therefore, this finding further supports the notion that consumers are more 

likely to love brands that are self-expressive (Carroll and Ahuvia, 2006).  

Specifically, this finding offers a contribution by focusing specifically on 

fashion brands, thus extending the current knowledge on brand love to the 

study of fashion.  As previously mentioned, the implications of these 

findings are outlined in Chapter 10.  

 

Hypothesis Added from the Modifications Indices: There is a positive 

relationship between Self-Expressive Fashion Brands and Brand 

Tribalism  

Recall in Chapter 8 that the modification indices (MI) suggested a new 

relationship between self-expressive brand and brand tribalism, which 

enhanced the fit of the fashion brand relationship model.  This emergent 

relationship was in line with Veloutsou and Moutinho’s (2009) assertion 

that brand tribes are the result of a consumers socialised expressions.  

Moreover, similar to the linking value of brand tribes (Cova, 1997; 

Veloutsou and Moutinho, 2009), the brand community literature suggests 

that social relationships are structured around shared product ownership 

(McAlexander et al., 2002; Muniz and O'Guinn 2001), and relationships 

with brands are of particular importance because of the way they express 

and mediate relationships with other people (Ahuvia, 2005).  The brand 

community literature further suggests that through consuming specific 
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brands and adopting accepted brand community behaviors, consumers can 

signify and express their group membership (Bagozzi and Dholakia, 2006; 

Schau et al., 2009).  In relation to this study, this finding suggests that those 

who consume self-expressive fashion brands are more likely to seek the 

acceptance of the reference group (recall from Chapter 8 that brand 

tribalism was measured by the composite RGA).  Therefore, it is likely that 

one of the main motivations Generation Y consumers have for consuming 

self-expressive brands is that these brands enable them to attain group 

acceptance and to display membership of certain groups or tribes they (wish 

to) belong to.  This is consistent with Khare et al. (2012), who state that 

consumers adopt certain brands to display their group membership.  Recent 

research has shown that consuming fashion allows people to feel that they 

belong to a group of similar people who stand out because they all consume 

the brand (Gabrielli et al., 2013).  In line with this finding, it is suggested 

that these consumers also seek self-expressive fashion brands because they 

allow them to display their tribal membership and achieve a sense of 

belonging.  The Narrative findings inform this relationship as Kieran 

speaks of the importance of his brand of watch: 

 

“I have a Breitling watch and if I was buying another watch I’d buy 

a Breitling. It’s mainly because it’s one of the things everybody 

comments on, and I like that factor. It is a nice watch at the same 

time so it makes me feel good. […] The brand is very me, because a 

lot of people don’t know what Breitling is or what sort of brand it is, 

so that has made me stick to that brand.”   

 

These findings suggest that Generation Y consumers consume self-

expressive fashion brands to gain acceptance from their peers.  As 

previously mentioned, the results of this study suggest that being socially 

accepted is extremely important to Generation Y consumers. Therefore, by 

purchasing certain self-expressive fashion brands, these consumers ensure 

that they are accepted by the peers and in particular, by the brand tribe. 

 

In summary, five self-expressive and hedonic constructs were employed to 

test the relationships Generation Y consumers have with fashion brands.  
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These constructs were self-esteem, SUSCEP, SNI, brand tribalism and self-

expressive brand.  As outlined in Section 9.6.1.1, the findings show that 

self-esteem plays an important role in Generation Y consumers’ fashion 

consumption.  Fashion brands provide these consumers with confidence and 

allow them to be socially accepted by their peers.  A positive relationship 

between self-esteem and price sensitivity was added to this research during 

the MI.  Therefore, this relationship provides new insights on the role of 

self-esteem and price sensitivity when consuming fashion.  In Sections 

9.6.1.2 and 9.6.1.3, the findings show that Generation Y consumers are 

strongly influenced by both interpersonal and SNI when consuming fashion.  

As SNI is a recent construct in the marketing literature, the findings of this 

construct provide unique insights into how SNSs directly influence fashion 

consumption.  Brand tribalism also played a role in Generation Y’s fashion 

brand relationships as the findings indicate that Generation Y consumers’ 

membership of a brand tribe is about connecting to people through their 

consumption of fashion.  The results for this construct did not support a 

significant relationship between brand tribalism and satisfaction, or brand 

tribalism and brand love, as hypothesised.  However, two new relationships 

between brand tribalism and brand loyalty, and brand tribalism and WOM 

emerged from the data.  These two relationships provide new meaningful 

insights on brand tribalism, a relatively new construct in the marketing 

literature, and the outcomes of Generation Y consumers’ fashion brand 

relationships. Finally, self-expressive brands were also important to 

Generation Y consumers when consuming fashion as these brands allow 

Generation Y consumers to show the type of person they are to others, while 

also allowing them to feel safe as they continue to be accepted by their 

social group.  A new relationship between self-expressive brand and brand 

tribalism provides new insights into both of these constructs (see Section 

9.6.1.5).  As all of the self-expressive and hedonic constructs have been 

outlined, the discussion now considers the utilitarian constructs that 

influence Generation Y consumers’ fashion brand relationships. 
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9.6.2 Utilitarian Factors 

“Utilitarian” refers to the how useful or beneficial the brand is to the 

consumer (Batra and Ahtola, 1990).  The constructs of this study related to 

consumers’ utilitarian needs are price sensitivity and PQ/V.  The literature 

(see Chapter 6) and the Narratives (see Chapter 5) supported the inclusion 

of these constructs in this study.  The findings from the hypothesis tests for 

these constructs are discussed in this section, with support from the 

literature and the Narratives.  The implications of these findings for theory 

and practice are discussed in the following chapter. 

 

9.6.2.1 Price Sensitivity 

Price sensitivity refers to how a consumer reacts to prices levels and to 

changes in these price levels (Goldsmith and Newell, 1997).  Although the 

comprehensive review of the literature did not suggest that price sensitivity 

would be included in the conceptual framework, price sensitivity emerged 

very strongly from the Narrative findings as a key consideration for 

Generation Y consumers when shopping for fashion.  Every one of the 

twenty participants, both students and non-students, highlighted the role of 

price in their ability to keep up with and buy the latest fashion brands.  The 

price of attaining the latest fashion was of a greater concern to students than 

their non-student counterparts as these participants had less income than 

those in full-time employment.  A key goal highlighted by the participants 

was to receive value for money in their fashion purchases.  For example, 

Bernard spoke of the importance of receiving value for money:  

 

“When I was younger I always thought it was cool to wear a brand. 

But in recent years whether its the way the economy is, […] I would 

buy in River Island and TKMaxx where there’s lower prices and you 

can get good value for money.” 

 

Consequently, the importance of this construct for this study was 

highlighted and informed by the Narratives, with support from the literature 

(Goldsmith et al., 1999; Goldsmith and Newell, 1997).  Table 9.9 presents 

the results of the hypotheses tests for price sensitivity, following the large-
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scale survey (N=675) with Generation Y consumers.  The outcomes of these 

tests are discussed below. 

 

 

Table 9.9 Results for Hypothesis tests for Price Sensitivity  

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Price Sensitivity 

H11 Price Sensitivity -> 

Perceived Quality/Value 

- + .423 .901 *** Reject 

H12 Price Sensitivity -> 

Satisfaction 

- + .278 .851 *** Reject 

H13 Price Sensitivity -> 

Brand Love 

- + .125 .240 *** Reject 

New Price Sensitivity -> 

Self-Expressive Brand 

 + .195 .509 *** Accept 

*Accepted relationships in bold font; E= Expected, A=Actual 

 

Hypothesis 11: There is a negative relationship between Price Sensitivity 

and Perceived Quality/Value for fashion brands 

It was expected that a consumer who was sensitive to the price of a fashion 

brand would be less concerned with the quality and value they received 

from the item, as consumers tend to associate higher prices with improved 

quality and increased value (Bakewell and Mitchell, 2003).  Therefore, 

Hypothesis 11 suggested a negative relationship between price sensitivity 

and PQ/V for fashion brands.  However, as is evident from Table 9.9, 

although the result was statistically significant, the relationship between 

price sensitivity and PQ/V was found to be positive (β=.901, p=***), 

rejecting H11.  

 

Therefore, this result provides new insights into Generation Y consumers’ 

price sensitivity when consuming fashion, as it suggests that those who are 

sensitive to the cost of fashion brands are also more likely to perceive these 

brands to provide good quality/value items.  Recent research has suggested 

that consumers expect to pay lower prices and receive greater value when 

purchasing fashion, and in return they are willing to accept a lower level of 

quality (Gabrielli et al., 2013).  Perhaps this is also true of these consumers, 

who expect lower levels of quality/value in their fashion purchases in return 

for a lower price.  Then when the brand meets their quality expectations, 
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Generation Y consumers perceive their purchase to be good value.  The very 

nature of fashion also offers an explanation for why these consumers place a 

higher level of importance on price and value when purchasing fashion.  As 

fashion trends change so frequently it is likely that the participants lower 

their quality expectations as they do not expect trends to be long lasting or 

to be able to wear their fashion purchases very often (Gabrielli et al., 2013).  

Consequently, Generation Y consumers are willing to accept lower quality 

levels, and as long as the brand continuously produces low-cost fashionable 

clothing that allows them to meet their self-expressive needs, these 

consumers will feel they have received value for money, made a quality 

purchase and ultimately will continue to purchase the brand.   

 

The Narratives also provide insights into this finding as a number of 

particiants spoke of how price plays a crucial role in their consumption of 

fashion.  Julie, for example, spoke of the importance of price and receiving 

value for money in her fashion purchases: 

 

“I don’t see the point of paying over the odds for quality. Fashion 

changes so it will be out of style in 6 months. […] That’s why I love 

Penneys. […] If it’s not in fashion anymore you don’t feel bad about 

hanging it up or passing it on.” 

 

Therefore, this result suggests that price sensitive fashion consumers are 

more likely to perceive their fashion purchases as good quality/value, 

contradicting the existing literature.  This is a new finding in relation to the 

extant literature and the implications of this will be discussed in Chapter 10. 

 

Hypothesis 12: There is a negative relationship between Price Sensitivity 

and Satisfaction with fashion brands 

The literature suggests that consumers who are more willing to tolerate 

price increases are those consumer who are more satisfied with their brands 

(Anderson, 1996).  Additional previous studies also found support for a 

negative relationship between price sensitivity and satisfaction for brands 

(Low et al., 2013; Stock, 2005).  Therefore, hypothesis 12 proposed a 

negative relationship between price sensitivity and satisfaction when 

purchasing fashion.  Table 9.9 indicates that a statistically significant 
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positive relationship was found between price sensitivity and satisfaction 

(β=.851, p=***).   Although this finding rejects the hypothesis and 

contradicts the existing literature, it provides interesting new insights on 

Generation Y consumers.  In particular, this finding suggests that when 

Generation Y consumers are price sensitive, they are more likely to be 

satisfied with their favourite fashion brand.  This finding may once again 

highlight the importance of price for Generation Y consumers when 

consuming fashion.  It is suggested that the positive relationship between 

price sensitivity and satisfaction is partly due to Generation Y consumers’ 

primary goal when shopping: to attain fashionable items at an affordable 

price (Gabreill et al., 2013).  Once a brand meets Generation Y consumers’ 

needs for affordable yet fashionable items, these consumers are satisfied 

with the brand.  The Narratives also informed this finding as the participants 

discussed how discounts or sales were important when shopping for fashion.  

For example, Lisa spoke of her satisfaction with brands that offer discounts: 

 

“A student discount or a sale, definitely influences where I buy my 

clothes. Last week there was a 30% student discount on in 

Warehouse and River Island. It’s something nice, and makes people 

come back again.” 

 

This result provides new insights into Generation Y consumers’ fashion 

brand relationships, as it suggests that those members of Generation Y 

experience greater levels of brand satisfaction when the price of fashion is 

low.  Therefore, those consumers who are price sensitive when consuming 

fashion are more likely to be satisfied with the brands they purchase. 

 

Hypothesis 13 There is a negative relationship between Price Sensitivity 

and Brand Love for fashion brands 

Finally, it was also hypothesised that price sensitivity was negatively related 

to brand love (Hypothesis 13).  Although the result was significant, the 

hypothesis was not supported as the findings reveal that those who are price 

sensitive when consuming fashion brands are more likely to love a brand 

(β=.240, p=***).  Again, this finding contradicts the existing belief that 

those consumers who are insensitive to the price of consuming a brand are 
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more likely to have a love for that brand (Albert and Merunka, 2013; Batra 

et al., 2012).  From the findings of this study, it is clear that attaining low 

priced fashion is one of the main motivations for the Generation Y cohort 

when shopping for fashion brands.  When a fashion brand offers fashionable 

items at a low price, consumers can be fashion conscious and contribute to 

their sense of self, without having to spend excessively.  As these brands 

meet the consumers’ practical (utilitarian) needs for clothing and self-

expressive (hedonic) needs for fashionable items, at a reasonable price, it is 

likely that Generation Y consumers evaluate the brand positively and begin 

to develop deep emotional attachments to these brands, which ultimately 

results in brand love (Albert and Merunka, 2013).  Responses from some of 

the more price sensitive Narrative participants inform this finding.  For 

example, Deirdre spoke of her love for H&M because of both the style of 

clothing offered by the store, and the price:  

 

“I love H&M. It is very much my style […] it’s not just [about low] 

price. It’s my conservativeness come true.” 

 

This result also offers new insights in to Generation Y consumers’ fashion 

brand relationships, as it suggests that those consumers who are price 

sensitive are more likely love fashion brands.  

 

Hypothesis Added from the Modification Indices: There is a positive 

relationship between Price Sensitivity and Self-Expressive Fashion 

Brands 

As outlined in Chapter 8, the researcher allowed the MI to suggest 

additional paths to add to the model as long as they met the rules of thumb 

of this research and had theoretical support.  Consequently, during the data 

analysis the MI suggested the addition of a positive relationship between 

price sensitivity and self-expressive brand, which improved the model fit.  

Therefore, price sensitivity has a significant positive relationship with 

brands that are self-expressive (β=.509, p=***).  This finding suggests that 

price sensitive consumers are more likely to consume self-expressive brands 

than those who are not price sensitive.  Consequently, although these 

consumers are price sensitive, they are not willing to sacrifice the self-
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expressive benefits of a fashion brand in exchange for lower prices.  

Perhaps it is the price of low-cost fashion that motivates these consumers to 

buy brands for their self-expressive benefits, as low cost fashion allows 

them to be self-expressive while remaining price sensitive. 

 

It is suggested that as these consumer wish to present their desired self-

image to their peers, they do not like to continuously wear the same clothes.  

Therefore, as suggested by Watson and Yan (2013), fashion consumers 

maximise their value for money by buying a larger quantity of clothing at a 

lower price.  As a result, this enables these consumers to achieve the 

greatest amount of value for their self-expressive purchases while spending 

the least amount of money (Watson and Yan, 2013).  Again, it is suggested 

that this finding is a result of the strong presence and dominance of fast-

fashion in recent years (Gabrielli et al., 2013).  Generation Y consumers 

have grown up in the presence of the fast-fashion phenomenon, so it is 

possible that they expect to be able to attain self-expressive brands that 

allow them to continuously express who they are and what groups they want 

to be associated with, at a reasonable price.  This may also mean that 

Generation Y consumers consider fast-fashion to be more self-expressive 

than other forms of fashion.  Due to the low cost of fast-fashion, and it’s 

self-expressive and disposable nature, it is suggested that the price of these 

brands provides a catalyst for price sensitive consumers to shop.  Therefore, 

price sensitive consumers who are more likely to consume self-expressive 

brands, deliberately choose certain brands because their low prices allow 

them to express their identity and signal something about their taste in 

fashion to others.  The low prices of these fashion brands allows these 

consumers’ to engage in more self-expression than would be possible if they 

purchased a more expensive brand.  Moreover, these brands may also be 

noticed by their peers, who recognise where the consumer bought the 

fashion item, and as a result these brands help these consumer to express 

themselves and create a social impression.  The Narratives suggest further 

insights into this finding as, for example, Niamh spoke of how fast-fashion 

brands allows her to express herself and alleviate peer pressure:  
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“With peer pressure you can’t be going into college every day 

wearing the same thing so you’d be more inclined to try and keep up 

with the latest trends to [maintain] your image. […] Shops like 

Topshop allow me to do that because they have so many different 

trends and they have a discount too.”   

 

It must be noted that Ireland was experiencing economic recession during 

the fieldwork phases of this study.  Further, it was possible that students and 

workers from the Generation Y age cohort would have different results for 

price sensitivity, given their potential different levels of income.  

Consequently, as outlined in Chapter 8, to confirm that all Generation Y 

consumers are price sensitive, the researcher ran the analysis separately with 

the student respondents, and with the non-student respondents.  There was 

no difference in the how this construct performed with either of these 

subsamples (see Appendix 9.1).  Therefore, the findings of this of the study 

inform current knowledge about all Generation Y consumers and, in relation 

to this construct, provide a deeper understanding of the importance of price 

sensitivity among this cohort when consuming fashion.  

 

9.6.2.2 Perceived Quality/Value 

Perceived Quality (PQ) refers “to the customer’s judgment of the overall 

excellence, esteem, or superiority of a brand (with respect to its intended 

purpose) relative to alternative brand(s)” (Netemeyer et al., 2004 p. 210).  

Perceived Value (PV) is the “customer’s overall assessment of the utility of 

the brand based on perceptions of what is received (e.g., quality, 

satisfaction) and what is given (e.g., price and nonmonetary costs) relative 

to other brands” (Netemeyer et al., 2004 p. 211).  The importance of PQ/V 

was highlighted by the Narrative findings, as all the participants spoke about 

seeking quality and value for money in their consumption of fashion.  The 

participants spoke of quality and value in the same way, which is consistent 

with the literature as several theorists have noted that consumers are not 

likely to draw a distinction between a brand’s PQ and PV (Aaker, 1996; 

Holbrook and Corfman, 1985; Netemeyer et al., 2004).  Of central 

importance to Generation Y consumers was receiving quality and value for 
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money in their purchases and price is the cue the participants used to judge 

whether they felt they had received value for money.  The following quote 

highlights this perspective: 

 

“You pay more for clothes in River Island but you associate it with 

better quality and value because they last longer. […] You associate 

reasonable prices, like in Penneys, with not so great quality,” Lisa. 

 

All of the participants spoke of the importance of this construct when 

consuming fashion.   Therefore, following the Narratives and after returning 

to the literature for theoretical support, it was deemed necessary to include 

PQ/V in this research.  Table 9.10 outlines the results of the relationships 

hypothesised between PQ/V, brand loyalty and WOM.  A detailed 

discussion of these findings follows. 

 

Table 9.10 Results of the Hypothesis tests for Perceived Quality/Value 

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Perceived Quality/Value 

H18 Perceived Quality/Value -> 

Brand Loyalty 

+ + .088 .399 *** Accept 

H19 Perceived Quality/Value -> 

WOM 

+ + .060 .173 .015 Accept 

*Accepted relationships in bold font; E= Expected, A=Actual 

 

Hypothesis 18: There is positive relationship between Perceived 

Quality/Value and Brand Loyalty for fashion brands 

Prior research has shown that PQ/V has a positive effect on Generation Y 

consumers’ formation of brand loyalty towards fashion brands (Erdogmus 

and Budeyri-Turan, 2012).  The literature suggests that consumers recognise 

a brand as a guarantee of product quality, and they use this quality to 

discriminate between different brands to decide if they are happy with the 

value of their purchases (Gabrielli et al., 2013).  Consequently, Hypothesis 

18 proposed a positive relationship between PQ/V and brand loyalty.  The 

results of this study support this hypothesis, as those consumers who 

perceived their purchases to be good quality/value were more likely to be 

loyal to the brand (β=.399, p=***).  Therefore, this result indicates that 

although Generation Y consumers are price sensitive, they do perceive their 
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purchases to be good quality/value because they meet their expectations.  

This result suggests that Generation Y consumers consider the level of 

quality relative to both the brand and price, and make their assessments of 

the brands performance based on the level of value for money they feel they 

have received.  This finding is consistent with Gabrielli et al. (2013) who 

found that consumers of fast-fashion have positive evaluations of a brand’s 

performance because they tend to accept lower quality items, as they do not 

expect their purchases to be long-lasting.  Therefore, if the price is right for 

Generation Y consumers, once their quality expectations are met and they 

feel they have received good value, these consumers are more likely to be 

loyal to the brand.  The Narratives also provide insights into this result.  For 

example, Bernard spoke about how he will continue to purchase brands 

that offer him good value: 

 

“I like Zara. If I was in the shopping centre I’d be straight to Zara. I 

buy their stuff because I think they’re very good value and they’re 

good quality” 

 

Roisin also spoke of the quality and value she receives from Uggs: 

 

“With Ugg boots your feet stay dry and warm, and they’re very 

comfortable. They’re functional, and they last pretty long. They’re a 

good pair of boots. I can see why they’re an investment.” 

 

Therefore, this finding highlights the importance of PQ/V to the 

relationships Generation Y form with fashion brands.  When these 

consumers perceive their fashion purchases to be of an acceptable level of 

quality and offering good value, they are more likely to develop a loyalty 

towards the brand. 

 

Hypothesis 19: There is a positive relationship between Perceived 

Quality/Value and Word-of-Mouth for fashion brands 

As mentioned in Chapter 6, previous research has shown that Generation Y 

consumers are cynical about marketing attempts directed towards them 

(Foscht et al., 2009; Kinley et al., 2010).  As a result, these consumers place 

greater importance on WOM from their friends and family because of the 
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personal trust relationship that exists between these parties (Keller, 2007).  

Moreover, consumers have been found to engage in WOM to share their 

experiences and display their brand knowledge to their peers (Lovett et al., 

2013), with Generation Y consumers being more likely to exchange 

suggestions and advice about where to buy fashion (Gabrielli et al., 2013).  

Therefore, given Generation Y consumers’ willingness to engage in WOM, 

it was expected that when they perceive a brand to be good quality/value, 

they would be more willing to talk favourably about the brand to others.  

The findings supported this proposed positive relationship between PQ/V 

and WOM (H19) (β=.173, p=.015), which  suggests that when Generation Y 

consumers perceive a brand to meet their quality expectations and offer 

value for money, these consumers are more likely to tell others about it.   

 

Perhaps the unfavourable economic climate has played a role in Generation 

Y consumers’ willingness to talk to others about their fashion purchases.  

The literature suggests that the current global economic downturn has made 

shopping for ‘cheap’ or low-cost fashion acceptable, and as a result, 

consumers are now willing to openly admit the value they receive when 

they buy fashion items from low-cost brands (Gabrielli et al., 2013).  

Therefore, while previously consumers may have wished to keep the low 

price of their fashion purchases a secret, now they are happy to boast about 

it.  The literature also suggests that consumers of fast-fashion brands have a 

greater propensity to talk about their brand experiences to compensate for 

the lack of interaction and assistance with sales staff in store (Gabrielli et 

al., 2013).  Perhaps this is true of Generation Y consumers who, in the 

absence of the trusted expertise of store staff, offer their opinions and 

knowledge to their friends and family before, after, or during the shopping 

process.   

 

Therefore, this result shows that PQ/V is an important construct in the 

formation of Generation Y consumers’ fashion brand relationships.  When 

these consumers perceive a brand to be of a good level of quality and as 

offering good value for money, they are more likely to tell their peers.  This 

is crucial given the fact that Generation Y consumers do not trust marketing 
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that is aimed towards them, and as a result, place greater importance on 

WOM from a credible source (Keller, 2007).  

  

In summary, two utilitarian constructs were employed in this study.  These 

constructs were price sensitivity and PQ/V.  The findings show that 

Generation Y consumers are price sensitive when consuming fashion.  

Unexpectedly, this study found that those consumers who are price sensitive 

are more likely to perceive a fashion brand as good quality/value, are more 

likely to be satisfied with the brand and are more likely to love the brand.  

An additional relationship revealed by the research was that price sensitive 

consumers are more likely to seek brands that allow them to express 

themselves to others.  The data supported a positive relationship between 

PQ/V and brand loyalty, and PQ/V and WOM.  The findings from the two 

constructs offer many implications for theory and practice.  These 

implications will be discussed in the following chapter.  As the fourth 

research objective has now been addressed, the discussion moves to the 

final research objective.  

 

9.7 Research Objective 5  

To explore and test, using the conceptual framework, the subjective 

outcomes of Generation Y’s fashion brand relationships. 

 

The fifth and final objective of this research was to explore and test the 

subjective outcomes of Generation Y consumers’ fashion brand 

relationships.  In this study, after conducting the comprehensive literature 

review in Chapter 3 and contextualising and informing the constructs 

included in this study with the qualitative research, four constructs 

represented the subjective outcomes of the relationships Generation Y 

consumers have with fashion brands: satisfaction (for example, Ladhari, 

2007; Oliver, 1999), brand love (such as, Carroll and Ahuvia, 2006; 

Fournier, 1998; Ismail and Spinelli, 2012), brand loyalty (for example, 

Carroll and Ahuvia, 2006; Fournier, 1998; Liu et al., 2012) and WOM (such 

as Carroll and Ahuvia, 2006; de Matos and Rossi, 2008; Ismail and Spinelli, 



Chapter 9                                                Discussion of the Research Findings 

 409 

2012; Ladhari, 2007).  These are some of the main outcomes associated 

with brand relationships in the literature (Carroll and Ahuvia, 2006; 

Fournier, 1998).  These constructs are now discussed in turn.  

 

9.7.1 Satisfaction 

Customer satisfaction refers to when a consumer senses consumption fulfills 

some need, desire, goal, or so forth and in a pleasurable way (Oliver, 1999 

p. 34).  Following the comprehensive literature review in Chapter 3, it was 

evident that satisfaction was a construct of central importance in the 

development of CBRs.  Specifically, the comprehensive literature review 

revealed that satisfaction is positively related to both brand loyalty and 

WOM (for example, Brown et al., 2005; de Matos and Rossi, 2008; Liao et 

al., 2009, and Mittal et al., 1998).  The relevance of satisfaction for the CF 

was explored in the Narratives, where this construct was found to be 

prominent in the development of Generation Y consumers’ fashion brand 

relationships.  All twenty participants spoke of how satisfaction was 

necessary for them to repurchase a brand or how their satisfaction with a 

brand led to them engaging in positive WOM.  In particular, the participants 

spoke about how they are satisfied with fashion brands when they meet their 

expectations and allow them to look good or express themselves.  The 

participants also indicated their satisfaction with fashion brands that offer 

them variety as these brands allow them to meet their self-expressive needs.  

The following participant quotes highlight their satisfaction with fashion 

brands: 

 

“Satisfaction is definitely important. When I am satisfied I’ll buy the 

brand again.” Bernard 

 

“Satisfaction is important because when I know I can get something 

somewhere I’ll be more likely to go back there, like with trousers in 

Topshop.” Aisling D” 

 

Therefore, following the comprehensive literature review and the 

Narratives, it was evident that satisfaction plays an important role in 

Generation Y consumers’ fashion brand relationships.  Table 9.11 presents 
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the results of hypotheses tests exploring the relationships between 

satisfaction, brand loyalty and WOM.  The findings are now discussed in 

detail.  

 

Table 9.11 Results of the Hypothesis tests for Satisfaction  

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-value Result 

 
 

Satisfaction 

H20 Satisfaction -> Brand 

Loyalty 

+ + .112 .079 .261 Reject 

H21 Satisfaction -> WOM + + .082 .099 .093 Reject 

* E= Expected, A=Actual 

 

As is evident from Table 9.11, it was expected that satisfaction would be 

positively related to both brand loyalty and WOM.  These relationships are 

well supported in the literature.  For example, Choi et al. (2008) Deng et al. 

(2010), Eggert and Ulaga (2002), Fornell (1992), Liao et al. (2009), and 

Mittal et al. (1998) have previously found support for a positive relationship 

between satisfaction and brand loyalty.  Similarly, Brown et al, (2005), de 

Matos and Rossi (2008), Ladhari (2007), Mittal et al. (1998), Price and 

Arnould (1999) and Wangenheim and Bayón (2007) all found support for a 

positive relationship between satisfaction and WOM.  Consequently, it was 

hypothesised that satisfaction was positively related to both brand loyalty 

and WOM.  However, neither of these relationships were significant.  In 

fact, none of the five hypothesised relationships associated with satisfaction 

were accepted (see also Sections 9.6.1.4, 9.6.1.5 and 9.6.2.1).   

 

It is suggested that the cyclical nature of fashion is a possible reason for 

these findings.  Fashion is short-lived and constantly changes with trends.  

Therefore, as highlighted by the Narrative participants, Generation Y 

consumers’ period of satisfaction with fashion is limited as these consumers 

are only satisfied while the item is in fashion.  When the item is no longer 

fashionable, these consumers become dissatisfied.  This finding is supported 

by a recent study by Watson and Yan (2013) who found that consumers of 

fast-fashion (i.e. low price fashion that changes quickly to meet changing 

trends) experience satisfaction during and after the purchasing stage but 
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become dissatisfied after the consumption stage.  This means these 

consumers are satisfied with the brands offering when they purchase it and 

while they are wearing it, but once they have worn the item they become 

dissatisfied.  The Narrative participants highlighted the same behaviour.  A 

number of the participants suggested that while satisfaction is important in 

their purchase of the latest styles, due to the nature of fashion, their 

satisfaction with fashion brands only lasts as long as they can wear the item.  

The following quotes are illustrative of this last point: 

 

“Because fashion changes so quickly you’re only satisfied with 

clothes for a certain length of time and you become unsatisfied as 

they go out of fashion.” Declan 

 

“Satisfaction is definitely important but […] if it was fabulous for 

one wear and fell apart after, it’s still worth it. If it lasts then great 

but there’s only a certain amount of times you can wear it before 

everyone has seen it anyway.” Roisin 

 

Therefore, these findings suggest that Generation Y consumers experience 

satisfaction with the fashion brands they consume but this satisfaction is not 

long lasting.  Consequently, feelings of initial satisfaction turn to 

dissatisfaction in the long run, which could explain why this measure did 

not perform as expected in this study. 

 

9.7.2 Brand Love 

Brand Love refers to the level of passionate emotional attachment a 

consumer has for a brand (Carroll and Ahuvia, 2006).  This form of love has 

been described as an intense feeling the consumer has for the brand (Albert 

and Merunka, 2013; Carroll and Ahuvia, 2006).  The importance of brand 

love in the relationships Generation Y consumers develop with fashion 

brands was explored in the Narratives.  Brand love featured strongly during 

the Narrative analysis as sixteen of the twenty participants spoke of their 

love for fashion brands.  It was clear that brand love played an important 

role in Generation Y consumers’ fashion brand relationships.  It is evident 

from Table 9.12 that the results of the large-scale survey also support the 
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importance of brand love in Generation Y consumers’ fashion brand 

relationships.  A discussion of the results of these hypothesised relationships 

follows. 

 

Table 9.12 Results of the Hypothesis tests for Brand Love 

Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-value Result 

 
 

Brand Love 

H22 Brand Love -> Brand 

Loyalty 

+ + .083 .352 *** Accept 

H23 Brand Love -> WOM + + .071 .510 *** Accept 

*Accepted relationships in bold font; E= Expected, A=Actual 

 

Hypothesis 22: There is a positive relationship between Brand Love and 

Brand Loyalty for fashion brands 

According to the literature, brand love is positively related to brand loyalty 

(Bergkvist and Bech-Larsen, 2010; Carroll and Ahuvia, 2006; Loureiro et 

al., 2012).  Previous studies, such as Batra et al. (2012) and Roy et al. 

(2012), have also proposed that brand love, or a consumers emotional and 

passionate feelings for a brand, can ultimately lead to loyalty.  Therefore, it 

was expected that consumers who love their fashion brands would also be 

brand loyal (Albert and Merunka, 2013; Batra et al., 2012; Roy et al., 2012; 

Carroll and Ahuvia, 2006).  As is evident from Table 9.12, the results 

support a significant positive relationship between brand love and brand 

loyalty (β=.352, p=***).  Therefore, Hypothesis 22 was accepted.  As a 

consumer’s love for fashion brands is motivated by a passion the brand 

inspires in them (Ismail and Spinelli, 2012), and as brand love exists when a 

consumer has a strong emotional attachment to a brand, it is suggested that 

this emotional attachment drives their need to continuously purchase the 

brand in the future and ultimately become brand loyal.   

 

From Section 9.6.1.5 it is clear that those who consume self-expressive 

brands are more likely to love that brand.  As brand love is driven by 

emotion, it is suggested that the passion inspired by these consumers stems 

from the self-expressive nature of the fashion brand, and results in the 

development of strong attitudinal brand loyalty that drives the consumers to 
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continuously repurchase the brand.  As outlined in Chapter 5, the Narrative 

findings provide strong support for this finding.  For example, James 

speaks of his love and loyalty towards self-expressive fashion brands:  

 

“I always buy Calvin Klein […] I definitely love Calvin Klein, it 

gives you a bit of a feeling [when you wear it]. It’s definitely the 

pinnacle label, top of the list [for me].” 

 

Hypothesis 23: There is a positive relationship between Brand Love and 

Word-of-Mouth for fashion brands 

Previous studies also provide support for a positive relationship between 

brand love and WOM (Albert and Merunka, 2013; Batra et al., 2012; 

Bergkvist and Bech-Larsen, 2010; Carroll and Ahuvia, 2006).  Therefore, it 

was expected that when a consumer loves a fashion brand they are more 

likely to engage in and spread positive WOM.  The results of this study 

provide further support for this positive relationship (β=.510, p=***), and 

therefore, Hypothesis 23 was accepted.  As previously mentioned, 

Generation Y consumers are wary of marketing attempts targeted towards 

them, and as a result, rely on the opinions of those they trust when buying 

fashion (Foscht et al., 2009; Keller, 2008; Kinley et al., 2010).  Therefore, it 

is suggested that this generation are willing to talk to each other about 

fashion brands (Ismail and Spinelli, 2012) and also rely on WOM and 

recommendations from family, friends or acquaintances when purchasing 

fashion brands (Foscht et al., 2009).  As brand love refers, in part, to 

passionate emotional attachment to a brand (Carroll and Ahuvia, 2006), it is 

suggested that once these consumers love a brand they may also become a 

brand advocate and feel they need to champion the fashion brand to others.  

The literature states that when these consumers love a fashion brand, they 

hold strong emotional feelings towards it (Carroll and Ahuvia, 2006; Ismail 

and Spinelli, 2012), and it is suggested by the findings that these feelings 

translate into a desire to recommend the brand to others.  Also, as 

Generation Y consumers love their fashion brands, it is likely that these 

consumers want to spread their knowledge of these brands to other people 

so they too will develop strong feelings towards the brand.  In particular, the 

results of this study suggest consumers who love fashion brands are more 
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likely to spread positive WOM about the brand.  The Narrative findings also 

inform this perspective.  For example, Dave spoke about how his love of 

Apple leads to him recommending the brand to his family:  

 

“I love Apple. I am kind of a brand ambassador to my family by the 

way of Apple products. My sister bought an iPhone on my 

recommendation […] and my mum got an iPad on my 

recommendation. So I would always be like the brand ambassador 

for technology stuff.” 

 

It is important to note that virtually all of the studies that consider brand 

love view this construct as an antecedent of both brand loyalty and WOM 

(for example, Albert and Merunka, 2013; Batra et al., 2012; Bergkvist and 

Bech-Larsen, 2010; Carroll and Ahuvia, 2006; Ismail and Spinelli, 2012).  

Therefore, it was important to consider the relationships between these 

constructs in this study given their obvious importance in relation to brand 

love.  

 

9.7.3 Brand Loyalty 

As outlined throughout this study, brand loyalty is a “deeply held 

commitment to re-buy or re-patronise a product/service consistently, 

causing repetitive purchasing, despite situational influences and marketing 

efforts having the potential to cause switching behaviour” (Oliver, 1999 p. 

34).  The findings from this research contradict those studies in the existing 

literature that suggest Generation Y lack loyalty (Morton, 2002; Runyan et 

al., 2013).  This study suggests that Generation Y consumers are loyal to 

their fashion brands.  This finding is crucial as having a strong base of loyal 

consumers provides a brand with a strong source for developing a 

sustainable competitive advantage (Dick and Basu, 1994; Kabiraj and 

Shanmugan, 2011), provides protection from competitors (Rundle-Thiele 

and Bennett, 2001; Knox and Walker, 2001) and, as these consumers are 

more likely to make repeat purchases, loyal consumers offer increased 

profitability for the brand (Dekimpe et al, 1997; Rundle-Thiele and Bennett, 

2001; Knox and Walker, 2001).  Fournier (1998) highlighted the importance 
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of brand loyalty in CBRs when she stated that the literature on brand loyalty 

is possibly most relevant and appropriate for informing CBRs.  The 

importance of this construct in the formation of CBRs was further supported 

by the comprehensive literature review that was conducted in Chapter 3 as 

brand loyalty featured in forty-eight of the studies analysed.  Conducting the 

Narratives allowed the researcher to explore the importance of brand loyalty 

for Generation Y consumers’ fashion brand relationships.  The Narratives 

illustrated the significance of this construct as all twenty participants spoke 

of their loyalty to fashion brands.  Therefore, the Narrative findings 

suggested that those Generation Y participants were loyal to fashion brands.  

Specifically, four types of brand loyalty emerged from the Narrative 

findings: behavioural, attitudinal, situational and aspirational loyalty.  

Behavioural loyalty refers to when consumers habitually repurchase a brand 

after experiencing it (Kabiraj and Shamugan, 2011).  This form of loyalty 

was evident where the participants spoke of subconsciously continuing to 

return to a brand to meet their needs.  Aidan provides an example of this 

type of loyalty: 

  

“I’ve been wearing Adidas Predators for 6 or 7 years but I didn’t 

even realise it. Even my runners, I buy the exact same pair of Nike 

runners every time.”  

 

This quote displays behavioural loyalty by highlighting Aidan’s habitual 

repurchasing of brands.  While behavioural loyalty is based on what 

customers do, attitudinal loyalty is based on what customers feel (Kabiraj 

and Shamugan, 2011).  Specifically, attitudinal loyalty refers to an 

emotional attachment the consumer has with a brand and requires that the 

consumer holds positive attitudes towards a brand to guarantee their 

behavioural motivations will be pursued in the future (Amine, 1998).  

Attitudinal loyalty was evident where participants were emotionally 

attached to, or dependent on, a certain brand or product. Roisin provides an 

example: 

 

 “I wouldn’t cope without my iPhone. I’m so attached and used to 

having it that when it was gone I couldn’t do anything. I’m never 

using anything but an iPhone ever again.” Roisin 
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This quote illustrates attitudinal loyalty by showing Roisin’s strong 

emotional attachment and reliance on Apple.  Situational loyalty was also 

evident in the Narrative data.  Situational loyalty refers to when a 

consumer’s purchase behaviour is not necessarily under their control, as 

situational factors such as inconvenient store locations, the brand not being 

available, and/or the influence of others in the purchase situation, impacts 

what the consumer buys (Uncles et al., 2003, Dick and Basu, 1994, Kabiraj 

and Shanmugan, 2011, Mascarenhas et al., 2006).  As outlined in Chapters 

5 and 6, Aisling provided an example of this form of loyalty when she 

spoke of how she only buys branded gifts (i.e. Guess) for her friends and 

family.  As highlighted by Belk (1988), gifts are an extension of the self-

concept and an additional form of self-expression.  Therefore, in these 

situations Aisling purchases branded gifts due to fears of how she will be 

perceived:  

 

“If I could get something for myself that looked amazing but was 

really cheap, I'd happily buy it, but if I was buying a present for 

somebody I'd definitely buy a brand because I'd be afraid it wouldn’t 

be as good or look as good if it wasn’t branded.” 

 

Finally, the fourth type of brand loyalty, aspirational loyalty, manifests itself 

where the participants have a desire to own a brand that was currently out of 

their reach.  These aspirational brands offer the consumer a number of 

benefits by meeting the functional requirements of the consumer, signaling 

the customer’s status, and providing the consumer with the recognition and 

esteem that comes with being associated with the brand (Doole and Lowe, 

2008).  Laura provides an example of such aspiration:  

 

“If I had the money, brands like Chanel, Gucci and Louboutin shoes, 

they’d be my brands, I love them but don’t have the money. […] 

When I’m older I definitely want to have a Chanel handbag.” 

 

The quantitative findings also supported the relevance of brand loyalty in 

the formation of Generation Y consumers’ brand relationships.  The 

hypotheses for this construct (H18, H20 and H22) have already been tested 
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in this study.  As outlined in Sections 9.6.2.3 and 9.7.2, PQ/V and brand 

love were both significantly and positively associated with brand loyalty as 

hypothesised.  Consistent with the literature, Generation Y consumers are 

more likely to be loyal to fashion brands that they perceive to be good 

quality/value (Erdogmus and Budeyri-Turan, 2012), or that they love 

(Carroll and Ahuvia, 2006).  An additional relationship that emerged during 

CFA was that brand tribalism was positively related to brand loyalty.  To 

the researcher’s knowledge, this is a novel relationship that answers the 

calls of Veloutsou and Moutinho (2009) to explore the relationship between 

these two constructs.  This finding suggests that those who are members of a 

brand tribe are more likely to become loyal to that brand.  The discussion in 

Section 9.6.1.4 suggested that Generation Y consumers who are members of 

a brand tribe become loyal to these brands because this behaviour makes 

them feel less vulnerable in social situations and ensures social acceptance.  

Therefore, in this instance the brand serves a practical purpose, as 

continuing to purchase it allows Generation Y consumers to express their 

tribal membership and secure their position in their social group. 

 

As previously stated, the findings suggest that Generation Y consumers are 

loyal to their fashion brand.  This finding is notable as Generation Y 

consumers have previously been criticised for being fickle consumers who 

are less likely to be loyal to brands than their predecessors (Morton, 2002; 

Runyan et al., 2013).  Given the cyclical and constantly changing nature of 

fashion (O’Cass, 2004), perhaps it is reasonable to think that Generation Y 

consumers may not form loyal relationships with fashion brands that have 

short life spans and require constant updating.  However, this study shows 

that, even though fashion is transient and ever changing, this does not mean 

Generation Y consumers are not loyal to fashion brands.  It is suggested that 

Generation Y consumers’ loyalty stems from the self-expressive and 

hedonic benefits that fashion brands provide the consumer.  These brands 

allow Generation Y consumers to express themselves, to gain social 

acceptance and to maintain their position within their social circles.  

Therefore, in order to continuously express their identity and, in particular, 

to maintain their position within their social system or brand tribe it is 
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essential that these consumers return to the brand and keep their wardrobe 

up-to-date with the latest trends.  Consequently, it is suggested that it is the 

self-expressive nature of fashion that is central to the loyalty these 

consumers form with fashion brands.  The implications of these findings for 

theory and practice are discussed in Chapter 10.  

 

9.7.4 Word-of-Mouth 

Word-of-mouth (WOM) refers to informal communication between private 

parties concerning evaluations of goods and services (Anderson, 1998 p. 6).  

Positive WOM refers to when consumers praise the brand to others, such as 

family and friends (Westbrook, 1987).  As previously stated, Generation Y 

consumers are more likely to trust WOM (Foscht et al., 2009; Keller, 2007).  

The reason consumers place more trust on WOM is because this form of 

communication reflects the personal experiences and feelings of an 

individual that the consumer has some form of personal relationship with 

(Alexandrov et al., 2013).  This personal relationship allows the consumer 

to have more confidence that what they are being told is the truth. 

Therefore, marketers typically do not serve as source of WOM, as 

consumers believe they do not have their best interests at heart (Martin and 

Lueg, 2013).   

 

The importance of this construct as an outcome in the formation of CBRs 

was highlighted during the comprehensive literature review in Chapter 3, as 

this construct emerged from twenty previous studies.  The Narratives further 

explored the relevance of this construct for Generation Y consumers’ 

fashion brand relationships.  Throughout the course of the Narratives, 

fifteen of the twenty participants spoke of how they engaged in WOM with 

their family and friends.  In engaging in WOM the participants may 

influence and/or be influenced by others.  The following statement from 

Declan highlights how he  influences others: 

  

“A a friend of mine from home, always looks at my shoes and asks 

‘Where’d you get them shoes?’ ‘Let me try them on.’ and when I 
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went home the last day he had bought a pair of shoes identical to 

mine. He always wears Caterpillar boots but these are dressy shoes, 

and he always wore bootcut jeans but now he’s bought skinnier 

jeans. So what I wear definitely has an impact on him.”  

 

Antoinette and Aoife provide examples of how Generation Y consumers are 

influenced by WOM.  

 

“One of the girls said she had a lot of trouble with Boohoo.com so I 

won’t buy from it because I don’t try brands that I’ve heard are 

going to be hard.” Aoife 

  

“If you hear good word about the brand you’re more likely to buy it. 

You do take into account what other people say about it.” 

Antoinette 

 

Therefore, it is evident that through engaging in WOM with their peers, 

Generation Y consumers can both influence and be influenced by others 

when consuming fashion.   

 

The quantitative findings also supported Generation Y consumers’ 

propensity to engage in WOM.  Two of the three hypothesised relationships 

for this construct (H19 and H23) were tested and supported in earlier 

sections of this study (see Sections 9.6.2.2 and 9.7.2).  Therefore, the 

hypothesised relationships between PQ/V and WOM, and brand love and 

WOM were confirmed by the data.  These findings suggest that those 

consumers who perceive a brand to be of good quality/value are more likely 

to engage in positive WOM about the brand, as are those consumers who 

love a brand.  Moreover, a significant positive relationship was suggested 

between brand tribalism and WOM in the MI during structural equation 

modeling (SEM) (see Section 9.6.1.4).  To the researcher’s knowledge, this 

relationship is novel and suggests that those who are members of a brand 

tribe are more likely to engage in spreading WOM about the brand.  A 

suggested explanation for this finding is changing motivations for engaging 

WOM.  Traditionally, consumers engaged in WOM to help simplify the 

purchase decisions of others by sharing their brand experiences.  These 

consumers engaged in WOM to help others, and did not expect anything in 
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return (Sundaram et al., 1998).  In recent years, however, there appears to 

have been a shift in the factors that motivate consumers to share their brand 

experiences with others.  Rather than being a selfless act, engaging in WOM 

is also motivated by the consumer’s need for self-enhancement and self-

affirmation (Alexandrov et al., 2013).  Therefore, it is likely that those who 

are members of a brand tribe engage in WOM to secure their position within 

the tribe and enhance their sense of self, as they communicate their brand 

knowledge to others.   

 

Further, engaging in WOM allows Generation Y consumers to express their 

self-concept and gain social acceptance as they communicate their fashion 

brand behaviour to others (Alexandrov et al., 2013).  Engaging in WOM 

allows Generation Y consumers to satisfy their self-expressive needs, as 

they take part in a social interaction with others (Alexandrov et al., 2013).  

It is suggested that the growing popularity of SNSs also impacts Generation 

Y consumers in this regard.  The literature states that engaging in WOM 

online is more visible and accessible than traditional WOM, and has the 

potential to influence far more people than would be possible offline (Lovett 

et al., 2013; Martin and Lueg, 2013).  Therefore, an additional change to the 

nature of WOM is that it is no longer restricted to the offline environment 

and does not require face-to-face interaction (Kozinets et al., 2010; Lovett et 

al., 2013; Trusov et al., 2009).  The findings of this study suggest that 

engaging in WOM online offers Generation Y consumers more self-

expressive benefits than is possible offline, as through SNSs consumers can 

influence the decisions of others without ever meeting them.  Consequently, 

not only does online WOM provide Generation Y consumers with more 

self-expressive benefits than traditional WOM, but it also has a greater 

reach and can impact a greater number of people than would be possible 

offline (Lovett et al., 2013).  Engaging in WOM allows a consumer to 

engage in social signaling, and this is heightened in an online environment 

(Lovett et al., 2013).  Therefore, perhaps it is likely that this technology 

savvy generation (Bolton et al., 2013) now use WOM (both on- and offline) 

to augment and strengthen their self-concept, more than to engage in the 

self-less act of aiding the consumption decisions of others.  The results of 
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this study are critical to informing the WOM literature, as this shift in 

behaviour from WOM being driven by altruism to self-expression and self-

enhancement suggests that the traditional motivations for engaging in WOM 

may need to be revisited.  The implications of these findings, as with all of 

the findings discussed in this chapter, will be discussed in the following 

chapter.  As all of the secondary objectives of this study have been 

addressed, the following section focuses on the primary research objective. 

 

9.8 The Primary Research Objective  

To explore the relationships Generation Y consumers develop with 

fashion by conceptualising and testing a framework that studies the 

components of their fashion brand relationships. 

 

It is widely accepted that consumers form relationships with the brands they 

consume in a similar way to how they form relationships with people 

(Chang and Chieng, 2006; Fournier, 1998; Veloutsou and Moutinho, 2009; 

Veloutsou, 2007).  The goal of this research was to further examine and 

provide new insights about the intricate relationships Generation Y 

consumers’ develop with the fashion brands they know and use.  The 

relationships consumers’ develop with fashion brands are of interest due to, 

in part, the nature of fashion.  Fashion is highly visible and consumed 

socially (Liu et al., 2012; Millan et al., 2013), which means that consumers 

acquire fashion brands to communicate and express their idealised self-

concepts to their peers (Escalas and Bettman, 2005).  Therefore, fashion 

brands have more meaning for consumers because they allow the consumer 

to present themselves to others.  Although it could be argued that many 

types of brands offer consumers self-expressive or self-enhancement 

benefits (Clark and Goldsmith, 2005), the transient and constantly changing 

nature of fashion sets it apart from these brands (O’Cass, 2004).  For 

example, owning an expensive car or a large house can communicate a 

person’s wealth, and influence other people’s perceptions of the consumer.  

However, these items are not short-lived purchases that only last 

temporarily and are changed frequently.  Therefore, it is the cyclical 
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characteristics of fashion that distinguish these brands from other self-

expressive brands, and it is this characteristic that drives consumers to 

continuously consume fashion brands.  As fashion trends have such a short 

lifecycle, it was considered essential to understand the relationships these 

consumers develop with the fashion brands they consume.  For example, 

given the transient nature of fashion it was important to determine if 

Generation Y consumers are loyal to fashion brands, and to establish if the 

constructs that have traditionally been found to be antecedents of brand 

loyalty, are relevant when the brand in question is self-expressive and will 

only be in fashion for a short period of time.  

 

Therefore, the primary objective of this research was addressed by 

conceptualising and testing a framework that would allow the researcher to 

gain a deep understanding of the variables that influence the relationships 

Generation Y consumers form with fashion brands.  In addressing this 

objective, the primary contribution of this research lies not only in testing 

and validating the individual hypothesised relationships presented in 

Chapter 6 (see also Table 9.2), but also in verifying the importance of a 

number of recent marketing concepts in the understanding of Generation Y 

consumers’ fashion brand relationships.  Examples of these constructs 

include brand tribalism, brand love and SNI.  

 

As all of the research objectives were formulated to address the overarching 

aim of this research, this objective was addressed at every stage of this 

study.  Firstly, both the literature review and comprehensive literature 

review were employed to address this objective as the researcher uncovered 

the constructs important in the development of CBRs.  Following this, the 

Narrative interviews allowed these constructs to be contextualised in 

relation to fashion brand relationships, and informed the relevance of the 

constructs included in the CF.  Six constructs of central importance to 

Generation Y consumers’ relationships with fashion brands that were not 

included in the initial CF emerged from the findings and were included in 

the revised CF presented in Chapter 6.  Completing this phase of the 

research was essential as the Narratives informed both the development of a 
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CF that adequately comprised of the constructs pertinent in Generation Y 

consumers’ fashion brand relationships and also ultimately enhanced the 

researchers’ understanding of the quantitative findings.  The next stage of 

this research involved carrying out the survey research and conducting the 

quantitative data analysis.  This stage of the research aided in addressing the 

primary objective by testing the hypothesised relationships and informing 

the existing knowledge on Generation Y consumers’ fashion brand 

relationships.  A sample of N=675 consumers from across the spectrum of 

the Generation Y age cohort was employed in testing these relationships.  

After conducting the data analysis, a fashion brand relationship model was 

generated.  The testing and validation of this final model (see Figure 9.4), 

which was developed through a comprehensive literature review and 

enriched through Narratives, ultimately addressed the objectives of this 

research. 

 

Figure 9.4 A Model of Fashion Brand Relationships for Generation Y 

consumers  

 

 

 

 

 

 

 

 
 

* Black line = initial accepted paths; broken line = initial rejected paths; Coloured line = 

additional paths added during SEM 

 

 

A number of significant findings emerged from this research. Firstly, 

contradicting the literature (Goldsmith and Newell, 1997; Walsh et al., 

2001), this research found that those who were fashion conscious were more 
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likely to be sensitive to the cost of buying the brand (H1).  Further 

contradicting the literature (for example Anderson, 1996; Goldsmith and 

Newell, 1997; Batra et al., 2012), the findings revealed that those 

consumers who were price sensitive were more likely to perceive the brand 

as good quality/value, were more likely to be satisfied with the brand and 

were more likely to love the brand (H11, H12 and H13).  The prominence of 

fast-fashion brands was stated as a possible reason for these findings.  Fast-

fashion brands offer fashionable items at affordable prices.  In return for 

these lower prices, consumers have been found to settle for lower intrinsic 

product quality (Gabrielli et al., 2013).  The literature states that once these 

brands meet an acceptable level of quality consumers perceive the purchase 

as being good value and are happy with their purchase (Gabrielli et al., 

2013).  Therefore, it was suggested that this also applies to Generation Y 

consumers, who are satisfied with their fashion brands once they meet an 

acceptable level of quality and offer good value.  It was also suggested that 

price sensitive consumers are satisfied with fashion brands because buying 

lower cost fashion means they can buy more fashion items to meet their 

self-expressive needs.  During the course of this research, both fashion 

conscious and price sensitive consumers were found to be more likely to 

seek self-expressive brands (H3 and Section 9.6.2.1).  It was suggested that 

as these fashion brands allow Generation Y consumers to meet their self-

expressive needs at a lower cost; this explains why they are more likely to 

love their fashion brands. 

 

The findings also highlighted the role of self-esteem in Generation Y 

consumers’ fashion consumption.  As expected, Generation Y consumers 

who had high levels of self-esteem were less likely to seek tribal 

membership or self-expressive brands (H4 and H5).  It is important to note 

that in the context of this study brand tribalism refers to RGA (see Chapter 

8).  Therefore, a reason for these findings is that consumers who are high in 

self-esteem are less likely to use brands to give them confidence or boost 

their self-esteem by gaining acceptance from others.  During this research it 

was also found that self-esteem was positively related to price sensitivity 

(see Section 9.6.1.1).  It was suggested that the reason for this finding was 
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that those consumers who have high levels of self-esteem are more likely to 

be confident in themselves and as a result are less likely to use brands to 

provide confidence and contribute to building their self-esteem.  

Consequently, this means that these consumers are more likely to be 

sensitive to the price of fashion.  

 

The findings also show that Generation Y consumers are influenced by 

others when they shop.  The findings suggest that they may be influenced 

through interpersonal contact, or through SNSs.  As expected, the findings 

show that Generation Y consumers’ SUSCEP means they are more likely to 

be members of a brand tribe and are more likely to seek self-expressive 

brands (H7 and H8).  As hypothesised, SNSs also influence Generation Y 

consumers when they are consuming fashion.  The literature suggests that 

the emergence of SNSs is fundamentally changing consumer behaviour and 

how consumers form relationships with fashion brands (Belk, 2013; Bolton 

et al., 2013).  The findings show that those Generation Y consumers who 

are influenced by SNSs are more likely seek tribal membership and self-

expressive brands (H9 and H10).   

 

Further, consistent with Chernav et al. (2011) and Lovett et al. (2013), the 

findings suggest that the rapid growth of SNSs has presented Generation Y 

consumers with new opportunities for self-expression and self-presentation, 

as SNSs allow Generation Y consumers to express and present their desired 

self-image to more people and in a more public fashion than is possible 

offline.  Moreover, the findings also suggest that SNSs provide Generation 

Y consumers with an additional medium for gaining social acceptance as 

SNSs allow these consumers to visually display their tribal membership to 

their networks online.  Further, a new relationship suggested by the MI 

during the course of the quantitative data analysis was that those members 

of Generation Y who are more likely to consume self-expressive brands are 

more likely to be members of a brand tribe (see Section 9.6.1.4).  This 

finding suggests that consumers use self-expressive brands to show they 

belong to a group of like-minded consumers.  The influence of both 

interpersonal influence and SNI drives Generation Y consumers’ desire to 
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consume self-expressive brands, which then allows these consumers to 

show the brand tribes they (wish to) belong to. 

 

As expected and in line with the literature, PQ/V and brand love were both 

positively and significantly related to brand loyalty and WOM (Carroll and 

Ahuvia, 2006; Erdogmus and Budeyri-Turan, 2012; Gabrielli et al., 2013).  

Brand tribalism was also positively and significantly related to brand loyalty 

and WOM.  To the researcher’s knowledge, these are new relationships that 

emerged from the MI and have not been previously tested in the extant 

literature.  Consequently, brand tribalism plays a role in Generation Y 

consumers’ consumption of fashion as, those who were more likely to be a 

member of a brand tribe were also more likely to be brand loyal and to 

engage in WOM.  These findings suggests a utilitarian type of relationship 

between brand tribalism and loyalty, as Generation Y consumers continually 

buy certain fashion brands to keep them safe and ensure that they continue 

to be accepted by the ‘in’ crowd.  These consumers may not have any real 

emotional attachment to the brand, but the brand meets their needs and 

allows them to gain social acceptance through continuous brand 

consumption.  In relation to WOM, in line with Kozinets et al. (2010) who 

found that a desire to engage in WOM may no longer be the result of 

altruism, it was suggested that those consumers who were members of a 

brand tribe were more likely to engage in WOM as doing so allows them to 

establish themselves within the brand tribe.  The notion that Generation Y 

consumers engage in WOM for the self-expressive benefits they receive was 

further supported by a recent study by Gabrielli et al. (2013) who found that 

fashion plays a key role in conversations among individuals, because talking 

about fashion is a social action that brings consumers together.  Therefore, 

the findings suggest a shift in the motivations for engaging in WOM.  WOM 

has traditionally been centered on the notion of altruism and was viewed as 

a self-less act where people make recommendations based on their 

experience and do not expect anything in return (Sundaram et al., 1998).  

Recent research, and this study suggests that WOM is also motivated by a 

need for self-expression and self-enhancement as Generation Y consumers 

seek to display their brand knowledge to others (Alexandrov et al, 2013; 
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Lovett et al., 2013).  Tribal membership is also related to self-expression 

and social acceptance, as by continuing to consume and talk about the 

fashion brands they use, Generation Y consumers show others the groups 

they (wish to) belong to.  

 

Therefore, it is clear that the ultimate goals of self-expression, contributing 

to ones’ self-concept and gaining social acceptance play a significant role in 

the relationships Generation Y consumers form with fashion brands.  The 

utilitarian factors also play a crucial role in fashion brand relationships as 

the findings suggest that it is Generation Y’s price sensitivity and their 

desire to receive value for money that drives the relationships these 

consumers form with fashion brands.  The findings of this research have 

many implications for both theory and practice, which are discussed in the 

following chapter.  The following section addresses the overall research 

question of this study.  

 

9.9 The Research Question 

What are the relationships Generation Y consumers have with fashion 

brands and how do they inform consumer-brand relationships? 

 

The central question of this research aimed to uncover the types of 

relationships Generation Y form with fashion brands, and to denote how 

these relationships inform the current CBR literature.  In Chapter 2, the 

many different types of relationships a consumer may form with a brand 

were outlined.  In total, eighteen types of brand relationships were discussed 

in that chapter, fifteen of which were discovered by Fournier (1998), and an 

additional three relationships that were found by Zayer and Neier (2011) 

when they extended Fournier’s typology to the study of men’s fashion brand 

relationships.  In this research, as outlined in detail in Chapter 5, seventeen 

forms of brand relationships emerged during the course of the Narratives.  

Fifteen of these relationships were consistent with the fifteen brand 

relationships originally discovered by Fournier (1998).  One of the 

relationships was consistent with a relationship found by Zayer and Neier 



Chapter 9                                                Discussion of the Research Findings 

 428 

(2011).  Finally, an additional brand relationship, that emerged from the 

Narratives and was new to the CBR literature, was uncovered in this study.  

Therefore, this research offers a contribution by expanding the current 

understanding of CBRs forms.  Table 9.13 outlines and defines the 

seventeen types of brand relationships that were evident in this study.  

Support from the Narratives also support these relationship forms. 

 

Table 9.13 Fashion Brand Relationship Forms 

Relationship  Definition Narrative Examples 

 

Fournier’s Brand Relationships 

Arranged 

marriages 

 

 

 

Non-voluntary union imposed 

by preferences of third party. 

Intended for long-term, 

exclusive commitment, although 

at low levels of affective 

attachment 

Aisling C’s adoption of brands 

based on her sisters opinions e.g. 

Swamp;  

Dave’s use of ASOS as 

recommended by friends.  

Aidan’s desire for Abercrombie & 

Fitch and Hollister because he sees 

his peers wearing this brand 

everyday. 

Casual 

friendships/ 

buddies 

Friendships low in affect and 

intimacy, characterised by 

infrequent or sporadic 

engagement, and few 

expectations reciprocity or 

reward. 

Lisa shopping with any brand that 

has a student discount: e.g. A|Wear, 

New Look, Topshop, Miss 

Selfridge. 

James buying clothes for concerts 

and holidays in Penneys and 

Dunnes Stores. 

Marriages of 

convenience 

Long-term, committed 

relationship precipitated by 

environmental influence versus 

deliberate choice, and governed 

by satisficing rules. 

Kate’s switch to New Look from 

her favoured H&M because H&M 

is not available in Galway.  

Aoife’s relationships with the 

limited brands available to her in 

Galway. 

Deirdre and Julie’s love of H&M 

because of the price range. 

Antoinette’s use of Evans to buy 

shoes because she has no other 

options. 

Committed 

partnerships 

Long-term, voluntarily imposed, 

socially supported union high in 

love, intimacy, trust, and a 

commitment to stay together 

despite adverse circumstances. 

Adherence to exclusivity rules 

expected. 

Kieran, James and Aidan’s loyalty 

to the Adidas brand.  

Dave’s commitment to buy all of 

Apple products.  

Roisin’s commitment to always buy 

an iPhone. 

Deirdre’s adoration of Chanel 

perfume and pledge to always buy 

the brand despite issues regarding 

affordability. 

Niamh and her use of Calvin Klein 

perfume, a perfume she has always 

used. 

Kieran’s relationship with Breitling 

watches. A brand he will always 



Chapter 9                                                Discussion of the Research Findings 

 429 

buy. 

Best 

friendships 

Voluntary union based on 

reciprocity principle, the 

endurance of which is ensured 

through continued provision of 

positive rewards. Characterised 

by revelation of true self, 

honesty, and intimacy. 

Congruity in partner images and 

personal interests common. 

Emese’s love of Nike and how she 

feels the brand ‘is her’;  

Laura shopping with ASOS, which 

fits with her self-image and allows 

her to stand out.  

Kieran and his relationship with 

Apple, which fits more with his 

image than Blackberry. 

Niamh shopping in Topshop as the 

brand allows her to express herself, 

fits with her image and elevates 

peer pressure. 

Compartment-

alised 

friendships 

Highly specialised, situationally 

confined, enduring friendships 

characterised by lower intimacy 

than other friendship forms but 

higher socioemotional rewards 

and interdependence. Easy entry 

and exit attained. 

Julie’s love of Penneys because she 

do not look for good quality in her 

fashion purchases.  

Antoinette’s relationship with 

Debenhams, where she may shop if 

she needs an outfit for a wedding. 

James’s use of Penneys and Dunnes 

Stores when he requires items for 

holidays and festivals.  

Kinships Non-voluntary union with 

lineage ties. 

Aisling D’s use of Chanel perfume, 

just like her mother. 

Rebounds/ 

avoidance-

driven 

relationships 

Union precipitated by desire to 

move away from prior or 

available partner, as opposed to 

attraction to chosen partner per 

se. 

Julie buying her Lancome products 

in Matt O’Flatherty rather than in 

Brown Thomas, even though she 

had a gift voucher, due to Brown 

Thomas’ prices. 

Childhood 

friendships 

Infrequently engaged, 

affectively laden relation 

reminiscent of earlier times. 

Yields comfort and security of 

past self. 

Aisling C’s adoption of perfume 

and clothing brands as her style 

evolved when she moved to college 

based on her older sister’s prior use, 

for example, Chanel. 

Stephanie’s love of H&M despite it 

being a low-cost brand because she 

grew up with it in Germany. 

Courtships Interim relationship state on the 

road to committed partnership 

contract. 

Bernard’s new consumption of 

Scotch and Soda jeans and his 

likelihood of repurchasing the 

brand.  

Joanne’s relationship with HTC 

phones as it stands out from other 

smart phones. 

Dependencies Obsessive, highly emotional, 

selfish attractions cemented by 

feeling that the other is 

irreplaceable. Separation from 

other yields anxiety. High 

tolerance of other’s 

transgressions results. 

Roisin and her inability to function 

without her iPhone.  

Kieran’s strong relationship with 

Adidas and pledge to never buy any 

other brand. 

Emese’s unwillingness to part with 

her items as she feels she will be 

letting the brand down. 

Flings Short-term, time-bounded 

engagements of high emotional 

reward, but devoid of 

commitment and reciprocity 

demands. 

Lisa’s favouritism of brands 

depending on the style they offer at 

a particular time and the availability 

of a student discount, currently 

A|Wear and Pull and Bear. 

Aisling D’s trial of other perfumes 
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Adapted from: Fournier (1998 p. 362); Zayer and Neier (2011 p.95) 

 

Therefore, in answering the research question, Generation Y consumers’ 

form seventeen different types of relationships with fashion brands.  These 

seventeen relationships represent the different utilitarian and self-expressive 

and hedonic brand relationships consumers’ form with fashion brands.   

but ultimately she will always buy 

Chanel. 

Enmities Intensely involving relationship 

characterised by negative affect 

and desire to avoid or inflict 

pain on the other. 

Deirdre’s adoption of the same 

brands and styles her friends wear 

so she will not stand out or feel 

‘odd.’ 

Julie’s opinions on the fashion 

industry as being a rip-off and her 

view that prices are disgraceful. 

Aoife’s move away from Guess, a 

brand she once longed to own, but 

now views as tacky. 

Antoinette moving away from 

brands because they are too 

common or popular. 

Secret affairs Highly emotive, privately held 

relationship considered risky if 

exposed to others. 

James’s secret affair with fashion, 

he is fashion conscious but is 

unwilling to expressly state it. 

Julie’s viewing her love of Guess as 

being a ‘guilty pleasure.’ 

Niamh purchasing Topshop copies 

in Penneys when she cannot afford 

to buy Topshop. 

Bernard shopping for sports gear in 

TKMaxx due to lower prices. 

Enslavements Non-voluntary union governed 

entirely by desires of the 

relationship partner. Involves 

negative feelings but persists 

because of circumstances. 

James’s purchase of shirts from 

Dunnes Stores when his usual 

clothing stores are closed. 

Lisa and Deirdre shopping in 

Penneys because they are students 

with little discretionary income.  

Stephanie’s constant purchase of 

brands based on her experience and 

bad memories of school. 

 

Zayer and Neier’s Brand Relationship 

Cheap dates Relationships intensely driven 

by sensitivity to the costs 

associated with being with the 

partner. 

Roisin buying cheaper clothes to 

wear on a night because no one can 

see labels at night.  

Bernard impulse buying where he 

sees good value or if he sees a sale.  

Julie waiting for sales to buy Nike 

products. 

 

New Brand Relationship – Emergent in this Study 

Marker of 

success 

Long-term, highly emotive, and 

voluntary relationships driven 

by the desire to succeed and 

fulfill the aspiration of one day 

owning the brand. 

Roisin’s drive to own Chanel as she 

would feel she would “have made 

it.” 

Laura and Aisling D’s goal to one 

day own a Chanel handbag. 
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As is evident from the final SEM model of Generation Y consumers’ 

fashion brand relationships (see Figure 9.4), these CBRs may be loyal, self-

expressive and self-enhancing, or price sensitive brand relationships.  These 

relationships may also be formed on the basis of the consumer’s love for a 

brand, or on the quality and value the consumer perceives they receive from 

the brand.  The many different forms of relationships and the differing 

motivations for forming CBRs confirm Fournier’s (1998) assertion that 

CBRs are multifaceted and require more than positive feelings to keep a 

brand relationship alive.  Rather, to maintain successful brand relationships, 

Fournier (1998 p. 363) suggests that a brand must have affective and 

socioemotive attachment (such as, love and self-expression/self-

enhancement), behavioural ties (such a brand loyalty), and supportive 

cognitive beliefs (such a PQ/V), which when combined will provide a brand 

with the strength and durability to succeed.  These attachments, ties and 

beliefs were all present in this study, which suggests that fashion brands 

have the resilience and longevity to thrive. 

 

The findings of this study inform the current knowledge of CBRs in many 

ways.  Firstly, this research expands the current thinking on CBRs by 

proposing a new form of brand relationship – “markers of success.”  This 

relationship emerged from the Narrative data as the participants spoke of 

how their desire to own certain brands, push them to succeed in life.  

Therefore, this new brand relationship enhances the current knowledge of 

CBRs by demonstrating that certain Generation Y consumers seek to 

accomplish high achieving self-enhancement goals through their brand 

choices.   Secondly, this research supports and extends the work of Fournier 

(1998) by exploring its relevance to a particular cohort of consumers, 

Generation Y.  This study reveals that Fournier’s (1998) typology is useful 

in explaining many of the relationships Generation Y consumers form with 

their fashion brands.  Finally, this research also supports a brand 

relationship that emerged from a recent study by Zayer and Neier (2011).  

“Cheap dates” was a type of relationship that emerged strongly from the 

Narratives.  This relationship was further validated during the quantitative 
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data analysis as Generation Y consumers were found to be very price 

sensitive when consuming fashion.  This study further informs the current 

understanding of brand relationships by confirming the existence of this 

relationship among Generation Y consumers when consuming fashion.  

 

Furthermore, perhaps the most significant way in which this research 

informs CBRs is by developing, validating and testing a model of the 

relationships Generation Y consumers form with fashion brands.  In doing 

so, this research directly answers calls for CBR frameworks or models that 

test these relationships (Breivik and Thorbjørsen, 2008; Chang and Chieng, 

2006; Dimitriadis and Papista, 2011).  Further, this model informs CBRs by 

identifying the components that lead to Generation Y consumers forming 

relationships with fashion brands and provides an understanding of the 

concepts that define the relationship between a consumer and a brand.  

Specifically, the findings of this study emphasise the components of CBRs 

that are particularly important in determining strong relationships among 

Generation Y consumers and their fashion brands.  These components are 

fashion consciousness, self-esteem, SUSCEP, SNI, price sensitivity, brand 

tribalism, self-expressive brand, PQ/V, satisfaction, brand love, brand 

loyalty and WOM.  A number of these components are relatively new to the 

marketing literature (e.g. brand tribalism, SNI and brand love).  Therefore, 

this research informs CBRs by validating the importance of these constructs 

in the study of Generation Y consumers’ fashion brand relationships. 

 

Consequently, in addressing the question at the centre of this research, it is 

proposed that seventeen different types of brand relationships exist between 

Generation Y consumers and their fashion brands. These relationships are 

complex and multifaceted, and are driven by twelve different constructs that 

form to compose a model of Generation Y consumers’ fashion brand 

relationships.  These seventeen different types of relationship are connected 

to the CF through the qualities they possess.  For example, arranged 

marriages symbolise loyal brand relationships; committed partners typify 

relationships that are rich in brand love; compartmentalised friendships 

represent self-expressive brand relationships and cheap dates highlight 



Chapter 9                                                Discussion of the Research Findings 

 433 

price-sensitive brand relationships.  Therefore, this research informs and 

expands the current literature on CBRs by providing insights on the 

relationships Generation Y consumers form with fashion brands.  This 

research also identified and empirically tested the constructs that lead to 

these consumers forming enduring relationships with their fashion brands.  

Therefore, the findings of this study offer many contributions to both theory 

and practice, and provide fertile areas for future research to expand on this 

study.  These contributions and future research areas will be outlined in the 

following chapter. The following section concludes this chapter. 

 

9.10 Conclusion 

This chapter presented an in-depth discussion of the research findings and 

outlined how the objectives of this study were addressed by the researcher.  

In this chapter, the researcher drew on the comprehensive literature review 

that was conducted in Chapter 3 and the Narrative findings (see Chapter 5), 

to test theory and inform the current knowledge of CBRs.  Throughout the 

course of this chapter the research objectives and research question were 

addressed primarily by discussing the results of the hypothesis tests (see 

Chapter 8), which were supported by the extant literature and informed by 

the Narratives.  From the discussion outlined in this chapter, it is clear that 

this research offers many contributions to both theory and practice.  These 

contributions and the implications of these research findings are discussed 

in the following chapter, where this research study is concluded.   
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CHAPTER 10: CONCLUSION 
 

 

10.1 Introduction 

This research study aimed to explore the relationships Generation Y 

consumers form with fashion brands.  Consumer-brand relationships 

(CBRs) are crucial to the success of any brand.  For example, CBRs are 

important because they build a loyal consumer base and have a significant 

impact on a company’s profitability (Fournier et al., 2012; Ismail and 

Spinelli, 2012).  However, despite their importance, little is known about 

the relationships consumers form with fashion brands (Goldsmith et al., 

2012).  Therefore, to address this oversight, this research aimed to build on 

prior CBR research to develop a better understanding of the relationships 

Generation Y consumers form with fashion brands.  Chapter 2 presented a 

review of the extant literature. In this chapter, the gaps this research aimed 

to address were identified.  In Chapter 3, a comprehensive literature review 

of over one-hundred quantitative empirical studies was conducted to inform 

the development of a conceptual framework (CF) that guided the subsequent 

qualitative research stage.  Chapter 4 outlined the qualitative methodology 

employed to carry out twenty Narrative interviews with members of 

Generation Y.  The purpose of these Narratives was to contextualise the 

research, to inform the CF and research hypotheses, and to explore the types 

of relationships Generation Y consumers form with fashion brands.  The 

Narratives were analysed in Chapter 5, and drawing on the Narratives and 

the extant literature, Chapter 6 revised the CF and presented the research 

hypotheses.  Chapter 7 outlined and justified the quantitative methodology 

employed to test these research hypotheses. In the quantitative phase of the 

research, a large-scale survey questionnaire was conducted (N=675) with 

members of Generation Y.  In Chapter 8 the process involved in analysing 

the quantitative data was set out.  Subsequently, Chapter 9 presented the 

discussion of the research findings, where the quantitative data was 
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interpreted, informed by the Narratives and the literature.  These research 

stages are outlined in Figure 10.1.  The current chapter concludes this 

research study.  In this chapter, Section 10.2 presents a brief overview of the 

research hypotheses. Section 10.3 outlines the contributions and 

implications of this research.  Section 10.4 addresses the limitations of this 

research, which provide some interesting avenues for future research.  

Directions for future research are outlined in Section 10.5.  Section 10.6 

concludes this chapter. For convenience, Table 10.1 provides a summary of 

the research question and the research objectives. 

 

Figure 10.1 The Research Process 

 

 

 

Table 10.1 The Research Question and Research Objectives 

Research Objectives 

RQ What are the relationships Generation Y consumers have with fashion brands 

and how do they inform consumer-brand relationships? 

 

Research Objectives 

Primary 

RO 

To explore the relationships Generation Y consumers develop with fashion by 

conceptualising and testing a framework that studies the components of their 

fashion brand relationships. 

RO 1 To conduct a comprehensive review of the extant literature to develop a 

conceptual framework of the components of Generation Y consumers’ fashion 

brand relationships.  

RO 2 To contextualise and inform the conceptual framework by gaining insights 

from empirical research among Generation Y consumers. 

RO 3 To allow Generation Y consumers define and set the liminalities of ‘fashion’ 

and to explore and test their fashion consciousness in their fashion brand 

relationships.. 

RO 4 To explore and test, using the conceptual framework, the utilitarian, self-
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expressive and hedonic factors that may influence Generation Y’s 

relationships with fashion brands. 

RO 5 To explore and test, using the conceptual framework, the subjective outcomes 

of Generation Y’s relationships with fashion brands. 

 

10.2 Overview of the Research Approach 

As set out in Figure 10.1, this study consisted of two key phases.  This study 

employed a mixed methodology, of Narrative interviews and survey 

questionnaires to gain an enhanced knowledge of the relationships 

Generation Y consumers form with fashion brands.  CBRs are complex and 

inherently multi-dimensional (Fournier et al., 2012), and a plethora of 

variables exist which can potentially inform these relationships.  Therefore, 

to grasp an understanding of the components of central importance to the 

relationships consumers form with fashion brands, a comprehensive review 

of the extant literature was conducted in Chapter 3.  This comprehensive 

literature review identified eight constructs pertinent to the development of 

CBRs and the relationships that exist between these constructs.  Following 

the comprehensive literature review, a CF was developed that guided the 

subsequent qualitative research stage.  The qualitative research consisted of 

twenty Narrative interviews with Generation Y consumers to contextualise 

and inform the CF, and to explore the relationships Generation Y consumers 

form with fashion brands. Both student and non-student members of 

Generation Y participated in this phase of the research.  The use of 

Narratives was consistent with studies such as Fournier (1998), Schembri et 

al. (2010) and Zayer and Neier (2011).  The Narrative data was analysed 

thematically, which involved the researcher looking for patterns or themes 

in the data and interpreting the data accordingly.  Reliability was assured as 

inter-coder reliability was 96%.  The Narrative findings revealed seventeen 

different types of relationships Generation Y consumers form with fashion 

brands, and also prompted further review of the literature as a number of 

constructs that did not surface during the comprehensive literature review, 

emerged from the Narratives.  Therefore, both the Narratives and the 

literature informed the revision of the CF.  Allowing insights from 

Generation Y to inform the revision of the CF was essential as it ensured 
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that the revised CF contained the constructs that were of most relevance to 

Generation Y consumers’ fashion brand relationships.  Following the 

qualitative research, the research hypotheses were developed and were also 

informed by both the extant literature and the Narratives.  These hypotheses 

were tested in the subsequent quantitative research phase.  

 

During the quantitative phase, a large-scale survey questionnaire was 

conducted with members of Generation Y to test the revised CF and the 

research hypothesis.  As with the Narratives, both student and non-student 

members of Generation Y participated in this survey.  675 valid 

questionnaires were available for analysis.  The quantitative data was 

analysed with the use of SPSS 20 and AMOS 20.  A descriptive analysis of 

data was conducted with SPSS 20 to develop an understanding of the 

respondent profiles.  An exploratory factor analysis (EFA) was also carried 

out with the aid of SPSS 20 in order to explore how the constructs 

performed in this study and to check the underlying structure of these 

constructs.  Following EFA, a confirmatory factor analysis of the data was 

conducted with AMOS 20 to confirm the measurement model.  Finally, 

AMOS 20 was also used to validate the structural model and to test the 

relationships between the constructs in the CF using structural equation 

modeling (SEM).  During the data analysis, the hypothesised relationships 

were tested in SEM.  The following section presents a discussion of these 

hypothesised relationships. 

 

10.3 Hypothesised Relationships 

Twenty-three hypothesised relationships were presented in Chapter 6 

informed by an extensive review of the literature and supported by the 

Narratives.  These hypotheses addressed the objectives of this research and 

were tested during the quantitative phase of the research.  Twelve of the 

proposed relationships were accepted, eleven were rejected, and five new 

relationships emerged from the modification indices (MI) during the SEM 

phase of the analysis (see Chapter 8).  Table 10.2 presents a summary of the 
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hypothesised relationships of this study.  The five new relationships that 

emerged during the data analysis are also presented.  The outcomes of these 

relationships (i.e. whether the relationship was accepted or rejected) and the 

section of this study in which the results of the individual hypotheses tests 

are discussed are also outlined in this table.  Subsequently, the contribution 

of these relationships, as well as the entire study to theory and practice is 

outlined in the following section.  The methodological contribution of this 

study is also described. 

 

Table 10.2 The Hypothesised and New Relationships of this Study 

 Hypotheses Result Section 

H1 There is a negative relationship between fashion 

consciousness and price sensitivity for fashion brands. 

Reject 9.4.2 

H2 There is a positive relationship between fashion 

consciousness and brand tribalism for fashion brands. 

Reject 9.4.2 

H3 There is a positive relationship between fashion 

consciousness and self-expressive fashion brands. 

Accept 9.4.2 

H4 There is a negative relationship between self-esteem 

and brand tribalism for fashion brands. 

Accept 9.6.1.1 

H5 There is a negative relationship between self-esteem 

and self-expressive fashion brands. 

Accept 9..6.1.1 

New There is a positive relationship between self-esteem 

and price sensitivity. 

Accept 9.6.1.1 

H6 There is a negative relationship between susceptibilty 

to interpersonal infuence and price sensitivity for 

fashion brands. 

Reject 9.6.1.2 

H7 There is a positive relationship between susceptibilty 

to interpersonal infuence and brand tribalism for 

fashion brands. 

Accept 9.6.1.2 

H8 There is a positive relationship between susceptibility 

to interpersonal influence and self-expressive fashion 

brands. 

Accept 9.6.1.2 

H9 There is a positive relationship between online social 

network influence and brand tribalism for fashion 

brands. 

Accept 9.6.1.3 

H10 There is a positive relationship between online social 

network influence and self-expressive fashion brands. 

Accept 9.6.1.3 

H11 There is a negative relationship between price 

sensitivity and perceived quality/value for fashion 

brands. 

Reject 9.6.2.1 

H12 There is a negative relationship between price 

sensitivity and satisfaction with fashion brands. 

Reject 9.6.2.1 

H13 There is a negative relationship between price 

sensitivity and brand love for fashion brands. 

Reject 9.6.2.1 

New There is a positive relationship between price 

sensitivity and self-expressive fashion brand. 

Accept 9.6.2.1 

H14 There is a positive relationship between brand 

tribalism and satisfaction with fashion brands. 

Reject 9.6.1.4 
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H15 There is a positive relationship between brand 

tribalism and brand love for fashion brands. 

Reject 9.6.1.4 

New  There is a positive relationship between brand 

tribalism and brand loyalty. 

Accept 9.6.1.4 

New There is a positive relationship between brand 

tribalism and word-of-mouth. 

Accept 9.6.1.4 

H16 There is a positive relationship between self-expressive 

fashion brands and satisfaction. 

Reject 9.6.1.5 

H17 There is a positive relationship between self-expressive 

fashion brands and brand love. 

Accept 9.6.1.5 

New  There is a positive relationship between self-expressive 

fashion brand and brand tribalism 

Accept 9.6.1.5 

H18 There is a positive relationship between perceived 

quality/value and brand loyalty for fashion brands. 

Accept 9.6.2.2 

H19 There is a positive relationship between perceived 

quality/value and positive word-of-mouth for fashion 

brands. 

Accept 9.6.2.2 

H20 There is a postive relationship between satisfaction and 

brand loyalty for fashion brands. 

Reject 9.7.1 

H21 There is a positive relationship between satisfaction 

and positive word-of-mouth for fashion brands. 

Reject 9.7.1 

H22 There is a positive relationship between brand love and 

brand loyalty for fashion brands. 

Accept 9.7.2 

H23 There is a positive relationship between brand love and 

positive word-of-mouth for fashion brands. 

Accept 9.7.2 

* Section refers to where a discussion of these hypotheses can be found in this study. 

 

10.4 Contribution 

The findings of this research provide important contributions to both theory 

and practice.  The following section outlines the implications of this study 

for theory.  A discussion of the implications for practice follows. 

 

10.4.1 Theoretical Contribution and Implications 

This study offers several potential contributions for advancing the 

knowledge and understanding of CBRs.  Firstly, this study allowed 

Generation Y consumers to determine what brands they considered to be 

‘fashion.’  As a result, five types of brands were considered fashion in this 

study: Clothing and accessory, retail, beauty, sports and ‘gadget’ brands.  

This finding advances the current thinking on what constitutes a fashion 

brand, particularly with the inclusion of sport and ‘gadget’ brands.  This 
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finding has important implications for practice, which will be outlined in 

Section 10.4.3.  

 

This research serves to deepen the existing knowledge and understanding of 

CBRs by supporting and expanding previous CBR research.  For example, 

this research demonstrated the fluidity of Fournier’s (1998) typology, as all 

fifteen of her brand relationship forms were present in the data.  Further, 

this study supported the existence of a relationship (cheap dates) recently 

discovered by Zayer and Neier (2011) and added a significant contribution 

by uncovering a new type of brand relationship – “markers of success.”  

Therefore, the findings of this study verify previous CBR research and by 

identifying a new form of relationship consumers form with brand, offers 

significant contribution to current knowledge of CBRs.  

 

Furthermore, this study provides important theoretical insights into the 

variables that drive and influence the relationships Generation Y consumers 

form with fashion brands.  One of the most important contributions of this 

research is the development of the model of Generation Y consumers’ 

fashion brand relationships, which highlights some of the theoretical 

underpinnings of the relationships these consumers form with fashion 

brands.  Through testing and validating this model, not only has the 

researcher provided a model that future research can look to build on and 

extend, but the researcher also furnished new insights into twelve variables 

that influence the relationships consumers form with fashion brands.  

Drawing on branding, CBR, the self-concept, brand loyalty and consumer 

behaviour literature, the significant relationships between these variables 

serve to further enhance and advance what is currently known about CBRs.  

This is particularly true where the findings provided insights into a number 

of new variables that have recently come to light in the literature (for 

example, social network influence, brand tribalism and brand love).  

Therefore, one of the primary contributions of this research lies not just in 

testing and validating the individual hypothesised relationships that were 

presented in Chapter 6 (see also Table 10.2), but also in verifying the 

importance of a number of recent marketing concepts in development of 



Chapter 10                                                                                      Conclusion 

 441 

Generation Y’s fashion brand relationships.  Moreover, this research 

revealed a number of relationships between variables that are novel and had 

not previously been explored in the literature.  These contributions are now 

detailed individually. 

 

This study provides new theoretical insights into Generation Y consumers 

and their relationships with fashion brands.  Specifically, these findings 

show that although Generation Y consumers are fashion conscious, they are 

also price sensitive and it is the transient nature of fashion that drives their 

price sensitivity.  This contradicts the existing belief that fashion conscious 

consumers are more concerned with having the latest fashion brands than 

with the price it costs to attain these fashion brands (Goldsmith et al., 1999).  

However, this finding is not necessarily a negative one.  The findings 

suggest that while the nature of fashion increases Generation Y consumers’ 

price sensitivity, their price sensitivity also increases their fashion 

consumption because low prices allow these consumers to frequently 

purchase and keep up-to-date with fashion.  Consequently, this finding 

provides new insights into the complex relationship that exists between 

fashion consciousness and price sensitivity in Generation Y consumers’ 

consumption of fashion brands, as they suggest that low cost fashion allows 

these consumers to meet their self-expressive needs while remaining price 

sensitive.  

 

The findings provide further insights into fashion consciousness as they 

suggest that those consumers who are fashion conscious do not have a 

desire to be a member of a brand tribe; however fashion conscious 

consumers do seek self-expressive fashion brands.  Therefore, these 

findings offer a contribution by suggesting that fashion consciousness 

consumers are unique and seek self-expressive brand when consuming 

fashion because they want to stand out, and have no desire to belong to the 

brand tribe.  These findings provide new theoretical insights into what 

motivates consumers to seek self-expressive fashion brands.  The results of 

this study also inform the current literature on brand tribalism by 

highlighting that those Generation Y consumers who are fashion conscious 
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may not seek social acceptance and peer approval through membership to 

the brand tribe. 

 

Further theoretical insights in relation to price sensitivity were also provided 

in this study.  This study informs theory by illustrating the central role price 

sensitivity plays in the relationships Generation Y consumers have with 

fashion brands.  Price sensitivity did not perform as expected in this study as 

the directionality of the hypothesised relationships was not supported (see 

Section 9.6.2.1).  Previous research would suggest that those who are 

sensitive to the price of brands are less likely to expect quality items, are 

less likely be to satisfied and are less likely to love the brand.  The findings 

of this study contradict the existing literature as those who were sensitive to 

the price of fashion brands were more likely to perceive the brand as being 

good quality/value, were more likely to be satisfied with the brand and were 

more likely to love the brand.  Therefore, this research provides important 

new insights into what motivates Generation Y consumers to form 

relationships with fashion brands.  Specifically these findings suggest that 

price is an important consideration for Generation Y consumers and that 

those consumers who are price sensitive tend to be happier with their 

fashion brands.  Furthermore, a novel positive relationship was found to 

exist between price sensitivity and self-expressive brand.  This relationship 

suggests that those who were price sensitive, were more likely to consume 

self-expressive brands, which highlights the fact that although Generation Y 

consumers are price sensitive, they are not willing to sacrifice the self-

expressive benefits a brand may offer in return for lower prices.  This 

finding suggests that as price sensitive consumers seek self-expressive 

brands, perhaps consumers view low cost fashion brands as being self-

expressive and by buying more from these brands, for less, these consumers 

can express themselves while remaining in fashion.  Consequently, this 

research both informed and extended the current literature on price 

sensitivity and it’s associated constructs (fashion consciousness, self-

esteem, self-expressive brand, PQ/V, satisfaction and brand love) by 

providing new insights on Generation Y consumers’ behaviour towards 

fashion brands.  
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The findings also offer a contribution by showing the many different 

sources of influence on Generation Y consumers’ fashion brand 

relationships.  Traditional sources of influence such as family, friends and 

celebrity are important but the findings extend this to highlight the impact 

Generation Y consumers’ environment (i,e. college versus the workplace) 

has on their fashion brand relationships.  Therefore, influence goes beyond 

traditional sources to include those people who the consumer may come into 

contact with in their environment.  The proposed positive relationship 

between susceptibility to interpersonal influence (SUSCEP) and self-

expressive brand was supported in this study, which provides new insights 

into what drives consumers to buy fashion brands.  Moreover, the proposed 

negative relationship between SUSCEP and price sensitivity was not 

supported, which perhaps means that regardless of the level of how 

SUSCEP a Generation Y consumer may be, ultimately their price sensitivity 

is more important than the influence of others.  

 

The findings of this research advance the knowledge on social networking 

sites (SNSs) by demonstrating how SNSs can impact fashion consumption.  

Given the popularity of SNSs and their potential reach, it is possible the 

influence of SNSs, could potentially be more prevalent and have a greater 

impact than interpersonal influence.  The literature even states that SNSs are 

fundamentally changing CBRs (Bolton et al., 2013).  Therefore, these 

findings offer a significant contribution to the literature by highlighting how 

SNSs impact Generation Y consumers’ behaviour towards fashion brands.  

The findings provide strong evidence that SNSs are especially relevant for 

Generation Y consumers in terms of fashion brands, as they provide an 

environment for Generation Y consumers to self-express and self-present to 

more people than is possible offline.  Moreover, this study offers a 

contribution by showing those who are influenced by (online) social 

networks are more likely to seek membership to a brand tribe.  This study 

offers an additional contribution as it shows that SNSs provide a platform 

for Generation Y consumers to gain social acceptance from their peers, and 

offer a credible source of information and inspiration for these consumers 
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when they consume fashion.  In relation to self-expressive brand, this 

research informs this construct by revealing that those who are influenced 

by SNSs are more likely to seek self-expressive brands.  An additional 

finding to emerge from this study was how SNSs increase fashion 

consumption among Generation Y consumers, because once these 

consumers are pictured wearing an outfit online, they do not want to wear 

the item again.  Consequenty, these findings provide insights, for the first 

time, into how SNSs directly influence fashion consumption.  This provides 

a significant contribution to the literature in an area that to date is still 

lacking empirical research. 

 

The findings of this research also contribute to theory by extending the 

current knowledge of brand tribalism, a construct that has only recently 

emerged in the marketing literature.  Recall that in this research, brand 

tribalism was measured by the composite reference group acceptance 

(RGA) (see Chapter 8 Section 8.10).  Specifically, this research revealed a 

significant positive relationship between brand tribalism and brand loyalty, 

and brand tribalism and WOM.  In doing so, this research answered a call in 

the extant literature to explore the relationship between brand tribalism and 

brand loyalty (Veloutsou and Moutinho, 2009).  The proposed relationships 

between brand tribalism and satisfaction, and brand tribalism and brand love 

were not supported.  Therefore, this research provides further evidence that 

brand loyalty and brand love are two distinct constructs.  Moreover, as the 

relationship between brand tribalism and brand love was not supported, the 

findings suggest that the brand tribalism relationship is a utilitarian or 

practical one, rather than a passionate relationship as the literature would 

suggest (Goulding et al., 2013; Veloutsou and Moutinho, 2009).  This 

research also found that those who were SUSCEP, those who were 

influenced by SNSs or those who consumed self-expressive brands were 

more likely to seek tribal membership, which further advances the current 

knowledge of brand tribalism and the role this construct plays in CBRs.  

Consequently, this study informs and expands the existing literature on the 

recent marketing construct of brand tribalism. 
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Fashion by its very nature is self-expressive, and this study offers a 

theoretical contribution by highlighting the role self-expressive brands play 

in CBRs.   Specifically, the findings offer a contribution by suggesting that 

self-expression and social acceptance are of central importance when 

forming relationships with fashion brands.  Generation Y consumers 

predominently consume fashion brands for the self-expressive benefits they 

offer, as they allow consumers to present themselves to others.  As 

previously mentioned, these findings offer an additional contribution by 

uncovering a relationship between self-expressive brand and brand 

tribalism, i.e. those who consumed self-expressive fashion brands were 

more likely to seek tribal membership.  Therefore, these findings expand the 

current knowledge of both self-expressive brand and brand tribalism, by 

suggesting that Generation Y consumers seek self-expressive brands to gain 

acceptance from their desired social groups.  Further, this study informs the 

growing body of literature on brand love, by confirming a relationship 

between self-expressive brand and brand love.  This study also offers a 

contribution by testing the relationship between self-expressive brand and 

brand love outside of the USA.  

 

An additional theoretical contribution is offered in relation to perceived 

quality/value (PQ/V). The findings suggest the relationship between PQ/V 

and price sensitivity differs for fashion brands.  Specifically, the findings 

suggest that price sensitive Generation Y consumers are more likely to 

perceive a fashion brand as good quality.  The findings offer an important 

contribution by highlighting the importance of price and value when 

Generation Y consumers shop for fashion.  Additionally, the findings show 

that those Generation Y consumers who perceive brands to be good 

quality/value are more likely to be brand loyal and to engage in word-of-

mouth (WOM).  In particular, in line with Gabrielli et al. (2013), this study 

suggests that Generation Y consumers are very open and willing to talk 

about their value seeking when shopping for fashion, rather than keeping it 

a secret, as would have happened in the past.  Therefore, these findings 

contribute to the extant literature by illustrating Generation Y consumers’ 

changing behaviour when consuming fashion brands.   
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Theoretically, the findings have important implications in relation to 

satisfaction.  The findings suggest that satisfaction is different when the 

brand will only be of use for a short period of time,  as none of the proposed 

relationships involving this construct were supported.  Specifically, the 

proposed positive relationships between both brand tribalism and self-

expressive brands were not supported.  Therefore, although consumers may 

purchase fashion brands to gain social acceptance, this does not mean they 

will be satisfied with the brands.  Further, the self-expressive benefits 

fashion brands offer consumers do not guarantee Generation Y consumers’ 

satisfaction with these brands.  Additionally, the proposed positive 

relationships between satisfaction and brand loyalty, and satisfaction and 

WOM were not supported in this study.  As previously stated, satisfaction 

may differ when the brand is cyclical in nature.  It is suggested that 

Generation Y consumers may be satisfied with the brands they consume but 

this satisfaction only lasts as long as the brand is fashionable.  When the 

brand is no longer in fashion, these consumers become dissatified.  

Therefore, this finding offers an important contibution to the current 

understanding of satisfaction for fashion brands, as they suggest the 

traditional beliefs held about satisfied customers are not applicable when the 

brand is self-expressive in nature and has a limited lifetime.  

 

As previously stated, this research provides additional support for the 

positive relationship between self-expressive brand and brand love.  The 

findings highlight the importance of brand love in the relationships 

Generation Y consumers’ form with fashion brands and supports the 

findings of Carroll and Ahuvia (2006) and Ismail and Spinelli (2012), by 

providing additional support for a positive relationships between brand love 

and both brand loyalty and WOM.  This research also answers a call in the 

literature to further verify that brand loyal and WOM are consequences of 

brand love (Heinrich et al., 2012). 

 

This research provides an important theoretical contribution by finding that 

Generation Y consumers are loyal to fashion brands, despite the fact that 
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fashion brands are dynamic and constantly changing.  This contradicts 

existing studies, such as Morton (2002) and Runyan et al. (2013), who 

characterise Generation Y as a cohort of fickle consumers who lack loyalty.  

As previously mentioned, a positive relationship was found between brand 

tribalism and brand loyalty.  Therefore, this research also contributes to 

developing a deeper understanding of what drives loyalty to fashion brands. 

 

This research also offers new insights into WOM, as the findings suggest 

that WOM is no longer driven solely by altruism.  Studies such as 

Alexandrov et al. (2013), Kozinets et al., (2010) and Saenger et al. (2013), 

also suggest this change in WOM behaviour, as the self-expressive and self-

enhancement benefits a consumer may receive from talking about a brand 

are a more important driver of WOM.  Consequently, WOM is now viewed 

as a social act that adds value to the consumer’s brand experience and 

allows consumers to come together to display their brand affiliations.  These 

findings propose a shift in WOM behaviour among Generation Y 

consumers, which would suggest that the beliefs about the traditional 

motivations for engaging in WOM would need to be revisited.  Therefore, 

this study contributes to theory by informing what motivates consumers to 

engage in WOM.  This contribution provides new insights by highlighting 

the role of the fashion brand in Generation Y consumers’ life and also by 

providing insights into the consumer’s relationship with fashion brands. 

 

Finally, in studying Generation Y consumers, this study focused on all ages 

of Generation Y consumers and on different segments of this cohort, not 

just a particular segment within Generation Y (i.e. students).  Therefore, this 

research offers a contribution by providing insights on all members of 

Generation Y that span this entire age cohort and come from across different 

segments of this group. 

 

10.4.2 Methodological Contribution 

This research offers a methodological contribution by conducting a 

comprehensive literature review of constructs that impact CBRs.  In 
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conducting this comprehensive literature review, the researcher considered 

conceptual and empirical quantitative studies to identify eight constructs 

that emerged as being relevant to CBRs.  

 

In analysing and interpreting the qualitative data, the researcher constructed 

participant maps to aid in interpreting the copious amounts of rich, detailed 

qualitative data generated during this research phase.  To the researcher’s 

knowledge, this method of interpreting data has not been employed to aid in 

analysing qualitative data.  Therefore, this research provides a novel method 

for interpreting and comprehending qualitative data that may aid researchers 

in the future to maximise the richness of their qualitative findings.  

 

As detailed in Chapter 8, in EFA the five negatively worded items in the 

self-esteem scale loaded onto a factor distinct from the five positively 

worded items.  This finding supports the idea that negatively worded items 

may be problematic (Schmitt and Stults, 1985), and suggests that when 

measuring self-esteem, perhaps employing just the positive self-esteem 

items would be less problematic. 

 

As outlined in the previous section, the price sensitivity measure did not 

perform as expected in this research.  It is suggested that the nature of this 

study is the reason for this findings, i.e. the constantly changing nature of 

fashion makes people seek low cost brands.  However, this finding must be 

considered in a positive way as the findings suggest that Generation Y 

consumers’ price sensitivity stimulates their fashion consumption. 

 

A further methodological contribution is offered by the brand tribalism 

construct.  As detailed throughout Chapter 8, only one factor (RGA) was 

retained following EFA and CFA.  Therefore, this study offers a 

contribution by providing insights on how the brand tribalism measure 

performs in a different study. 

 

As set out earlier in this chapter, due to the nature of this study the 

satisfaction measure did not perform well.  Therefore, this study contributes 
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to the current understanding of satisfaction by suggesting this construct may 

not perform as expected when the brand’s offering changes frequently. 

 

Finally, to the researcher’s knowledge, this study is the first of its kind 

undertaken to study fashion brand relationships.  That is, it is the first 

mixed-methods study that explores the relationships consumers form with 

fashion brands.  To date, the majority of CBR research has been conducted 

qualitatively, with limited quantitative studies.  Therefore, this research 

offers a contribution by providing a mixed methods approach to the study of 

CBRs, which offers an advantage as it allows for a deeper understanding of 

CBRs to be attained. 

 

10.4.3 Practical Contribution and Implications 

This research also provides important implications for brand managers.  It is 

important that these managers carefully understand what motivates 

Generation Y consumers to purchase their brand, as different motivations 

require very different managerial actions. 

 

Firstly, these findings suggest seventeen different types of relationships 

consumer’s may form with a fashion brand.  Brand managers should be 

aware of these different types of relationships and should note that different 

consumers form different levels of attachments to brands that may require 

different marketing actions.  Managers have a direct influence on how the 

brand is presented to its consumers.  Therefore, by understanding how and 

why consumers form relationships with fashion brands, managers can 

develop marketing strategies that effectively appeal to Generation Y 

consumers.  For example, as “cheap dates” (Zayer and Neier, 2011) were so 

prevalent in the data, it would suggest that marketing managers need to 

highlight how their fashion brand is good value for money if they are to 

successfully target Generation Y consumers.  

 

Further, the fact that Generation Y consumers consider five different types 

of brands as fashion brands has implications for brand managers.  In 
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particular, these findings have implications for sport and ‘gadget’ brand 

managers, as it is crucial that these managers are aware that their products 

are viewed as being fashion brands due to their self-expressive and transient 

nature.  Therefore, when targeting Generation Y consumers, it is essential 

that these managers realise that consumers view them as part of fashion and 

emphasise the self-expressive benefits their brands can offer these 

consumers. 

 

By developing and validating a model of Generation Y consumers’ brand 

relationships, this study provides managers with a tool to enhance their 

understanding of the relationships their consumers form with the brand.   

 

These findings suggest that self-esteem is a strong motivator of consumer 

behaviour and CBRs.  The implications of these findings are well 

established in the extant literature (for example, Bannister and Hogg, 2004), 

however in relation to this study the predominant implication is that for 

Generation Y consumers, fashion brands serve as a tool that builds their 

confidence, contributes to their ideal self-identity and esteem, and leads to 

social acceptance.  Fashion brands represent symbolic consumption, and in 

order to successfully target these consumers, marketing managers must 

clearly illustrate the self-expressive benefits consuming their fashion brand 

will provide the consumer.  For instance, integrated marketing 

communications strategies should highlight the positive associations and 

benefits that accompany the consumption of the brand.  For example, 

marketing managers could create advertising content that emphasise how, 

through the use of the brand, the consumer may be socially accepted or may 

attain their ideal self-identity.  Further, if consumers purchase a brand 

because they perceive it to be a source of social acceptance and granting 

status, then marketing managers would need to highlight this extra benefit 

of brand consumption.  However, if consumers have high self-esteem and 

feel they do not need to spend excessive amounts on fashion to support their 

self-identity, then the brand manager would need to emphasise how 

consuming this brand will allow Generation Y consumers to maintain their 

level of self-esteem at a reasonable price. 
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The findings also have important implications as they suggest that those 

people in Generation Y consumers’ social groups have a strong influence on 

what and why they buy.  This finding stems from the fact that Generation Y 

consumers are wary of marketing attempts directed towards them and 

consequently place greater importance on others opinions when buying 

fashion (Foscht et al., 2009; Kinley et al., 2010).  Therefore, it is essential 

that marketing managers harness the power of interpersonal influence 

among this generation.  It is suggested that trying to reach these consumers 

by targeting the influencers within the group would be a beneficial method 

as the adoption of the brand would then filter down to those who tend to be 

influenced by others.  Facilitating the creation of brand tribes where like-

minded consumers can share their knowledge and opinions of the brand 

would also be valuable in terms of SUSCEP.  The most convenient method 

of doing this would be to facilitate the creation of the tribe online, through 

SNSs, as it would allow people from all over the world to participate, and 

would allow those who are members of the brand tribe to become more 

loyal to the brand. 

 

The findings show that SNSs are especially relevant for Generation Y 

consumers in terms of fashion brands, as they provide an environment for 

individuals to communicate their desired self-image to more people than is 

possible offline and can act as a credible source of brand information and 

inspiration for Generation Y consumers.  Specifically, these findings have 

important implications for brand managers, as they suggest that content 

created by individuals external to the brand influences other members of 

Generation Y to buy the brand.  Consumers today use social media to learn 

about the lifestyles of their reference/aspirational groups and try to imitate 

these groups by consuming similar brands (Erdogmus and Budeyri-Turan, 

2012).  The findings of this construct also inform how these consumers 

perceive fashion and illustrates the power of these SNSs, as Generation Y 

consumers’ fashion choices and fashion consumption are directly influenced 

by the content on SNSs (such as Facebook).  Given the increasing 

prominence of SNSs in the lives of consumers, and the influence they have 
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on Generation Y consumers, it is essentital that brand managers harness the 

power of these forms of media.  For example, as these consumers are 

already online, brand mangers should encourage more users to actively 

contribute to or share positive information about the brand on these SNSs.  

By creating more brand awareness, it is likely that more people will 

consume the brand to meet their self-expressive needs.  One way a brand 

could do this is to run a competition that requires online users to share some 

of the brands content on their page which would increase brand 

engagement.  In return the brand could offer a discount to the consumer that 

can be claimed when shopping either online or in store.  If the brand aimed 

to attract more consumers to its stores, perhaps they could organise an event 

online (for example an evening event that offered a special discount or a 

preview of the brands latest collection) that would inform Generation Y 

consumers and prompt them to engage in WOM both on- and offline.  

Further, a viral marketing campaign conducted through the social media 

pages of fashion bloggers or celebrities that Generation Y consumers like 

and trust could also be employed to create awareness and build influence 

through SNSs.  

 

In relation to price sensitivity, this study has important practical 

implications.  The findings suggest that Generation Y consumers are price 

sensitve and look for value for money when they shop.  Price sensitive 

consumers were traditionally viewed in a somewhat negative manner; 

however, this may not be true for Generation Y.  Their price sensitivity 

stems from their need to constantly express themselves. Generation Y 

consumers actively aim to express themselves by constantly buying the 

latest fashion, as they do not like to wear the same clothes more than once 

or twice.  This leads to these consumers shopping more than previous 

generations and continuously consuming fashion brands regardless of 

whether they actually need to.  Therefore, their price sensitivity plays a 

positive role as it stimulates the consumption of fashion brands.  Cheaper 

fashion allows Generation Y consumers to constantly update their look and 

reinvent themselves, which offers these consumers an additional form of 

value.  Consequently, it is crucial that brand managers stress two important 
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components when targeting Generation Y consumers: the value for money 

and self-expressive benefits that their brand offers.   

 

The findings also suggest that brand managers must not overlook the 

importance of brand tribes in influencing other consumers to buy their 

brand.  The importance of brand tribes is highlighted by the fact that these 

consumers are brand loyal and willing to engage in positive WOM.  This 

study suggests that it is essential for a brand to facilitate their Generation Y 

consumers in sharing their brand experiences.  Constructing an environment 

around the brand could allow this and would enable consumers to make 

themselves into brand icons and representatives of the brand.  Perhaps a 

good way for brands to achieve this goal is through SNSs.  For example, 

facilitating the development of a page or website online where members of 

the brand tribe can interact with like-minded individuals may be one way of 

achieving this.  Perhaps targeting fashion blogs or other online hubs where 

these consumers go for inspiration and interaction would also be a good 

option. 

 

This study suggests that brand managers should highlight the importance of 

fashion brands in allowing consumers to express themselves when targeting 

Generation Y consumers.  Self-expression and social acceptance are key 

motivations for these consumers when consuming fashion brands.  

Therefore, creating products that are unique to the brand may satisfy these 

consumers’ needs as they will know their peers cannot easily attain these 

fashion items.  Adding specific details to items or a unique logo to make it 

more self-expressive could be a way of achieving this.  Moreover, as 

Generation Y consumers view fashion brands as essential social tools 

(Erdogmus and Budeyri-Turan, 2012), the role of the brand tribe should not 

be overlooked when targeting these consumers.  Brand managers should 

aim to highlight the self-expressive nature of their brand in all of their 

marketing efforts, and specifically, highlight the self-expressive benefits 

that the brand will offer the consumer.  Perhaps encouraging store staff to 

emphasise the self-expressive nature of the brand when the consumer is in 

store would also encourage the consumer to purchase the brand.  Regularly 
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updating the stores window display with unique looks could also entice 

Generation Y consumers to shop with the brand.  Opinion leaders may be 

key in influencing these consumers and perhaps targeting opinion leaders, 

such as fashion bloggers as previously mentioned, online would result in a 

greater number people consuming a fashion brand. 

 

In relation to PQ/V, the findings have important implications for brand 

managers as they suggests that quality may not be as important to 

Generation Y consumers in their purchase of fashion.  What is of central 

importance is that the brand offers value for money.  When the consumer 

perceives they have received an acceptable level of quality and value of 

money, then they become brand loyal and talk positively about the brand to 

others.  Therefore, when targeting consumers, brand managers should place 

a strong emphasis on the value their brand offers.  Price is a signal of this 

value but as these consumers also judge value based on quality, it is 

essential that the price of the brand reflects an acceptable level of quality.  

Only when these requirements are met will Generation Y consumers view 

the item as being value for money, which leads to the consumer 

repurchasing the brand in the future and talking positively about the brand 

to their peers.  Consequently, emphasising the value a brand will offer 

consumers is essential when forming brand relationships with Generation Y 

consumers.  The value of the brand should be consistently communicated at 

every point of contact with the consumers.  Therefore it is essential that the 

message of value is conveyed in-store, online and through marketing 

communications.  

 

The results suggest that with fashion brands, consumers experience 

satisfaction but this satisfaction is not long lasting.  This finding has 

important implications for brand managers, as it is possible that the 

traditional beliefs held about satisfied customers are not applicable when the 

brand is self-expressive in nature and has a limited lifetime.  This means 

that when the brand’s products change frequently and are only usable for a 

short period of time, its consumers are not satisfied in the long run.  

However, this finding must not be interpreted negatively.  The findings 
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show that Generation Y consumers are loyal to their fashion brands and 

their lack of long lasting satisfaction appears to stimulate brand 

consumption.  As fashion only lasts for a certain length of time, when these 

consumers become dissatisfied they will shop once again to satisfy their 

needs.  Therefore, their dissatisfaction with fashion brands appears to 

stimulate their fashion consumption.  For this reason it is essential that these 

consumers return to the brand when making these subsequent purchases.  

Perhaps brand managers could look to prolong their initial feelings of 

satisfaction so that they will return to the brand, by creating a blog or 

lookbook that would provide sources of inspiration on how to wear the 

brand’s products.  These websites could show the consumer the many 

different looks that can be achieved using the same item, and could visually 

depict how these consumers could wear their clothing more than once.  The 

brand could also suggest additional items the brand offers that would 

complement the item and further stimulate brand consumption.  In store, the 

brand could provide inspiration by regularly updating their visual displays 

to show consumers new and different ways to wear the brand.  As a result, 

the consumers will feel they are receiving greater value for money and will 

hopefully prolong their satisfaction with fashion brands.  Further, if these 

consumers feel the brand offers a positive source of inspiration that will 

allow them to express themselves, this could also stimulate their brand 

consumption. 

 

The importance of brand love in the relationships consumers form with 

fashion brands has important implication for brand managers.  These 

findings suggest that brands that create strong emotional ties with their 

consumers will benefit from loyal consumers who talk positively about the 

brand.  Consumers trust interpersonal communication more than advertising 

(Keller, 2007), and if a brand can attain this positive source of 

communication, their consumer base could potentially increase resulting in 

increased profits.  Therefore, brand managers should give careful 

consideration to the concept of brand love and focus on producing uniquely 

self-expressive fashion items that will contribute to increasing Generation Y 

consumers’ brand love.   
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Contradicting previous research (such as Morton, 2002; Runyan et al., 

2013), the findings show that Generation Y consumers are loyal to the 

fashion brands they consume.  This loyalty is driven by brand tribalism, 

PQ/V and brand love, which has a number of implications for brand 

managers.  Firstly, Generation Y consumers’ loyalty is driven by their 

quality/value seeking goals, which entails both a price/quality trade-off and 

an investment/made-to-last trade-off.  Consequently, to successfully target 

this age group, managers should focus on the value their brand offers the 

consumer, and highlight how their brand offers stylish, quality clothes at 

reasonable prices.  Brand loyalty is also driven by brand tribalism and brand 

love.  Given the self-expressive nature of fashion and the fact that these 

brands allow Generation Y consumers to present themselves to others, these 

consumers gain a sense of comfort from knowing that they look and feel 

good in these brands.  These brands also allow Generation Y consumers to 

both express themselves and remain members of the groups they belong to.  

The self-expressive benefits that these brands provide lead to Generation Y 

consumers developing a love for the brand that culminates in brand loyalty.  

Therefore, when targeting these consumers, it is crucial that marketers 

ensure their  brand has produced fashion items that meet the self-expressive 

needs of Generation Y.  Further, brand managers should highlight not only 

the self-expressive and self-enhancing qualities of the brand, but should also 

focus on how the brand provides a sense of security by making consumers 

both look and feel good, and by ensuring that the consumer continues to be 

accepted by the brand tribe.  

 

The nature of WOM also has important implications from a managerial 

point of view.  Rather than being motivated by altruism, the findings 

suggest that consumers are strongly motivated to engage in WOM by the 

self-expressive and self-enhancement benefits they receive.  This research 

shows that all consumers, and not necessarily just opinion leaders or 

influencers, can engage in WOM to strengthen and enhance their sense of 

self (Saenger et al., 2013).  Those who would traditionally have been 

perceived as being non-experts can now also be important producers of 
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WOM.  Therefore, it is important that fashion brands realise that the nature 

of WOM is changing, and that talking about self-expressive fashion brands 

reflects positively on the consumer by offering an additional method of self-

expression.  As previously mentioned, it is essential that brand managers 

place a significant emphasis on producing brands that offer unique self-

expressive and self-enhancement benefits to the consumer.  Managers 

should also emphasise with how the brand meets the consumer’s need to 

bond and connect with others.  Offering these unique benefits will increase 

the consumer’s likelihood of joining a brand tribe or lead to them 

developing strong feelings of brand love, which result in an increase in the 

possibility of these consumers engaging in WOM.  

 

Although this study suggests findings that require further testing, there are a 

number of actions brand managers can take based on these findings and 

recommendations when targeting Generation Y consumers.  

 

 In order to utilise the model of Generation Y’s fashion brand 

relationships effectively, brand manages should first determine the 

type of consumer they are targeting as different consumers will seek 

fashion brands for different self-expressive reasons.  For example, 

the findings suggest that a fashion conscious consumer seeks self-

expressive fashion brands that they perceive to be unique, while a 

second type of consumer is those who look for self-expressive 

fashion brands to enhance their self-esteem and sense of self, and 

allow them to fit in.  Different motivations among Generation Y 

consumers will require different actions.  For example, if the brand 

aims to highlight how its clothing is unique and will allow the 

consumer to stand out, they could have advertising that depicts a 

confident, stylish consumer wearing the brands clothing.  On the 

other hand, if the brand aims to highlight how brand consumption 

may allow consumers to fit in with their peers, advertising could 

depict a popular consumer who is surrounded by people wearing the 

brands clothing. 
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 Brand managers should maximise the potential of online social 

media sites, such as Facebook and Twitter.  It is important that brand 

managers have an active presence on these social networking sites 

and continually update the brands followers to make them aware of 

the latest items that are on offer.  Brands should provide product 

links that direct the consumer to item on the brands website and 

make it convenient for the consumer to buy and increase brand 

consumption. 

 The findings revealed that price and value are important 

considerations across the entire Generation Y cohort.  Therefore, 

brand managers should emphasise the value of their brand by 

highlighting offers such as student discounts or mid-season/seasonal 

sales and discounts at every opportunity.  For example, if a student 

discount or special offer is available, in store signs and window 

displays could highlight this offer to the consumer.  Online, an 

image on the homepage of the brands website could also create 

awareness of the offers available.  To augment and harness the 

power of social media, the brand could provide frequent updates that 

notify the consumer of the different offers that may be available and 

that will increase the value consumers perceive the brand to offer. 

 To increase brand awareness, brand managers could further harness 

the power of social media and contact popular fashion bloggers to 

collaborate with the brand by reviewing and featuring their items in 

their blog posts.  Collaborating with fashion bloggers would 

introduce the brand to a wider audience and would also provide 

consumers with inspiration on how to wear the brand.  Product links 

that direct the consumer from the fashion blog to the brands website 

would drive traffic to the brand website and lead to the possibility of 

increasing levels of consumption. 

 Offline, fashion brands that aim to drive consumers to the physical 

store can also capitalise on the benefits of social media.  Brands with 

an offline presence could host an event, such as an in store evening, 

to attract consumers to the store.  Offering consumers a special 
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discount or a free gift could increase the consumers desire to attend 

the event and consume the brand.  The brand could also offer styling 

advice and guidance for those consumers that may not be as 

confident in their consumption of fashion.  This could also increase 

consumption of the brand and enhance the consumers brand 

experience.  To create awareness of these events, the brand could 

create an event on their social media platforms to inform consumers 

of the event and make them aware the special offers that will be 

available.  Thus, driving consumers from the online environment to 

the offline store.  

 For an offline brand that wishes to attract more consumers to its 

stores, it is important to emphasise the experience that the consumer 

has when shopping.  Online, the consumer is unable to try the item 

before they buy.  Online shopping also lacks the social aspect that is 

often associated with shopping in a store.  Therefore, the offline 

shopping environment offers a number of unique advantages that the 

online environment cannot.  To capitalise on these advantages, brand 

managers could highlight the social aspect the experience the 

consumer has when shopping offline in their advertising efforts by 

showing groups of happy consumers shopping with the brand. 

 

As the contributions of this research have been discussed in detail, the 

following section outlines the limitations that are evident within this 

research. 

 

10.5 Limitations 

As with all studies, there are limitations to this research which must be 

noted. Firstly, this research was conducted solely in Ireland and with Irish 

consumers.  Even though Generation Y consumers have been found to carry 

similar characteristics cross-culturally (Erdogmus and Budeyri-Turan, 

2012), perhaps these results may have differed if this research was carried 

out in a less self-expressive culture.   
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In addressing the objectives of this study, this research was only conducted 

with those who were members of the Generation Y cohort (i.e. born 

between 1977 and 1994).  Therefore, these results are not generalisable to 

other age cohorts, such as Generation X.   

 

Further, in conducting this research, student and alumni from NUI Galway 

were contacted to participate.  Although large numbers of Generation Y 

consumers are currently in, or have completed third level education, and 

those consumers who participated were members of Generation Y, it is 

possible that these results are not generalisable to certain groups of 

Generation Y consumers, for example those who never attended third level 

education.  Therefore, it cannot be assumed that this research is completely 

generalisable to the entire Generation Y cohort in Ireland. 

 

It must also be noted that a higher number of females participated in this 

study and there was also a larger number of student than non-student 

respondents.  Although these samples were acceptable given that females 

shop more than males and that a large number of Generation Y consumers 

are of college-going age, or are choosing to continue in third level education 

(Irish Independent, 2011), these factors must be acknowledged when 

generalising these findings to the entire Generation Y age cohort.  

 

Additionally, although members of Generation Y from across Ireland 

participated in this study, the majority of the participants were based in the 

West of Ireland.  There is a possibility that the results may have differed if 

this study was carried out in Dublin, and therefore caution must be taken 

when interpreting these results. 

 

It must also be noted that in conducting the qualitative research, the 

researcher carried out all of the interviews and the subsequent analyses.  

Therefore, it is always possible that the single researcher could be a source 

of potential bias.  Future research could consider the possibility of 

employing two interviewers, however this was not suitable for this study as, 



Chapter 10                                                                                      Conclusion 

 461 

consistent with the literature (for example, Fournier, 1998) and in keeping 

with the goals of Narrative research, a holistic approach was sought in 

which a single researcher conducting the research was most appropriate.  To 

limit the potential threat of bias, the researcher ensured that best practice 

was followed in conducting the Narrative interviews (see Table 4.8) and 

also employed inter-coder reliability to provide reassurance as to the 

reliability of the data analysis.  

 

A further limitation of this research is that, given the recency of a number of 

the constructs employed in this study, for example brand tribalism and 

(online) social network influence, there were limited studies available to the 

researcher when conducting this study.  However, the findings of this 

research contribute new insights and expand the current understanding of 

these bodies of literature.  For example, as outlined in Chapter 9, this study 

provides new valuable insights into both brand tribalism and SNI.  

 

It is important to acknowledge that when this research was conducted, 

Ireland was experiencing a recession.  Therefore, it is possible that some of 

the variables (such as price sensitivity) may have performed differently if 

this research was carried out in more positive economic conditions.   

 

It must also be noted that the price sensitivity measure employed in the final 

measurement model and structural model consisted of only two items.  

Originally, the price sensitivity measure comprised of four items.  As 

outlined in Chapter 8, one item was removed following EFA due to both a 

low factor loading and communality.  An additional item was removed 

during CFA, based on a standardised residual value greater than 4 (Hair et 

al., 2006).  Of the two items that remained, one was reverse coded and these 

two items were not highly correlated.  It is acknowledged that this measure 

is not ideal, however it was important to include this construct in this study 

given it’s importance in the first phase of the empirical research.  In 

including this construct, there were very few scales available in the extant 

literature, and therefore perhaps this limitation could be addressed by future 

research that develops a new price sensitivity measure. 
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As was outlined throughout this chapter and also in Chapters 8 and 9, the 

satisfaction measure employed in this study did not perform well.  Perhaps a 

different measure would have performed better in this research given the 

type of brand that was under study; however this measure has been well-

supported in previous studies and also emerged following the 

comprehensive review of the extant literature. 

 

Additionally, it is important to emphasise that the new paths added to the 

final structural model from the Modification Indices must be viewed with 

caution.  Although these new relationships were added based on theoretical 

support, this support is limited as some of the constructs, in particular brand 

tribalism, are new to the literature.  Therefore, these relationships are only 

tentative and warrant further study to enhance the understanding of the 

relationships that exist between these constructs.  

  

A further limitation of this study is that it employed a cross sectional design 

that is typical of most research on CBRs (for example, Breivik and 

Thornjørnsen, 2008; Fournier, 1998; Nobel et al., 2009). The use of a 

longitudinal design, in line Aaker et al. (2004), could have potentially 

advanced the knowledge on CBRs even further than the current study; 

however, this was not necessary to address the objectives of this study.  

Although there are limitations to this study, these limitations did not detract 

from the quality of this research and provide some fruitful areas for future 

research. 

 

10.6 Future Research 

This research study offers many potential avenues for future research. 

Firstly, the revised CF of Generation Y consumers’ fashion brand 

relationships provides a research tool to further explore the relationships 

consumers form with brands.  For example, future research could test this 

model with members of different age cohorts, such a Generations X and Z, 

to see how the results of this study would hold across different consumer 
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segments.  Future research could also test this model with members of 

Generation Y in a different, perhaps less self-expressive, culture to see if the 

results differ.  Moreover, further testing the interrelationships between the 

constructs in SEM would be beneficial, in particular, testing those 

relationships that were new or had not been previously tested in the extant 

literature. 

 

As discussed in the limitations, employing just one interviewer when 

conducting qualitative research can be a potential source of bias.  Although 

employing a single interviewer was in line with the goals of this study, 

future research could benefit from employing two interviewers when 

carrying out Narrative interviews.  

 

The Narrative findings revealed that interpersonal trust plays a strong role in 

the relationships Generation Y consumers have with fashion brands.  

Although the inclusion of this construct in this study did not have prior 

theoretical support, future research could focus on developing an 

understanding of the impact of this construct on consumers when 

consuming fashion brands.  Future research could aim to develop a measure 

of interpersonal trust that focuses on the trust consumers place in their 

friends and family when consuming fashion.  Following the development of 

this measure, further research could consider both interpersonal trust and 

brand trust and test which type of trust has more influence consumers.  

 

It would also be useful for future research to explore the relationship 

between the constructs employed in this research.  For example, the results 

of this study indicate that fashion consciousness and self-expressive brands 

are both important to Generation Y consumers.  Therefore, it would be 

interesting to conduct a study with older or younger generations to see if 

they place the same level of importance on these constucts.  The findings 

could then be compared to the results of this study to detect any possible 

difference that may exist across the age groups.  
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Future research could benefit greatly from delving deeper into how 

consumers use online SNSs.  More research is also needed to further 

explore the influence these SNSs have on consumers.  This research is 

essential because as these SNSs continue to grow in popularity, it is likely 

that their influence on consumer’s purchases will also rise.  Gaining further 

insights into the impact of SNSs on Generation Y is also essential because, 

as previous stated, SNSs are viewed as fundamentally changing the 

relationships consumers form with brands (Bolton et al., 2013).  Further 

exploration of the relationship between SNSs and self-expressive brand is 

needed, given the prominence of the self in these online enviroments.  

Moreover, given the interactive nature of SNSs, it would be interesting to 

further explore how social interactions on SNSs influence Generation Y 

consumers’ behaviour towards fashion. 

 

A compelling avenue for future research would be to explore whether the 

price sensitivity relationships would hold if this research was conducted 

with other generations of consumers or with less transient and self-

expressive brands.  Therefore, future research could benefit from further 

exploring the nature of the hypothesised relationships involving the price 

sensitivity construct.  Statistically significant positive relationships were 

found between fashion consciousness and price sensitivity,  and between 

price sensitivity, PQ/V, satisfaction and brand love, which contradicted the 

directionality of the hypothesised relationships.  Although the researcher 

acknowledged that the current economic problems in Ireland could be a 

potential reason for these findings, it would be of particular interest to 

explore these constructs among different age cohorts or in a more stable 

economic climate to see if the findings still hold.  Future research would 

also benefit from further exploring the relationship that emerged between 

self-esteem and price sensitivity in this study, to gain a deeper 

understanding of the complex relationship that exists between these two 

constructs.   
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Future research would benefit from developing an alternative measure of 

price sensitivity given the limitations associated with the measure employed 

in this study. 

 

As stated, a potential reason for WOM engagement among members of 

brand tribes is that these consumers could potentially be viewed as brand 

experts or opinion leaders among Generation Y consumers.  While opinion 

leadership was outside of the scope of this study, an interesting direction for 

future research would be to explore the dynamic that may exist between 

opinion leaders, brand tribalism and WOM, to see if those who are opinion 

leaders and are members of a brand tribe are more likely to engage in 

WOM.  Further, as brand tribalism is a relatively new construct in the 

marketing literature, future research is needed to further examine the link 

that was uncovered between self-expressive brand and brand tribalism, and 

brand tribalism, brand loyalty and WOM.  Additional research is required 

on brand tribalism as this measure did not perform as expected in this 

research.  Therefore, future research is needed to explore how this measure 

performs in another study. 

 

Given the fact that brand love is a relatively new construct in the marketing 

literature, future research would benefit from further testing the 

relationships between brand love, brand loyalty and WOM.  To date, the 

majority of research on brand love has been conducted with brands that are 

self-expressive by nature (for example, Carroll and Ahuvia, 2006; Ismail 

and Spinelli, 2012); therefore exploring whether these relationship would 

hold with brands that are not as self-expressive as fashion brands would be 

beneficial. 

 

In relation to PQ/V, it would be interesting for future research to focus on 

further exploring PQ/V with other age groups to test the importance other 

groups place on quality and value.  Of particular interest would be whether 

older age groups are as willing as Generation Y consumers to talk openly 

about their price sensitive and value seeking behaviour.  Perhaps testing 

these relationships with brands that are not as self-expressive as fashion 
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would also be an avenue for future research as it would be compelling to see 

if these findings would apply. 

 

Further research is also needed in relation to satisfaction.  The qualitative 

findings suggested that although the participants are satisfied with the 

fashion brands they consume, due to the transient nature of fashion, their 

satisfaction is not long-lasting.  These consumers are satisfied when they 

purchase and consume the brand, but become dissatisfied after the 

consumption stage.  Therefore, Generation Y consumers’ satisfaction 

changes over time.  It was suggest that this finding may explain the 

outcomes of the satisfaction relationships in the quantitative phase.  

Consequently, more research is needed gain further insights into the unique 

role satisfaction may play for consumers when consuming fashion brands, 

or brands that have similar characteristics. 

 

Although future research is required in relation to satisfaction with fashion 

brands, perhaps it would be beneficial to employ an alternative satisfaction 

measure, given that all but one of the relationships hypothesised with this 

construct were insignificant.  Further research is also needed to further 

explore the performance of the measures in this study and to check if the 

results that were found in this study apply in others.  

 

In this study, brand loyalty was measured at the level of the brand and as a 

result, a single construct was employed to measure this variable.  An 

interesting approach for future research could be to test the model by 

measuring the different types of brand loyalty that were evident in this study 

to see if they influence the model differently. 

  

Additional research that further explores the motivations this study 

suggested for engaging in WOM would be beneficial to gain deeper insights 

into why people engage in WOM.  For example, the notion of self-

expressive WOM is new to the literature and suggests a change in consumer 

behaviour.  Further research is needed to gain an enhanced understanding of 

those consumers that engage in this form of WOM.  Moreover, further 
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research is needed to examine how WOM that is motivated by the self-

expressive and self-enhancement goals of the consumer impacts on the 

brand.  Given that Generation Y consumers are wary of marketing attempts 

(Foscht et al., 2009), perhaps these consumers view this form of WOM as 

being one of the most credible.  The more credible this form of WOM is 

perceived to be, the more influence it may have on the Generation Y cohort. 

Therefore, given the increasing popularity of this form of WOM, brands 

would benefit greatly from gaining a better understanding of how WOM 

that is generated for the self-expressive and self-enhancing benefits of the 

consumer, affect CBRs.  Additionally, as outlined in Chapter 9, online 

WOM is also becoming increasingly popular with consumers and has the 

potential to influence far more consumers than is possible offline.  

Therefore, future research is need to gain further insights into this new form 

of WOM.   

 

As it was outside of the scope of this study, the researcher did not 

distinguish between Generation Y consumer groups or identify groups of 

Generation Y consumers.  Future research could benefit from conducting a 

multi-sample analysis to gain a deeper understanding of the different types 

of Generation Y consumer that may exist.  

 

Future research would benefit from testing whether the distinct types of 

consumer have different types of relationships with fashion brands.  It is 

possible that the relational structure of the final model differs depending on 

the brand relationship. Therefore, to test whether this assertion is true, it 

would be beneficial for future research to run the SEM model for two 

groups of respondents to see if the groups report different relationships with 

brands. 

 

It may also be worth while for future research to further explore the new 

paths that were added to the structural model based on the MI.  Future 

research could explore the existence of these relationship among Generation 

Y to provide additional support, or alternatively could explore these 

relationships in other contexts or with other age cohorts to gain an enhance 
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understanding of these new relationships.  

 

Finally, as outlined in the limitations, future research would benefit from 

exploring CBRs over time and extending this research into a longitudinal 

study.  Given that fashion is a transient phenomenon, and that CBRs change 

over time (Dalziel et al., 2011), a longitudinal study would be beneficial in 

providing insights into how consumers’ relationships with fashion brands 

evolve, develop and perhaps mature.  It would be interesting to monitor 

CBRs overtime to see how a brand relationship can potentially change in a 

given timeframe.  For example, a brand relationship that may have began as 

a fling, may eventually evolve into a committed partnership.  It would also 

be interesting to see if an individual consumer moves through the various 

different types of brand relationships over the complete duration of their 

relationship with that brand.  Moreover, a compelling avenue for further 

research would be to replicate this research with Generation Y at a certain 

point in time in the future to test if the findings would still be applicable.  

As the possible areas for future research have now been delineated, the 

following section will conclude this study.  

 

10.7 Conclusion 

The purpose of this research study was to explore the relationships 

Generation Y consumers develop with fashion brands.  This research was 

essential as, although research on CBRs has increased in recent years, there 

was a dearth of research on what leads to consumers forming relationships 

with their brands.  This is despite the fact that maintaining relationships 

with consumers is financially important and central to the success of any 

brand (Fournier et al., 2012; Ismail and Spinelli, 2012; O’Loughlin et al., 

2004).  In particular, there was lack of research on the relationships 

consumer form with fashion brands (Ismail and Spinelli, 2013).  Fashion 

brands are unique because they are self-expressive and allow consumers to 

communicate the type of person they are through consuming them (Escalas 

and Bettman, 2005; Gabrielli et al., 2013).  Therefore, the relationships 
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consumers form with fashion brands differ from the relationships they form 

with other types of brands.  Consequently, the literature not only lacked an 

understanding of how consumers form relationships with fashion brands, 

but also lacked a comprehension of what drives the relationships consumers 

form with fashion brands.  This study aimed to address these gaps by 

exploring the relationships Generation Y consumers form with fashion 

brands.  

 

Generation Y refers to those consumers born between 1977 and 1994 

(Noble et al., 2009).  Generation Y is a vast and valuable market segment, 

that is both brand and fashion conscious (Noble et al., 2009).  As an age 

cohort, this group of consumers displayed a number of characteristics that 

warranted study.  For example, Generation Y consumers love fashion, 

trendy products, status brands, and shopping (Tran, 2008), and this meant 

they presented a relevant segment for the study of fashion brand 

relationships.  Further, despite their evident value as consumers and the fact 

that Generation Y consumers are fashion conscious and love fashion brands, 

this age cohort had been neglected in studies focusing on CBRs in the extant 

literature (Charters et al., 2011; Kim et al., 2010; Sheahan, 2005).  

Therefore, this research sought to address these oversights by aiming to gain 

a deeper understanding of the unique relationships Generation Y consumers 

form with fashion brands. 

 

To gain an enhanced understanding of Generation Y consumers’ fashion 

brand relationships the researcher employed a mixed methodology of 

Narrative interviews and survey questionnaires.  Before conducting the 

qualitative research, the researcher completed a comprehensive review of 

the extant literature from which an initial CF emerged (see Chapter 3).  This 

initial CF guided the subsequent qualitative research as the researcher 

sought to contextualise and inform this framework by conducting twenty 

Narrative interviews with members from across the entire age span of 

Generation Y (see Chapter 4).  Following the analysis of the Narratives (see 

Chapter 5), the initial CF was revised and twenty-three hypothesised 

relationships were presented for testing in the subsequent quantitative 
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research phase (see Chapter 6).  During the quantitative research, the 

researcher conducted a large-scale online survey (N=675) with members of 

Generation Y (see Chapter 7).  Both student and non-student members of 

Generation Y participated in this online survey, with respondents’ ages 

ranging from 18 to 35 years, i.e. the entire age span of Generation Y (see 

Chapter 8).  

 

Following the quantitative research, the survey data was analysed with the 

use of SPSS 20 and AMOS 20.  Descriptive analysis, exploratory factor 

analysis, confirmatory factor analysis, and structural equation modeling 

were conducted during the analysis of this data (see Chapter 8).  Twelve of 

the hypothesised relationships were supported by the data. Eleven were 

rejected and five new relationships were suggested by the MI.  Therefore, in 

total, the final model of Generation Y’s fashion brand relationships, which 

is presented in Figure 10.2, contained seventeen significant paths.  These 

significant relationships were discussed in detail in Chapter 9 in relation to 

the literature and informed by the Narratives.  The relationships that 

performed unexpectedly were also discussed in Chapter 9. The current 

chapter concludes this study.  During the course of this chapter the 

hypothesised relationships were briefly presented in Section 10.2.  Section 

10.3 outlined the contributions and implications of this research.  As with all 

studies, this research is not without limitations and the limitations of this 

study were discussed in Section 10.4. Finally, Section 10.5 presented the 

possible avenues available for future research.  In closing, the researcher is 

confident that this study offers further avenues to better understand the 

relationships consumers form with fashion brands. 
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Figure 10.2 A model of fashion brand relationships for Generation Y 

consumers  

 

 

 

 

 

 

 

 

 
 

* Black line = initial accepted paths; broken line = initial rejected paths; Coloured line = 

additional paths added during SEM 
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Appendix 4.1 – Breakdown by County of where Irish NUI Galway 

Students come from: 

  

County Total Students 

Galway 6173 

Mayo 1329 

Clare 868 

Donegal 840 

Dublin  584 

Roscommon 522 

Sligo 503 

Westmeath 432 

Limerick                                                365 

Tipperary 335 

Cork 333 

Offaly 304 

Kerry 279 

Kildare 267 

Meath 217 

Leitrim 215 

Laois 176 

Longford 168 

Cavan  150 

Wicklow 117 

Kilkenny 113 

Louth 106 

Waterford 88 

Monaghan 83 

Wexford 83 

Carlow 65 

Derry 7 

Antrim 4 

Tyrone 3 

Down 2 

Fermanagh 2 

Armagh 1 

 

(Source: NUI Galway) 

 



                                                                                                     Appendices                                                                                                                                 

 518 

Appendix 4.2 – Example of the emails sent to Recruit Participants – 

Narratives 

Date: Monday 17th October 2011 

 

This email was sent to a programme coordinator to recruit nursing students, 

and is similar to the email sent all programme coordinators to recruit 

students. 

 

Dear Maura, 

 

I am a PhD student in the Marketing discipline in the University and was 

wondering if you could help me recruit two of your students to participate in 

my study?  I am conducting research on young consumers’ attitudes 

towards brands and would need to meet each student for a one-hour face-

to-face interview.  I would really appreciate if you could email your 4th 

year Nursing students and ask them to contact you if they are willing to 

participate.  If you could then reply to them and copy me so I can get in 

direct contact with them that would be fantastic. Below is a typed message 

for you to send to your students. 

 

Dear all,  

 

Perhaps you can help us - Lorna Ruane, a PhD student in the Marketing 

discipline in NUI Galway, is conducting research about consumers' attitudes 

towards brands.  She is using a Narrative Research approach, which 

involves informal conversations on a one-to-one basis with consumers.  For 

her research, she needs to talk to young consumers who are studying at NUI 

Galway.  Both male and female participants are welcome. 

 

If you are you available would you be willing to participate in a meeting 

with Lorna?  The one-to-one meeting would take approximately 1 hour, and 

would involve a conversation about your attitudes towards brands.  You do 

not have to prepare anything in advance, as it is an informal chat format. 

 

Your participation would be invaluable as it is essential that she captures the 

attitudes of a broad range of young consumers. 

 

If you are free at any time this coming Thursday 20th, Friday 21st, Monday 

24th or Tuesday 25th and would be willing to participate, please let me 

know by Thursday morning (20th of October).  I would then put you in 

contact with Lorna directly, and you can arrange a time and place that suits 

you both. 

 

Do let me know if you would be willing to participate, 

I would really appreciate your help. 

 

Kind regards, 

Lorna. 

IRCHSS Postgraduate of Ireland Scholar 2011/2013 
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Appendix 4.3 – Narrative Guide 

 

Hello, my name is Lorna and we are here today to have a discussion about 

your attitudes towards brands. I would like to thank you very much for 

agreeing to participate in this study. This Narrative interview should only 

take about an hour of your time and will allow us to talk about your 

perceptions of brands, particularly fashion brands. This Narrative discussion 

will be recorded so I can I can focus on what you are saying and will not 

have to write down everything. Are you okay with this? I would like to 

assure you that this study is completely confidential and the recording will 

be used solely for the purpose of this research. 

 

Background information: 

Name: 

Age: 

Occupation:  

Where you come from: 

Where you live now: 

Life history/family background, etc.: 

 

“When you think about fashion or fashionable products, what comes to 

mind?” 

Can you share your thoughts on what fashion meant to you? 

 

Probes:  

Brand relationship: 

Brand is you/comfortable with the brand 

 

Loyalty: 

Loyal to a brand/keep purchasing 

 

WOM: 

Talk favourably about brand to others 
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Fashion consciousness: 

Aware of trends 

Fashionable 

Put thought into the clothes you wear 

Shop for new trends 

 

The self – Self-image congruity: 

Fits with your personality/image 

Consistent with how you see yourself 

 

Tribalism: 

Brand contributes to your life  

Reference group acceptance – friend’s approval/talk about brand with 

friends 

 

Satisfied with fashion brands 

 

Love fashion brands 

 

Trust fashion brands/meet expectation 

 

The Internet/Online 
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Appendix 4.4 – Brands listed in the in class survey 

Date: Wednesday 12th October 2011 

This survey was conducted with third year Commerce students (N=80). 

Students were asked to note the first three fashion brands that came to mind.  

 

Brands are listed in alphabetical order. 1st, 2nd and 3rd refer to the order in 

which the brand was stated. 

 

Brand 1st 2nd 3rd 

Clothing 

   Abercrombie & Fitch 8 4 4 

Armani 1 2  

Calvin Klein 1  2 

Carolina Herrera   1 

Chanel 5 1 

 Coach 1 

  DKNY 1   

Diesel 1  2 

D&G 1 2 2 

Gucci 1  1 

Guess 2  2 

Henley's   1 

Hermes  1  

Hollister 7 5 7 

Hugo Boss   2 

Jack & Jones 1 3 3 

Karen Millen  1  

Kenzo  1  

Lacoste   1 

Loewe  1  

Louis Vuitton 3 1 3 

Lyle & Scott 1 1  

Miu Miu 1   

Mulberry  1  

Prada  1  

Ralph Lauren 2 2 1 

Ray-Ban 1   

Remus Uomo 1   

Scotch & Soda 

 

1 

 Ted Baker  1  

Tommy Hilfiger 2 6 2 

UGG 2 1 1 

    Retail 

   Asos 4 2  

A|Wear   1  
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Brown Thomas 1 1  

Burton 1   

Dorothy Perkins  1  

Esprit  1  

Forever 21 1 1  

H&M 1 3 2 

IKKs   1 

Mango 1 1 1 

Miss Selfridge   2 

New Look 3 3  

Next  1  

Oysho 1   

Penneys  1  

River Island 3 8 6 

Schuh   1 

Stradavarius   1 

Topshop/Topman 10 4 5 

Urban Outfitters  1  

Zara 4 

 

4 

    Sport 

   Adidas 2 1 3 

DC 

  

1 

Nike 3 3 2 

O'Neills 1 

  TapOut 1 

  

    Others 

   Apple 3 

  Audi 

  

1 

Diageo   1 

Lambourgini 

  

1 
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Appendix 4.5 – Logos employed to stimulate discussion in the Narrative 

Interviews 

 

It should be noted that these brands were shown to the participants one at a 

time, and only at the end of the Narratives, to avoid biasing the discourse. 
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Appendix 4.6 Example of Narrative Coding: Price Sensitivity 

 

Mentioned by: 20 participants 

 

Theme: Price Sensitivity 

Subtheme Quote 

Price “For a college student definitely the price outweighs 

everything. It wouldn’t matter if I liked something in River 

Island, if it was too pricey, I’d have to tell myself ‘no, you 

can’t afford that.’ When I was younger I could beg my 

mother, but I can’t beg my bank account to have more 

money in it.” Lisa 

 

“Price is very important, when you’re going to college it has 

to be” Niamh 

 

“Price is THE most important factor [when consuming 

fashion]. Everybody’s taking pay decreases. I’ve lost all the 

bonus’s I used to be on and I’ve taken a 20% pay cut. So 

obviously price effects things.” Declan 

 

“Price is a big thing. […] I’m not working, so any money I 

do have is flying out the window so I don’t really have 

money to be spending on clothes.” Kate, 

 

“Price is a big issue. Now I’m on college I have to consider 

price. I’ve noticed a huge difference because in school when 

I bought something I didn’t have any other spending, but in 

Galway I’ve so much so budgeting to do that fashion can’t 

be my top priority.” Deirdre 

 

“If I see something I want but don’t necessarily need I’ll 

look at the price and if it’s too expensive I’ll be like ‘oh well 

no I’m not getting that’” Antoinette  

Discount/ 

Sales 

“Topshop have […] good discounts. A student makes a huge 

difference because when you spend €60 and get 10% off, it 

makes a difference and you’d be more inclined to go to 

shops if they have the student discount.” Niamh, 

 

"I’d shop anywhere with a student discount. [...]A student 

discount or a sale, definitely influences where I buy my 

clothes. Last week there was a 30% student discount on in 

Warehouse and River Island. It’s something nice, and makes 

people come back again.” Lisa 

 

“New Look and Topshop have discounts for students. It’s 

always appreciated when you bring in your student card and 

get 10% or 20% off, it’s always a nice bonus I definitely 

appreciate student discounts and have a look at those 

brands.” Kate 
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“Topshop’s clothes are a bit on the small side but the quality 

is good, the prices are good; the students discounts are 

good.” Dave 

 

“I’m more brand conscious when I shop online. I always go 

to Calvin Klein first when I’m shopping online because […] 

I feel I’m getting a branded product at discounted rate. I can 

be more free and a little bit more frivolous with money when 

I’m shopping online because I’m getting a good discount.” 

James 

 

“If there was Nike tracksuit pants that I wanted and they 

were just too expensive for my pocket, […]  I’d wait until 

we’ll say the summer sales or January sales or whatever and 

I’d get them then.” Julie 

 

“If I’m walking through a town and see a sale or a closing 

down sale I would always pop in for a browse.  Ninety 

percent of the time probably not buy, but just ten percent of 

the time you probably will buy like.” Bernard 

Money “I don’t have money to keep up with trends, I’m a student, I 

can’t keep up with whatever is coming in and out of fashion 

because it goes in and out so quickly.” Aoife 

 

“I’ll always try and look well and keep up with people and 

trends, but I don’t have enough money to make it my 

primary concern. I don’t have a lot of money to spend on 

clothes so that’s why I like ASOS, there’s a lot of things that 

are a lot cheaper. I like cheap clothes but I like clothes that 

are quality so it’s a hard balance for me to get.” Dave 

 

“It’s increasingly hard to have spare cash to buy what you’d 

like to buy. A large part of my money goes towards the 

mortgage and increased taxes. So I don’t keep up with the 

fashion as much as I’d like to, I’d rather eat and have 

somewhere to live than carry a nice bag.” Julie 

 

“I don’t have money to keep up with trends.” Aoife 

 

“If I had endless money I’d shop more but I think I should 

just save a bit more and be sensible about money, have a 

little bit more security.” Stephanie 

 

“Since going to college I see people’s casual fashion and 

really nice so I’m getting into that. I see people wearing 

clothes and want to go shopping more […] but I haven’t 

bought anything yet, because of money.  If I had money I 

would.” Laura 

Cheaper “I spend a good bit of time in the US so I’d do a lot of 
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shopping there, and I’m just back from Canada, so I’d get it 

cheaper things over there.” Aisling D 

 

“Lyle & Scott, I’d buy an awful lot of online. You might get 

it for £25 of a £100. […] So you’d get it a lot cheaper like.” 

Declan 

 

“Sometimes you are better off shopping in Penneys because 

you don’t want to be wearing the same thing all the time so 

you could get loads of cheaper stuff rather than getting one 

or two more expensive stuff.” Niamh 

 

“My days of paying over and above for fashion is gone.  If I 

can get something cheaper I’ll buy it and use it and wear it 

and then discard it, I mean it’s not going to break me.” Julie 

Save to buy If I really want something it wouldn’t matter what price it 

was. I will save my money and get it. That’a what I done 

with my Louboutins, I saved and now I’m a student with 

Louboutins.” Roisin 

 

I go for higher brands when I go away, so if I was going to 

London for a weekend I’d save money and buy higher 

brands because you are not going to get them in Galway and 

other people aren’t going to be wearing those brands.” 

Kieran 
 

I’m more likely to spend money on something really nice 

from Topshop because I have to save to get it, then things 

from Penneys are just going to be things that I get all the 

time, like t-shirts and stuff.” Aoife 

Price/Quality “I associate better quality clothes with A|Wear, River Island 

than Dunnes and Penneys and that comes back to the price. 

You associate expensive clothes and better quality with 

River Island, or reasonable prices and not great quality 

clothes from Penneys.” Lisa 

 

“Quality is reflective in how clothes look and the price. You 

have to be willing to pay more for Topshop and River Island 

because they’re automatically more expensive. It’s in your 

head that you’re paying for better quality, nicer clothes. It’s 

in your head that you’re paying for better quality, nicer 

clothes. The way they look, the way they fit, everything, you 

paid extra money because it’s going to be better.” Aoife” 

 

“Topshop and River Island are all expensive, but they’re 

really good quality so they’re worth it.” Laura 

 

“I will pay more for Predators […] for better quality. […] If 

you pay €150 for boots rather than €60, you expect them to 

be better quality and last longer” Aidan 
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“If I’m going to buy something in Dunnes or Penney’s, 

which would be rare I wouldn’t expect much back from it, a 

couple of wears or a couple of uses and that would be it, if it 

was more pricey I’d expect higher quality from it.” Kieran 

 

“When you pay more for a brand, you expect more for your 

money. You don’t mind when cheaper stuff lets you down 

because you know what you’re buying. It’d be different if I 

paid €60 for a Lacoste polo shirt and it let me down, I’d be 

fairly thick over that. But I don’t expect the same level of 

product and I don’t expect longevity when I buy Dunnes. 

It’s like there’s an understanding between you and Dunnes 

or Penneys, don’t come back complaining about it.” James 

 

“I believe if you spend money on something, it is going to 

be better quality and will last you longer, so there’s better 

value in it.” Aisling C 

 

“When you spend a bit of money on something, [you know] 

it is quality, it will last you longer too.” Joanne 

 

“Bought some stuff in Abercrombie & Fitch in America last 

year.  Gorgeous hoodies, really good quality. Paid $100 for 

the tracksuit pants, they balled and they feel horrible and 

look horrible and that was after literally three washes, I was 

very disappointed.  The price did not match the quality.” 

Julie 

 

“I only buy clothes in Penney’s because the shoes and the 

bags look so cheap […] I’d rather spend more money on and 

get a better quality.” Emese 

Price 

Expectations 

“You know when you go to a shop what you expect to pay. 

If you go into New Look or River Island you know how 

much you’re going to spend because you know the general 

prices.” Aoife 

 

“I don’t look at the price when I see something I like, if I 

like it I buy it and usually […] the price would be what I 

expect. I know a Ralph Lauren jacket will cost €500 and in 

New Look it’ll be €60 or €70.” Stephanie 

 

“You expecting the prices you’re going to see [in shops]. In 

River Island the clothes are all priced the same as they have 

been for the last few years, you’re not going to see anything 

and go ‘oh my god look at the price of that’ you expect it 

because you’re used to it.” Lisa 
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Appendix 4.7 – Sample of the Participant Maps 

 

Julie’s Map (Julie’s transcript is available in Appendix 5.2.3) 
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Aidan’s Map (Aidan’s transcript is available in Appendix 5.2.1) 

 



                                                                                                     Appendices                                                                                                                                 

 535 

 

Appendices Chapter 5 

 

Appendix 5.1…………………………………………………..…………536 

Appendix 5.2………………………………………………..……………538 

 Appendix 5.2.1………………………………...…………………538 

 Appendix 5.2.2……………………………...……………………542 

 Appendix 5.2.3…………………………………...………………547



                                                                                                     Appendices                                                                                                                                 

 536 

 

 

Appendix 5.1: Fashion Brands mentioned in the course of the 

Narratives 

 

Clothing and 

Accessory 

brands 

Retail brands Beauty 

Brands 

Sports Brands Technology/ 

‘Gadget’ 

brands, 

Cars 
Abercrombie & 

Fitch, 

American 

Eagle, 

Ben Sherman, 

Breitling, 

Calvin Klein, 

Chanel, 

Chloe, 

Christian Dior, 

Christian 

Louboutin, 

Coach, 

Coast, 

Crocs, 

Diesel, 

DKNY, 

Dolce & 

Gabbana, 

Douglas, 

Drunken 

Monkey, 

Dubarry, 

Ecco, 

edresses.com, 

Energy, 

Eton, 

Fred Perry, 

Full Circle, 

Gabor, 

G-Star, 

Gina, 

Giorgio 

Armani, 

Gucci, 

Guess, 

Hollister, 

Hugo Boss, 

Icon, 

Jack&Jones, 

Jack Wills,  

Jimmy Choo, 

Juicy Couture, 

Karen Millen, 

Lacoste, 

Levi’s, 

Lipsy, 

Louis Vuitton, 

Lyle & Scott, 

ASOS, 

A|Wear, 

Boohoo, 

Born Clothing, 

Brown Thomas, 

Debenhams, 

Dorothy 

Perkins, 

Dunnes Stores/ 

St. Bernard, 

Evans, 

Forever 21, 

Hanley’s 

Menswear, 

H&M, 

Louis Coupland, 

Martin Feeney’s 

Menswear, 

Missguided, 

Miss Selfridge, 

New Look, 

Next, 

Oasis, 

Office, 

Paul Byron’s, 

Penneys/Primar

k 

Pull and Bear, 

Reiss, 

River Island, 

Tesco, 

TK Maxx, 

Topshop/ 

Topman, 

Schuh, 

Vero Moda, 

Warehouse, 

Zara. 

 

Abercrombie 

& Fitch, 

Armani, 

Benefit, 

Calvin Klein, 

Chanel, 

Dolce & 

Gabbana, 

Hollister, 

Lacoste, 

MAC, 

Urban Decay, 

Victoria 

Beckham. 

 

Adidas, 

Amphibian King, 

Asics, 

Azuri, 

Canterbury, 

Champion Sports, 

Converse, 

Diadora, 

Elvery’s, 

Fila, 

Lifestyle Sports, 

New Balance, 

Nike, 

Northface, 

O’Neills, 

Onitsuka Tiger, 

Puma, 

Skins, 

Under Armour, 

Vans. 

 

Android, 

Apple, 

Audi, 

Blackberry 

BMW, 

Creative Zen, 

Dell, 

HTC, 

Samsung, 

Lexus, 

Nokia, 

Opel,  

Skoda, 

Sony, 

Toshiba, 

Volkswagen. 
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Marc Jacobs, 

Magee, 

Michael Kors, 

Miss Sixty, 

Mulberry, 

Paul Smith, 

Pretty Dress  

Company,  

Pringle, 

Prada, 

Ralph Lauren, 

Ray-Ban, 

Remus, 

Replay, 

Riker, 

Rolex, 

Savida, 

Scotch & 

Soda, 

Select, 

So. Cal and 

Co., 

TAG Heuer, 

Ted Baker, 

Tommy 

Hilfiger, 

UGG, 

Versace, 

Wrangler. 
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Appendix 5.2 Individual Case Analysis 

 

Appendix 5.2.1 Aidan   

Date: 19th October 2011; Duration: 50 minutes; Location: Private 

room, NUI Galway 

 

Aidan’s story.  Aidan is 21 years old.  He lives in Galway city where he 

studies Commerce and Accounting at NUI Galway.  In the final year of his 

studies, he moved to Galway two years ago to pursue his degree.  Aidan is 

originally from Cavan where he has a part-time job in a local hotel.  When 

he thinks about fashion or fashionable products he thinks of brands.  There 

are three types of brands he describes when talks about fashion: clothing 

brands, retail brands, and sports brands.  Aidan considers Abercrombie & 

Fitch (A&F) and Hollister to be “pretty much the fashion these days.”  

Aidan’s peers and those around him in college have a significant influence 

on his preference for these brands.  He views A&F and Hollister as as high 

end brands, that have a status attached to them because they show people 

that an individual is willing to spend more money on clothes and that 

“you’re not poor.”  He also sees these brands as providing confidence 

because people judge each other by what they wear. 

 

“I’d feel much cheaper wearing a Penneys hoodie, than a Hollister 

hoodie, even if people didn’t notice. You feel more confident wearing 

something more fashionable” 

 

Aidan prefers wearing fashionable brands because of the message they send 

to his peers.  Moving to college and being exposed to a larger number of 

people from all over the country influenced his fashion choices.  He 

believes that everyone in college wears A&F and Hollister, which impacts 

his preference for these brands.   

 

“When I see people wearing these brands, I like them and think I 

must buy something similar.”   
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Aidan’s preferred brands are American and are not widely available in 

Ireland.  They are available online and in Dublin but they are more 

expensive.  Aidan states that he would only buy these brands if he was in 

America.  To him, they are not worth paying the extra taxes and charges. 

Aidan is price sensitive, which shows his rational thinking when shopping, 

however he does not like wearing cheaper brands, such as Penneys, which 

relates to his emotional thinking and self-image.  In particular, he associates 

fashion brands with how they make him look and feel.  Wearing more 

expensive brands allows Aidan to present his desired self-image and is more 

socially acceptable than wearing cheaper brands.   

 

Sport has influences Aidan’s brand choices.  Subconsciously, through 

sponsorship of football teams and events, sports brands such as Nike and 

Adidas have been present all his life.   

 

“For as long I can remember, it’s been Nike and Adidas. All I 

remember growing up is seeing Nike in everything to do with sport. 

If I had to choose Nike or Azuri, I’d choose Nike for its quality and 

experience.” 

 

Through his experience with Nike, Aidan is aware of the quality of their 

products, and their knowledge and experience.  These lead to Aidan 

developing stronger relationships with and becoming more loyal to Nike. 

 

“It would make you more loyal, because it’s annoying when you’re 

playing a match wearing a normal t-shirt and sweating, so Nike 

controls it, you buy for the quality.” 

 

Nike is the first brand that comes into Aidan’s head when he thinks of sport:  

 

“Nike has been drummed into my head since I could read. It’s 

everywhere, that little symbol, that’s all they need.” 

 

The brand logo and brand recognition has played an important role. “You 

could just put the tick instead of writing Nike and everybody would 

recognise it, it’s like reading a word.”  For Aidan, much like A&F and 

Hollister, Nike is a brand with strong brand recognition. He has strong 
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associations with Nike because his favourite football team (Manchester 

United) is sponsored by the brand and therefore he associates Nike with 

being the best.  He also feels Nike sponsor all of the best teams and sports 

stars.  

 

Although Aidan believed he was not loyal to any one brand, during the 

course of the conversation he realised, subconsciously, he has been loyal to 

sports brands for years. 

 

“I don’t have a brand of football boots I’d wear all the time. Maybe 

I’ve been wearing Adidas Predators for 6 or 7 years but I didn’t 

even realise it. Maybe I do have a brand, even runners, I buying the 

same pair of Nike runners every time I need a pair.” 

 

Aidan is comfortable with, and knows what to expect from, the Adidas 

brand, which is why he repurchases the brand.  He is loyal to Nike runners 

for the same reasons. 

 

“You’re comfortable with them, you know the brand and they fit the 

nicest so that’s why I got the Predators the last few times.” 

 

With Adidas boots Aidan knows he can expect to pay a big price but in 

return he gets quality and value.  “They are very comfortable, a good fit and 

you pay a big price for them but they are going to last.” In his opinion, 

much of the relationship he has with his brand of football boots is 

psychological.  For example,he says: 

 

“People are conscious if they change their boot they’ll start playing 

or kicking differently, they’re superstitious […] If you buy the same 

boot, it will be grand because it won’t change the direction of your 

kick.” 

 

His familiarity with the product drives his relationship with this brand.  He 

views Adidas Predators as the best football boots, and is willing to pay more 

for these than other brands because he expects better quality, more 

reliability and longevity.   
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“I will pay more for Predators […] for better quality. […] If you pay 

€150 for boots rather than €60, you expect them to be better quality 

and last longer.” 

 

Aidan is loyal to Nike and Adidas in all of his sports wear consumption and 

not just footwear, because “they are the two main sports brands. In any 

shop more than half the stock is Nike and Adidas.”  Therefore, a lack of 

selection or variety is also a driving force in his consumption of brands.   

 

In the course of his narrative interview, Aidan spoke of the importance of 

satisfaction because “you’re not going to go back to a brand if you’re not 

satisfied with it.”  After a bad brand experience, Aidan is only willing to 

give the brand another chance if the situation was resolved satisfactorily.  

For this reason he thinks service is important.  

 

“If I had a bad experience I wouldn’t give the brand a second 

chance but if it was resolved in a good way, I would. Service is 

important; it’s good to get good service. When you’re paying money 

for something you look for service.” 

 

Aidan is an occasional online shopper.  He is price sensitive when shopping 

online and only buys from within the EU to avoid extra taxes and customs 

fees.  However, most of his shopping is done offline, as he does not see the 

need to shop online if shops are accessible offline.  Fit is also an issue when 

shopping online due to the inability to try products before purchasing.  

 

“I wouldn’t shop on Topman or River Island because they’re here 

[in Galway]. You may as well go in (to the store), try it on, make 

sure it fits right and then you may as well buy it, I don’t see the point 

in getting it online when you can get it in a shop.” 

 

Even though in many cases buying online is cheaper, Aidan is willing to pay 

more in retail stores just for the convenience of being able to try items on 

before purchasing.  Despite the fact that he is price sensitive, he willing to 

pay more for the ease of access.  
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“You may as well go into the shop and get it. It’s better, they’ll give 

you service, so you are going to pay that much extra for 

convenience.” 

 

The Internet also impacts on Aidan’s brand awareness through social media.  

Businesses offer competitions and free items to create awareness of the 

brand.  Aidan feels this raises his awareness about the brand and is good 

advertising, because “it’s getting people talking and thinking about their 

product, it keeps it in their heads for the next time they want to purchase 

something. It has a big impact.” 

 

Appendix 5.2.2. Laura 

Date: 21th October 2011; Duration: 75 minutes; Location: Private 

room, NUI Galway 

 

Laura’s story.  Laura is 19 years old.  She currently lives in Galway where 

she is a first year nursing student.  She is originally from Mayo and she 

returns to Mayo at the weekends to work part-time as a shop assistant.  

Laura is from a large family and has six sisters.  When Laura thinks about 

fashion or fashionable products the first thing that comes to mind is 

celebrity fashion.  For Laura, fashion is the clothes that she wants to wear 

on a night out to look her best and stand out.  Laura is “always shopping 

online, looking at the new fashion, what celebrities are wearing and looking 

at different people and their styles.”  She is fashion conscious and these are 

the sources of her fashion inspiration.  

 

“I’m definitely fashion conscious from watching TV, reading 

magazines, being on the internet, definitely looking people on nights 

out and seeing what they wear, and meeting new people, especially 

since I’ve gone to college.”   

 

Celebrities influence Laura because they are the first to wear new styles and 

embrace new trends.  She looks to them for inspiration but also shows her 

lack of confidence as she feels she cannot wear these trends as well as 

celebrities.  
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“I saw Kate Winslet wearing a red dress, so I bought a red dress 

like it, I copy what they (celebrities) wear. But I won’t pull it off like 

them.” 

 

College also has a major influence on Laura’s style.  It has made her aware 

of new and different fashion that she would not be exposed to in her 

hometown.  

 

“At home everybody has the same style but since I’ve gone to college 

I’ve noticed everybody has their individual style, everybody is 

unique. Meeting new people influenced me because I’ve gathered 

different styles from different people. I’m wearing boots now, I 

would never wear boots before college. I want to go shopping more 

now, because I want to change my style.” 

 

She further displays this influence in her love of Converse shoes. 

 

“I didn’t like Converse but since going to college everybody is 

wearing them and I want a pair so bad. I love them now, I have to 

get a pair.” 

 

Price is not Laura’s main concern when she is shopping, what is most 

important is that the item looks good – “if it costs €10 or €80 I’d buy it, the 

main thing is that it looks good.”  Laura is satisfied with her purchases 

because she buys items for their appearance and if she is not happy with 

how they look she can return them.  Laura’s confidence is boosted by her 

clothing and by others approving of her fashion choices.  As a result, Laura 

feels better about herself and is happier when is wearing her clothes. 

 

 “Clothes definitely make me happier, I don’t like people seeing me, 

when I’m not dressed up properly, or not looking my best but when 

I’m out I feel much better, I feel more confident in what I wear.”   

 

Laura only dresses up when she is socialising, because she associates 

fashion with going out at night.  She feels she has mastered dressing for 

socialising, but cannot dress as well during the day.   
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“I associate fashion with going out. There’s casual and going out, 

I’m good with going out fashion but I haven’t got the hang of the 

casual fashion yet.”  

 

When Laura is dressing for going out, she wants to wear clothes that make 

her stand out and, in particular, that other people will compliment. 

 

“When I’m going out, I want to wear something that stands out and I 

look good in, because everybody would say, ‘I love your dress or 

your top, where did you get it?’ I like when people ask about what 

I’m wearing, or when they say, can I borrow that? That’s why I’m 

always shopping, I want to always have the best fashion.” 

 

As Laura loves when people compliment her outfits, she hates wearing 

clothes twice.  Another reason she hates wearing clothes twice is that she 

worries about what others think. 

 

“I hate wearing an outfit twice because people have seen it before 

and I think they say ‘oh she wore that dress before.’ Not as many 

people will ask to borrow it. I won’t feel comfortable in it, and I’ll be 

conscious.” 

 

Facebook is another reason Laura doesn’t like to wear the same clothes 

twice. “You are tagged in pictures on Facebook so people see you tagged 

wearing a dress twice on different nights out, which I don’t like. If 

Facebook didn’t exist, Laura would wear her clothes more.  

 

“If there wasn’t Facebook I’d wear an outfit twice, but I know 

people look through photos […] I hate that photos are tagged on 

Facebook, and I can see that I wore something twice. […] You go 

out to look good because it’s going to be up on Facebook.”   

 

In this quote, Laura highlights the importance she places on social 

acceptance and her sense of self.  It is obvious her clothes form an important 

part of her identity and her self-concept.  They give her confidence and it 

makes her happy when people talk about her clothes. 

 

“It makes me feel better because they’ve nothing else to compliment, 

I don’t have like nice hair or anything. I feel happier when people 

talk about my clothes, because, I’ve nothing else to show off.” 
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Laura likes people who have their own, unique style and she is eager to 

develop one herself.  This is why she tries to stand out through the use of 

fashion.  Laura feels those with unique style “wear clothes people won’t be 

able to pull off. They always have the first style, and I love that because 

they’re not staying the same as other people.”  To her, being unique is 

about being first and the influence that has on others.  She wants to be a 

fashion leader and have an impact on what other people are wearing, with 

them looking to her for inspiration.  This is the desired self Laura is aiming 

to create for herself. 

 

Online shopping is a medium that allows Laura to feed her need for 

uniqueness.  She states that she is “addicted” to online shopping and “looks 

online everyday.” Online shopping is convenient for Laura, as she does not 

have time to go shopping.  It is also easier to view clothes on the Internet 

and the price is often lower.  The only negative when shopping online is that 

the item may not fit properly but “you can return it so it’s fine.”  Laura has 

confidence with online shopping because from experience, she knows what 

sizes to order on different websites.  She shops online on websites that do 

not have an offline presence, such as ASOS, Missguided, Boohoo and Motel 

Rocks.  She also visits River Island’s and Topshop’s websites but does not 

buy from them - “I’ll ring them to see if the product is in and then go to the 

shop to buy it.” In these instances she’ll purchase the item she viewed online 

in-store before she purchases it online.  

 

“I like the Internet because every product is laid out and you can 

select dresses, or tops, but in a shop you have to look through every 

single thing. It’s easier to shop online, you find more, and they 

always have your size. If there was no online, I wouldn’t shop that 

much. I wouldn’t have time. Online shopping is the best, because 

you’re working at the weekend, you’ve college during the week, so 

you just order it and it comes to your door” 

 

Laura mainly purchases dresses online because this feeds her need for 

uniqueness and to stand out.  
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“I mainly buy dresses or shoes online, I wouldn’t buy skirts or t-

shirts or tops, I can buy them in the shops.” 

 

Now however, larger numbers of her peers are shopping online, especially 

on the websites ASOS.  Therefore, in order to differentiate herself she is 

searching for new websites where she can “find one or two dresses that 

stand out and you won’t find them in a shop.”  Laura states that she hates 

“buying dresses in a shop because somebody is guaranteed to be wearing 

the same dress on a night out.  So the main reason I shop online is because 

no one has them, so I’ll definitely stand out.” 

 

There are certain brands Laura has always wanted to own but has never 

been able to attain.  She has always wanted a Guess bag, but feels they’re 

too expensive.  She has also always wanted a pair of UGG boots and really 

likes Hollister hoodies because are better quality and “they’ll last years.”  

She thinks Hollister clothes are nice and more importantly “when you see 

people wearing a Hollister hoodie, you think “well they have money.” They 

have real UGG boots so they must have money.”  It is what these brands 

communicate to other people about the person wearing them that Laura 

views as being important.  She views them as status symbols “because 

they’re really dear. So you’re rich if you’re wearing them.” Therefore, 

Laura looks at the consumption of brands as a signal of wealth.  

 

Reputation also plays a part.  When Laura sees celebrities wearing brands 

she then views the brand as having a good reputation, and makes her want 

the brand more than because she will be similar to the celebrity if she buys 

the same brand as them.  

 

“If I bought that Guess wallet or bag, then I can afford one of them, 

so now I’m like a celebrity. People think I’m rich, I’m really not, but 

it’s how it makes me feel.” 

 

Once again, Laura is highlighting the importance she places on other 

people’s perceptions and how brands make her feel.  Laura views brands as 
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providing a signal of wealth and being a source of confidence, which is 

important as she dresses for other people.   

 

Moreover, Laura is loyal to and loves certain brands, such as ASOS, 

Topshop and River Island.  Topshop’s clothes “are different.  It is one of the 

best shops and has unique style.”  In Laura’s opinion, Topshop and River 

Island are expensive, but she feels they’re worth it because of the quality of 

their items and the different styles they offer. However, Laura once again 

displays her lack of confidence when she states that she thinks she is unable 

to wear these clothes “because I’m a plain Jane girl and if you see 

somebody else wearing it they will always stand out and it will always look 

better on them.  If I wore them, everybody would be saying, ‘Why is she 

wearing them?   They look stupid on her’.”   Her loyalty is also evident in 

her aspirational loyalty to Guess, Louboutin and Chanel.   

 

“If I had the money I’d by brands like Chanel, Gucci and Louboutin 

shoes, they’d be my brands. I love them but I don’t have the money 

for them.”  

 

She associates Chanel with wealth and aims to own one day. 

 

“Chanel is for the really rich and lucky ones who have the 

sunglasses, the handbag I want. When I’m older I definitely want to 

have a Chanel handbag, that’s my main thing to have. ” 

 

Appendix 5.2.3 Julie  

Date: 25th October 2011; Duration: 75 minutes; Location: Private 

room, NUI Galway 

 

Julie’s story.  Julie is 31 years old.  She has lived in Galway all of her life 

where she works as an Accountant.  Julie is from a large family of five girls 

and three boys.  When she thinks about fashion or fashionable products she 

instantly thinks of it being expensive and a rip off.  Although she likes 

fashion she feels big brands abuse their power to charge excessively for 

their items.  
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“They have nice items and they’re good quality but their prices are 

excessive. You are paying for the badge at the end of the day. It’s 

terrible.”   

 

As fashion is transient, she doesn’t see the point in paying over the odds for 

an item that she believes will be out of style in six months.  In particular, 

she won’t spend an excessive amount of money on an item when she can get 

similar, good quality items, at a far lower price.   As she does not overspend 

on fashion items, she does not feel guilty when the item is goes out fashion 

and she can no longer wear it.  She believes that fashion keeping up with 

fashion is expensive due to it’s constantly changing nature: “If you want to 

keep up with fashion you have to keep buying, keep adding, keep moving 

with the times, so it becomes expensive to keep up.”  To an extent, Julie 

keeps up with the latest fashion trends, however she does not keep up as 

much as others would.  There are a number of reasons for this, the main 

reasons being time, financial commitments and other priorities. 

 

“I don’t have time to shop as much and it’s increasingly hard to 

have spare cash to buy what you’d like.  A large part of my earnings 

goes towards paying the mortgage and increased taxes, so I don’t 

keep up with fashion as much as others or as I’d like to, but I’d 

rather eat and have somewhere to live than carry around a nice 

bag.” 

 

Fashion is not her main priority.  A reason shopping is time consuming is 

because she finds that different shops may have the same items priced 

differently.  This have Julie unhappy to the extent that if she bought an item 

and saw it in a different shop at a lower price, she would boycott the store: 

“I don’t bother going back there because I hate being ripped off, so I’d hold 

a grudge and won’t go back.”  Julie provides an example of this: 

 

“I had a voucher for Brown Thomas so it wasn’t going to cost me 

anything, but there was a few euros price difference in Brown 

Thomas with Lancome compared to the same item next door in Matt 

O’Flaherty’s. I couldn’t give them the extra money, so I gave the 

voucher as a gift and went next door and paid for my Lancôme 

products.” 

 



                                                                                                     Appendices                                                                                                                                 

 549 

Julie believes English and American brands are more expensive to buy in 

Ireland.  She has found a large price difference between buying them in 

their home country or online, and buying them in Ireland and leads to Julie 

boycotting the brand, as has happened with Karen Millen – “I’d rather give 

my money to Primark than Karen Millen, and would cause me never buy 

anything from Karen Millen again.”  She believes that most brands try to 

take advantage of their strong brand name, and get celebrities and models to 

wear their products which influences people.   

 

“Some celebrities have such a big following, they drive what the 

younger generation buy, because these are young influential people, 

who are influenced by brands their idols are wearing.”   

 

However, she has different opinions of high street brands.   

 

“The high street is great because it does replicas of this seasons 

sought after items, at a much lower cost, but it can have items that 

are very alike, but prices vary between stores.” 

 

Julie has a positive view of the high street because they offer clothes similar 

to designer brands at affordable prices.   

  

Julie usually shops on her own and would enjoy the experience of shopping 

if it was only for a few hours, but her shopping trips last the entire day and 

she “gets very bored trying on clothes.”  When Julie needs advice or an 

opinion when shopping she’d “call in the troops” and ask her sisters as they 

all have the same taste.  They “have the same eye for fashion” and trust each 

other to be blunt and honest when it comes to fashion.  “You are able to be 

more blunt and honest with your sister than with a friend because they are 

family so they can’t stay mad at you for long.”   

 

Julie sees herself as a “wise shopper,” and when she goes shopping she buys 

something that suits her rather than following trends.  Quality isn’t a major 

issue when she is shopping because she belives an item can only be worn 

for a certain amount of times. 
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“Quality wouldn’t be a huge issue, because after 6 months it’s gone, 

everyone has seen it loads of times.  You’re sick of wearing it, so it 

only lasts a couple of months anyway.”   

 

Quality is not a concern for Julie and this is why she loves shopping in 

Penneys.  Clothes are inexpensive so she is happy to “disregard them and 

move on, jazz it up or give it or throw it away,” when they are out of 

fashion.  This is particularly relevant with clothes she wears when 

socialising because they are very memorable, and therefore, people are more 

likely to remember them.  Facebook also contributes to it. 

 

“Going out dresses are very distinctive and people remember them. 

Also this Facebook has people destroyed because once they see you 

in that dress it’s all over Facebook and you can’t wear it again. It’s 

totally gone. So I don’t want to buy something for quality that I’m 

going to wear once or twice” 

 

Julie speaks from experience as she has “bought several very expensive 

items, and looked after them so well they now the best looking pieces of junk 

in my wardrobe.”  Julie mentioned Facebook numerous times because she 

feels social media has a big impact on people.  She feels that photographs 

posted on social media results in more people see what you wear so you are 

limited in the number of times you can wear an outfit.  On the other hand, 

Facebook is a good source for ideas and inspiration on how to wear items, 

and there is potential to borrow clothes you see in your friend’s pictures.  

Facebook is almost a way of styling herself. 

 

“You see somebody wearing a dress and you can Facebook them 

and say ‘Is there any chance I could borrow your dress?’ It looks 

totally different on you and you can lend that girl your dresses. You 

also get good ideas from other girls on it. It’s helpful. A dress I 

would never wear dark tights with, I could see a girl in a similar 

dress with dark tights and it made the outfit look totally different.  

You get ideas that way.” 

 

When Julie shops she looks for something that fits with her personality and 

image or her personal style, which means she stays true to her self-concept.  

She believes in dressing for her age and looks for versatility in her 

purchases as she wants to wear her clothes a number of ways and get value 
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for money.  Her style has changed as she has gotten older - “you learn less 

is definitely not more and to dress more appropriate for your age.  You want 

comfort.  You want clothes that fit nice, that feel nice.”  She buys with her 

hands, for how the clothes feel, “and if an item feels fantastic it’s a winner.”   

Fit is also important and is key to an item looking good.   

 

As previously mentioned. Julie is a fan of throwaway fashion because she 

does not see the logic in paying extra for an item with a name that’s on the 

inside of a collar, that no one will ever see.  She believes she has a good eye 

for fashion.  She is fashion conscious and put thought into what she wears. 

 

“I wouldn’t throw on anything, but comfort, suitability and the 

feeling are most important, I wouldn’t do the whole hippy thing with 

the red scarf, green tights, black skirt, purple shoes, I have put a lot 

of thought into it.” 

 

Julie is very loyal to cheaper stores like Penneys and Dunnes Stores.  

“Penneys is just an all-round winner because it’s disposable fashion.”  She 

is loyal to this brand because it meets her expectations.  

 

“You don’t get 10 years out of an item in Penneys but you don’t want 

it for 10 years, you only want it for that season.” 

 

She knows what to expect from different brands and when they live up to 

her expectations, she is satisfied with them.  

 

Julie is an online shopper.  She brocan differentiate herself and won’t have 

the same outfit as someone else.  

 

“I’d have a nice browse online. For something like a wedding, 

where you want to be the only one in that outfit, the best way to do 

that is to go online.” 

 

She feels this approach is particularly important in Galway because 

everyone shops in the same places, so there is a greater chance of someone 

else having your outfit.  “Online is great, it gives you more choice and a big 

variety.”  Price is also an influence because items are cheaper online, but the 

vast selection available is what drives her to shop online.  
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“The website New York Dresses is a very good starting point for 

anybody, it has every single dress you could imagine.  It’s a huge 

site and if you don’t see what you’re looking for there it’s never 

been made basically.” 

 

Julie used to be a fan of the online store ASOS, however this is no longer 

the case.  The service is excellent “but they’re quality dropped quite a bit”.  

As previously stated, Julie isn’t overly concerned about quality but the 

quality of products on ASOS dropped considerably, “so there’s a limit to 

what level of quality you’ll accept.”  These items are also more expensive, 

so she expects the price to match the level of quality.  Offline she was 

“grossly horrified” by some Abercrombie & Fitch she purchased in 

America. 

 

“I paid $100 for tracksuit pants, they balled, and feel and look 

horrible, after literally three washes. I was very disappointed.  The 

price did not match the quality. I will never ever buy tracksuits in 

A&F again.”  

 

Makeup and hair are also a large part of fashion in Julie’s view: 

 

“If you are going out you don’t just dress up, you have to have your 

face and hair done, so makeup is a large part of fashion. Hair is a 

big part of going out and getting ready […] what you wear on your 

body has an influence on what you wear on your head or how you 

wear your hair.”  

 

Julie loves certain brands.  As previously stated, she loves Penneys and 

Dunnes.  She also loves H&M, a brand that “wouldn’t be too far off Penneys 

prices but the quality is better.”  She would “love, love, love to shop in 

H&M all the time,” however, this is not possible as there is no store in 

Galway.  Guess is one of her “guilty pleasures,” but due to price difference 

she only buys the brand in America..   

 

“I love GUESS. But I’d only buy it in America, because of the price. 

It’s not overpriced over there.” 

 

She also loves Nike because because of their very good quality products and 

subtle branding.  Julie does not like a logo that is too prominent, and will 
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move away from brands that have too much obvious branding, such as 

Adidas.   

 

“Nike have a tick so it’s subtle but with Adidas the item might have 

the three stripes down the side or on the sleeve, so it’s branded all 

over it instead of being subtle, it’s too much all the time. Not 

everybody has to see what it is.” 
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Appendix 7.1  

 

(i) Message employed to recruit students through Student Union email  

 

Win one of 3 EUR50 'One4All' Vouchers' 

 

Short 10 minute survey about the brands people use in daily life. To take 

part, simply click on the link below. Any answers you give are completely 

confidential and will only be used for my research. There is an option to 

enter a draw to win one of three EUR50 'One4All' vouchers (which you can 

use in over 5,300 outlets nationwide) by providing your student ID number. 

ID numbers will only be used to select the winners of the vouchers. 

 

Survey Link: https://www.surveymonkey.com/s/mainstudy1   

 

 

(ii) Message employed to recruit non-students through LinkedIn 

 

Can you spare 10 minutes to complete a survey about brands? 

 

Hello,  

 

My name is Lorna Ruane and I am a PhD student in Marketing at NUI 

Galway. As part of my research, I would really appreciate your participation 

in a short 10 minute survey about the brands people use in daily life. Your 

participation would be invaluable to my research.  

 

To take part, simply click on the link below. Any answers you give are 

completely confidential and will only be used for my research. There is an 

option to enter a draw to win one of three €50 ‘One4All’ vouchers (which 

you can use in over 5,300 outlets nationwide) by providing your email 

address. Email addresses will only be used to select the winners of the 

vouchers and will not be linked to your answers in any way.  

 

Survey Link: https://www.surveymonkey.com/s/mainstudy2  

 

Thank you very much for helping me with my study,  

Lorna. 

 

https://www.surveymonkey.com/s/mainstudy1
http://www.linkedin.com/redirect?url=https%3A%2F%2Fwww%2Esurveymonkey%2Ecom%2Fs%2Fmainstudy2&urlhash=oqaK&_t=mbox_grop
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Appendix 7.2 The Large-Scale Survey 

 

 

 

 

 



                                                                                                     Appendices                                                                                                                                 

 557 

Appendix 7.3 Fashion Brands Selected by the Survey Respondents 

Clothing and 

Accessory 

brands 

Retail brands Sports Brands Technology/ 

‘Gadget’ 

brands 
Abercrombie & 

Fitch, 

Aeropostale, 

American Eagle, 

Burberry, 

Calvin Klein, 

Chanel, 

Christian Dior, 

Clandestine 

Clothing, 

Coast, 

Cos, 

Darkside Clothing, 

DeeRobyn, 

Desigual, 

Diesel, 

DKNY, 

Doc Martens, 

Dolce & Gabbana, 

Elizabeth and 

James, 

Gant, 

G-Star, 

Giorgio Armani, 

Gucci, 

Guess, 

Henry Holland, 

Hollister, 

Hugo Boss, 

Irregular Choice, 

Jack&Jones, 

Jack Wills,  

Karen Millen, 

Lacoste, 

Lipsy, 

Manoush, 

Mantaray, 

Marc Jacobs, 

McKenzie, 

Michael Kors, 

Modcloth, 

Moschino, 

Mossimo, 

Mulberry, 

Nicole Fahri, 

Orla Kiely, 

Paul Smith, 

Pepe Jeans, 

Police, 

Prada, 

Prada, 

Punkyfish, 

Ralph Lauren, 

Rare Clothing, 

Rick Owens, 

All Saints, 

ASOS, 

A|Wear, 

Barratts, 

Boohoo, 

Carl Scarpa, 

Dorothy Perkins, 

Forever 21, 

French 

Connection, 

H&M, 

Jane Norman, 

Mango, 

Missguided, 

Miss Selfridge, 

Monsoon, 

New Look, 

Next, 

Oasis, 

Only, 

Penneys/Primark 

Pull and Bear, 

River Island, 

Topshop/ 

Topman, 

Schuh, 

Stradavarius, 

United Colours of 

Benetton, 

Urban Outfitters, 

Vero Moda, 

Warehouse, 

Zara. 

 

Adidas, 

Billabong, 

Converse, 

DC Shoes, 

Dufner, 

Nike, 

Northface, 

Puma, 

Roxy, 

Timberland, 

Under Armour, 

Vans. 

 

Apple. 
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Salsa Jeans, 

Savida, 

Selected Femme, 

Sister Jane, 

Superdry, 

Ted Baker, 

Threadless, 

Tiffany Rose, 

Tommy Hilfiger, 

Tom Tailor, 

UGG, 

Wrangler, 

White Stuff. 
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Appendix 7.4 Short Pretest Survey 

Date: Friday 1st and Wednesday 6th February 2013 

 

Preface:  

 

My name is Lorna Ruane. I am a PhD student in the Marketing Discipline. 

My study focuses on the relationships consumers have with brands. Thank 

you for your participation in this study. The purpose of this pretest is to trial 

run my survey before the main study is carried out. In doing this, it will 

allow me to check if there are any potential problems with the survey before 

I send it out for people to answer. I would like to assure you that your 

responses are completely confidential and will be used for the purpose of 

the pretest only. While your responses will not be used in the main study, 

they are invaluable to my research. Please read each question carefully. Its 

is also important that you answer every question.  

 

In addition, I ask you to please take note of the length of time it takes you to 

complete the questionnaire. When you have finished the questionnaire you 

can note the length of time it took on the short questionnaire that 

accompanies this sheet. I would also be grateful if you could complete the 

short questionnaire giving your thoughts and opinions on the online 

questionnaire. 

 

I will then ask you if you have any additional thoughts that may be useful in 

developing my main survey. 

 

Again, thank you for taking the time to participate, it is much appreciated. 

Lorna.  

 

 

 



                                                                                                     Appendices                                                                                                                                 

 560 

(Pretest) Questions for consideration:  

1. Please note the length of time it took you to complete this questionnaire: 

__________minutes 

 

2. Did you experience any problems completing the questionnaire? 

____________________________________________________________

____________________________________________________________ 

3. Did you understand what you were asked to do?   

____________________________________________________________

____________________________________________________________ 

4. Were the layout and structure of the questionnaire easy to follow? 

_____________________________________________________________ 

_____________________________________________________________ 

5. Did the boxes used for answering questions make sense to you? 

_____________________________________________________________ 

_____________________________________________________________ 

6. Were there any questions/words that were unclear or that you did not 

understand?  

_____________________________________________________________ 

_____________________________________________________________ 

7. Were there any questions which were irrelevant or did not apply to you? 

_____________________________________________________________ 

_____________________________________________________________ 

8. Did you have any concerns about answering any questions? 

_____________________________________________________________ 

_____________________________________________________________ 

9. On a scale of 1 to 5 where 1 is easy, and 5 is difficult, how difficult did 

you find this questionnaire to read and complete? ________________ 

 

10. Did you start to feel tired when you were answering the questionnaire? 

(If yes, please explain briefly) 

_____________________________________________________________ 

_____________________________________________________________ 
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11. Do you have any thoughts on the presentation of the questionnaire and 

the use of the University’s colours? 

_____________________________________________________________ 

_____________________________________________________________ 

12. What impression, if any, did the email containing the link to the survey 

have on you? 

_____________________________________________________________ 

_____________________________________________________________ 

13. Do you have any other comments that you haven’t had a chance to 

mention? 

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________

_____________________________________________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



                                                                                                     Appendices                                                                                                                                 

 562 

 

 

Appendix 7.5 Email sent to recruit Pilot test participants 

Date: Monday 4th March 2013 

 

(i) Student email through Blackboard 

 

Title: Survey 

Please see email request below from Ms. Lorna Ruane, PhD student: 

_________________ 

Hello, 

 
My name is Lorna Ruane. I am a PhD student in the Marketing Discipline at 

the National University of Ireland Galway. I am currently carrying out 

research on the brands people come into contact with and use in their 

everyday lives. This research is an important part of my PhD studies. Below 

is a link to a survey which contains questions relating to the brands you use 

in your daily life. You are invited to take part in this voluntary study by 

clicking on this link and activating the questionnaire. 

 
Your participation in this study is very important for my research. I would 

like to assure you that your answers are completely confidential and will 

only be used for the purpose of my research. This survey is voluntary. 

However, you can help me very much by taking about 15 minutes of your 

time to participate. 

 
By clicking on the following link you will be redirected to Survey Monkey 

and the survey will begin. Please be sure to answer every question and read 

each question carefully.  

 
Survey Link: https://www.surveymonkey.com/s/pilotmarch13 

 
Thank you very much for helping me with my study, 

 
Kind Regards, 

 

Lorna Ruane. 

IRCHSS Government of Ireland Postgraduate Scholar, 

Institute for Business, Social Sciences and Public Policy (formerly CISC), 

J. E. Cairnes School of Business & Economics, 

National University of Ireland Galway. 

 

 

 

 

 

 

 

 

https://www.surveymonkey.com/s/pilotmarch13
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(ii) Non-students message through LinkedIn 

Date: 4th March 2013 

 

Title: PhD Survey  

 

Hello,  

My name is Lorna Ruane. I am a PhD student in the Marketing Discipline at 

the National University of Ireland Galway. I am currently carrying out 

research on the brands people come into contact with and use in their 

everyday lives. This research is an important part of my PhD studies. Below 

is a link to a survey which contains questions relating to the brands you use 

in your daily life. You are invited to take part in this voluntary study by 

clicking on this link and activating the questionnaire.  

 

Your participation in this study is very important for my research. I would 

like to assure you that your answers are completely confidential and will 

only be used for the purpose of my research. This survey is voluntary. 

However, you can help me very much by taking about 15 minutes of your 

time to participate.  

 

By clicking on the following link you will be redirected to Survey Monkey 

and the survey will begin. Please be sure to answer every question and read 

each question carefully.  

Survey Link: https://www.surveymonkey.com/s/pilotmarch13  

 

Thank you very much for helping me with my study,  

 

Kind Regards,  

Lorna Ruane.  

IRCHSS Government of Ireland Postgraduate Scholar,  

Institute for Business, Social Sciences and Public Policy (formerly CISC),  

J. E. Cairnes School of Business & Economics,  

National University of Ireland Galway.  

Email: l.ruane1@nuigalway.ie  

 

Research Supervisor:  

Dr. Elaine Wallace,  

Senior Lecturer in Marketing,  

Dept. of Marketing,  

Room 322,  

St. Anthony's,  

NUI Galway  

Tel: 091 492603    

Email: elaine.wallace@nuigalway.ie 

http://www.linkedin.com/redirect?url=https%3A%2F%2Fwww%2Esurveymonkey%2Ecom%2Fs%2Fpilotmarch13&urlhash=s7Ks&_t=mbox_grop
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Appendix 8.1 Test for differences between complete and incomplete 

responses 

 

*As a large number of respondents (N=60) opted out before the susceptibility to 

interpersonal influence scale (SUSCEP), the means for the scales that came before 

SUSCEP were compared to test for significant differences. 

 

Independent Samples Test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Difference 

Std. 

Error 

Differ-

ence 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Price 

Sensitivity 

Equal variances 

assumed 
1.098 .295 1.768 820 .077 .29918 .16920 -.03293 .63130 

Equal variances 

not assumed 

  
1.723 195.319 .086 .29918 .17365 -.04329 .64165 

Perceived 

Quality/ 

Value 

Equal variances 

assumed 
.093 .761 .162 820 .871 .11651 .71896 -1.29470 1.52772 

Equal variances 

not assumed 

  
.165 203.817 .869 .11651 .70622 -1.27593 1.50894 

Satisfactio

n 

Equal variances 

assumed 
.011 .917 .425 820 .671 .07572 .17825 -.27416 .42561 

Equal variances 

not assumed 

  
.418 197.308 .676 .07572 .18097 -.28116 .43260 

Word of 

Mouth 

Equal variances 

assumed 
.262 .609 1.093 820 .275 .39273 .35943 -.31277 1.09824 

Equal variances 

not assumed 

  
1.060 194.521 .290 .39273 .37053 -.33804 1.12350 

Self 

Expressive 

Brand 

Equal variances 

assumed 
1.011 .315 .959 820 .338 .56242 .58648 -.58876 1.71360 

Equal variances 

not assumed 

  
.906 189.941 .366 .56242 .62108 -.66269 1.78753 

Brand 

Love 

Equal variances 

assumed 
.511 .475 1.167 820 .244 .54604 .46797 -.37252 1.46460 

Equal variances 

not assumed 

  
1.086 187.578 .279 .54604 .50299 -.44620 1.53828 

Brand 

Loyalty 

Equal variances 

assumed 
.915 .339 .471 820 .638 .11889 .25236 -.37645 .61424 

Equal variances 

not assumed 

  
.455 193.660 .650 .11889 .26143 -.39672 .63451 

Fashion 

Conscious

-ness 

Equal variances 

assumed 
1.287 .257 .801 820 .423 .44830 .55962 -.65015 1.54676 

Equal variances 

not assumed 

  
.777 194.527 .438 .44830 .57689 -.68945 1.58606 
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Appendix 8.2 Test for differences between early and late response 

 

 

Independent Samples Test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Difference 

Std. 

Error 

Differ-

ence 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Brand 

Loyalty 

Equal variances 

assumed 
1.455 .228 -.133 673 .894 -.01154 .08654 -.18146 .15838 

Equal variances 

not assumed 

  
-.137 329.669 .891 -.01154 .08450 -.17777 .15470 

Fashion 

Conscious

-ness 

Equal variances 

assumed 
.094 .759 -.504 673 .614 -.06563 .13018 -.32124 .18998 

Equal variances 

not assumed 

  
-.498 307.994 .619 -.06563 .13175 -.32488 .19362 

SUSCEP 

Equal variances 

assumed 
.407 .524 .911 673 .363 .11222 .12321 -.12970 .35414 

Equal variances 

not assumed 

  
.902 309.526 .368 .11222 .12436 -.13247 .35692 

SNI 

Equal variances 

assumed 
2.135 .144 -.699 673 .485 -.04833 .06913 -.18407 .08741 

Equal variances 

not assumed 

  
-.720 333.138 .472 -.04833 .06715 -.18042 .08376 

Self 

Esteem 

Equal variances 

assumed 
3.535 .061 2.231 673 .026 .11778 .05278 .01414 .22142 

Equal variances 

not assumed 

  
2.147 293.805 .033 .11778 .05486 .00982 .22575 

Brand 

Tribalism 

Equal variances 

assumed 
2.778 .096 .732 673 .464 .05994 .08183 -.10074 .22061 

Equal variances 

not assumed 

  
.755 333.654 .451 .05994 .07942 -.09629 .21616 

PQ/V 

Equal variances 

assumed 
1.739 .188 -.437 673 .662 -.03917 .08969 -.21527 .13693 

Equal variances 

not assumed 

  
-.415 287.278 .679 -.03917 .09445 -.22508 .14674 

Satisfactio

n 

Equal variances 

assumed 
.040 .841 .785 673 .433 .04363 .05559 -.06553 .15278 

Equal variances 

not assumed 

  
.750 290.408 .454 .04363 .05817 -.07087 .15812 

Self-

Expressive 

Brand 

Equal variances 

assumed 
.210 .647 -1.228 673 .220 -.08753 .07130 -.22753 .05247 

Equal variances 

not assumed 

  
-1.234 318.031 .218 -.08753 .07093 -.22708 .05202 

Brand 

Love 

Equal variances 

assumed 
.010 .919 -.942 673 .347 -.05993 .06363 -.18487 .06501 

Equal variances 

not assumed 

  
-.941 314.159 .348 -.05993 .06371 -.18529 .06543 

WOM 

Equal variances 

assumed 
2.314 .129 -.015 673 .988 -.00130 .08424 -.16670 .16411 

Equal variances 

not assumed 

  
-.016 330.007 .987 -.00130 .08222 -.16303 .16044 
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Appendix 8.3 Geographic Location of the Respondents 

 
Please select your nearest city/town? 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Carlow 3 .4 .5 .5 

Carrick-on-Shannon 6 .9 .9 1.4 

Castlebar 44 6.5 6.9 8.3 

Cavan 1 .1 .2 8.5 

Clonmel 3 .4 .5 9.0 

Cork 7 1.0 1.1 10.1 

Dublin 83 12.3 13.1 23.1 

Dundalk 1 .1 .2 23.3 

Ennis 17 2.5 2.7 26.0 

Galway 363 53.8 57.2 83.1 

Kilkenny 3 .4 .5 83.6 

Lifford 9 1.3 1.4 85.0 

Limerick 14 2.1 2.2 87.2 

Longford 3 .4 .5 87.7 

Monaghan 1 .1 .2 87.9 

Mullingar 8 1.2 1.3 89.1 

Naas 4 .6 .6 89.8 

Navan 1 .1 .2 89.9 

Nenagh 4 .6 .6 90.6 

Portlaoise 4 .6 .6 91.2 

Roscommon 12 1.8 1.9 93.1 

Sligo 27 4.0 4.3 97.3 

Tralee 6 .9 .9 98.3 

Tullamore 11 1.6 1.7 100.0 

Total 635 94.1 100.0  
Missing System 40 5.9   

Total 675 100.0   
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Other (please specify) 

 Frequen

cy 

Percent Valid Percent Cumulative Percent 

Valid 

 637 94.4 94.4 94.4 

Aberdeen 2 .3 .3 94.7 

Athlone 4 .6 .6 95.3 

Belfast 1 .1 .1 95.4 

Brighton 1 .1 .1 95.6 

Brisbane 1 .1 .1 95.7 

Brussels 1 .1 .1 95.9 

Calgary, Alberta 1 .1 .1 96.0 

Cardiff 1 .1 .1 96.1 

Dubai 3 .4 .4 96.6 

Edinburgh 1 .1 .1 96.7 

Expat 1 .1 .1 96.9 

London 6 .9 .9 97.8 

Manchester 1 .1 .1 97.9 

Melbourne 3 .4 .4 98.4 

New York City 1 .1 .1 98.5 

Newcastle 1 .1 .1 98.7 

Oxford 1 .1 .1 98.8 

Paris 1 .1 .1 99.0 

Perth 2 .3 .3 99.3 

San Francisco 1 .1 .1 99.4 

Switzerland 1 .1 .1 99.6 

Toronto 2 .3 .3 99.9 

Toulouse 1 .1 .1 100.0 

Total 675 100.0 100.0  
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Appendix 8.4 Different Fields of Employent among Non-Student 

Respondents 

 
What sector are you employed in: 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Agriculture 1 .1 .5 .5 

Manufacturing 12 1.8 5.7 6.2 

Construction 9 1.3 4.3 10.5 

Wholesale & Retail Trade 16 2.4 7.6 18.1 

Hotels & Restaurant 10 1.5 4.8 22.9 

Transport & Comm. 3 .4 1.4 24.3 

Finance 39 5.8 18.6 42.9 

Real Estate 2 .3 1.0 43.8 

Public Administration 6 .9 2.9 46.7 

Local Government 1 .1 .5 47.1 

Education 23 3.4 11.0 58.1 

Health 22 3.3 10.5 68.6 

Other Community 10 1.5 4.8 73.3 

Foreign Mission 1 .1 .5 73.8 

Not applicable 55 8.1 26.2 100.0 

Total 210 31.1 100.0  
Missing System 465 68.9   

Total 675 100.0   

 

 

 

 

 

 

 

 

 

 

 

Other (please specify) 

 Frequency Percent Valid 

Percent 

Cumulative Percent 

Valid 

 625 92.6 92.6 92.6 

Arts 1 .1 .1 92.7 

Consultancy 2 .3 .3 93.0 

Entertainment 2 .3 .3 93.3 

Human Resources 1 .1 .1 93.5 

IT 19 2.8 2.8 96.3 

Legal 2 .3 .3 96.6 

Marketing 12 1.8 1.8 98.4 

Medical Devices 2 .3 .3 98.7 

Military 1 .1 .1 98.8 

Private Sector 1 .1 .1 99.0 

Recruitment 1 .1 .1 99.1 

Research 2 .3 .3 99.4 

Sports 3 .4 .4 99.9 

Waste Management 1 .1 .1 100.0 

Total 675 100.0 100.0  
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Appendix 8.5 Levels of Study of Student Participants 

 

Your stage of study: 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Undergraduate student. 378 56.0 81.5 81.5 

Postgraduate student (Higher 

Diploma or Masters) 
58 8.6 12.5 94.0 

Doctoral Student or Higher. 28 4.1 6.0 100.0 

Total 464 68.7 100.0 
 

Missing System 211 31.3 
  

Total 675 100.0 
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Appendix 8.6 Harmann’s Single Factor Test – Common Method Bias 

Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative % 

1 19.841 21.334 21.334 19.841 21.334 21.334 

2 9.776 10.511 31.845    

3 4.726 5.082 36.927    

4 3.954 4.252 41.179    

5 3.051 3.281 44.460    

6 2.862 3.078 47.538    

7 2.696 2.899 50.438    

8 2.543 2.734 53.172    

9 2.193 2.358 55.530    

10 1.846 1.985 57.514    

11 1.678 1.805 59.319    

12 1.493 1.606 60.924    

13 1.443 1.552 62.477    

14 1.331 1.431 63.908    

15 1.226 1.318 65.226    

16 1.186 1.275 66.502    

17 1.104 1.187 67.689    

18 1.079 1.160 68.849    

19 .973 1.047 69.896    

20 .955 1.027 70.923    

21 .915 .984 71.907    

22 .865 .930 72.837    

23 .834 .897 73.733    

24 .745 .801 74.534    

25 .724 .778 75.312    

26 .710 .763 76.075    

27 .697 .749 76.824    

28 .675 .726 77.550    

29 .636 .684 78.234    

30 .629 .677 78.911    

31 .609 .654 79.565    

32 .590 .635 80.200    

33 .574 .617 80.817    

34 .557 .599 81.416    

35 .551 .592 82.008    

36 .525 .564 82.572    

37 .514 .553 83.125    

38 .499 .537 83.662    

39 .493 .530 84.192    

40 .477 .513 84.705    

41 .471 .507 85.212    

42 .467 .502 85.714    

43 .450 .484 86.198    

44 .430 .462 86.661    

45 .422 .454 87.115    

46 .418 .449 87.564    

47 .406 .437 88.001    

48 .404 .435 88.435    

49 .390 .419 88.855    

50 .378 .406 89.261    

51 .369 .397 89.657    

52 .355 .382 90.039    

53 .349 .375 90.415    

54 .343 .369 90.784    

55 .343 .368 91.152    

56 .335 .360 91.512    

57 .319 .343 91.855    

58 .317 .341 92.196    

59 .311 .334 92.530    
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60 .302 .325 92.855    

61 .300 .322 93.178    

62 .298 .320 93.497    

63 .288 .310 93.807    

64 .284 .306 94.113    

65 .272 .293 94.406    

66 .267 .287 94.693    

67 .260 .280 94.973    

68 .256 .275 95.248    

69 .247 .265 95.513    

70 .242 .260 95.774    

71 .235 .253 96.027    

72 .228 .245 96.272    

73 .225 .242 96.514    

74 .217 .234 96.748    

75 .212 .228 96.976    

76 .204 .220 97.196    

77 .200 .215 97.410    

78 .194 .208 97.619    

79 .191 .205 97.824    

80 .181 .194 98.018    

81 .178 .191 98.209    

82 .173 .186 98.396    

83 .170 .183 98.579    

84 .167 .180 98.758    

85 .153 .164 98.923    

86 .151 .162 99.085    

87 .144 .155 99.240    

88 .138 .148 99.388    

89 .132 .142 99.530    

90 .125 .134 99.664    

91 .117 .126 99.790    

92 .101 .109 99.898    

93 .095 .102 100.000    

Extraction Method: Principal Component Analysis. 



                                                                                                     Appendices                                                                                                                                 

 573 

Appendix 8.7 Explaining Differences Between Students/Non-Students 

Independent Samples Test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Differ-

ence 

Std. 

Error 

Differ-

ence 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Price 

Sensitivity 

Equal 

variances 

assumed 

.810 .368 -6.034 673 .000 -.43380 .07190 -.57497 -.29263 

Equal 

variances 

not 

assumed 

  

-5.979 383.333 .000 -.43380 .07256 -.57646 -.29114 

Perceived 

Quality/ 

Value 

Equal 

variances 

assumed 

6.286 .012 -2.756 673 .006 -.23564 .08551 -.40354 -.06775 

Equal 

variances 

not 

assumed 

  

-2.941 458.647 .003 -.23564 .08012 -.39309 -.07820 

Satisfactio

n 

Equal 

variances 

assumed 

.208 .648 -3.418 673 .001 -.18068 .05286 -.28448 -.07689 

Equal 

variances 

not 

assumed 

  

-3.589 440.438 .000 -.18068 .05034 -.27962 -.08175 

Self-

Expressive 

Brand 

Equal 

variances 

assumed 

6.858 .009 -.917 673 .359 -.06272 .06838 -.19699 .07155 

Equal 

variances 

not 

assumed 

  

-.973 451.809 .331 -.06272 .06446 -.18940 .06396 

Brand 

Love 

Equal 

variances 

assumed 

3.570 .059 .533 673 .594 .03254 .06103 -.08729 .15236 

Equal 

variances 

not 

assumed 

  

.558 436.189 .577 .03254 .05834 -.08213 .14721 

Word-of-

Mouth 

Equal 

variances 

assumed 

1.284 .258 -.439 673 .661 -.03542 .08074 -.19397 .12312 

Equal 

variances 

not 

assumed 

  

-.447 409.195 .655 -.03542 .07925 -.19121 .12037 
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Independent Samples Test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Differ-

ence 

Std. 

Error 

Differ-

ence 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Brand 

Loyalty 

Equal 

variances 

assumed 

6.814 .009 -1.615 673 .107 -.13371 .08280 -.29629 .02887 

Equal 

variances 

not 

assumed 

  

-1.708 448.448 .088 -.13371 .07828 -.28756 .02014 

Fashion 

Conscious

-ness 

Equal 

variances 

assumed 

8.935 .003 -3.052 673 .002 -.37834 .12396 -.62174 -.13494 

Equal 

variances 

not 

assumed 

  

-3.234 450.310 .001 -.37834 .11701 -.60828 -.14840 

SUSCEP 

Equal 

variances 

assumed 

2.235 .135 -.731 673 .465 -.08630 .11814 -.31826 .14566 

Equal 

variances 

not 

assumed 

  

-.742 405.815 .459 -.08630 .11636 -.31503 .14243 

SNI 

Equal 

variances 

assumed 

.273 .602 -2.980 673 .003 -.19624 .06586 -.32556 -.06692 

Equal 

variances 

not 

assumed 

  

-2.929 376.461 .004 -.19624 .06700 -.32798 -.06450 

Self 

Esteem 

Equal 

variances 

assumed 

4.846 .028 -5.778 673 .000 -.28643 .04957 -.38377 -.18910 

Equal 

variances 

not 

assumed 

  

-6.216 467.812 .000 -.28643 .04608 -.37699 -.19588 

Brand 

Tribalism 

Equal 

variances 

assumed 

5.588 .018 1.853 673 .064 .14507 .07828 -.00863 .29876 

Equal 

variances 

not 

assumed 

  

1.913 422.456 .056 .14507 .07582 -.00397 .29410 
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Appendix 8.8 Explaining Differences across Gender 

 

 

 

 

Independent Samples Test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Differ-

ence 

Std. 

Error 

Differ-

ence 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Price 

Sensi-

tivity 

Equal 

variances 

assumed 

.145 .703 -.164 673 .869 -.01280 .07785 -.16567 .14006 

Equal 

variances 

not assumed 

  

-.166 304.303 .868 -.01280 .07707 -.16446 .13885 

PQ/V 

Equal 

variances 

assumed 

.321 .571 -.924 673 .356 -.08376 .09064 -.26172 .09421 

Equal 

variances 

not assumed 

  

-.896 283.602 .371 -.08376 .09343 -.26766 .10015 

Satis-

faction 

Equal 

variances 

assumed 

.544 .461 -.622 673 .534 -.03499 .05622 -.14537 .07540 

Equal 

variances 

not assumed 

  

-.625 301.260 .532 -.03499 .05596 -.14511 .07514 

Self-

Expressive 

Brand 

Equal 

variances 

assumed 

.040 .842 -3.010 673 .003 -.21582 .07169 -.35659 -.07506 

Equal 

variances 

not assumed 

  

-3.056 306.942 .002 -.21582 .07063 -.35481 -.07684 

Brand 

Love 

Equal 

variances 

assumed 

2.882 .090 -5.584 673 .000 -.35146 .06294 -.47504 -.22788 

Equal 

variances 

not assumed 

  

-5.308 274.317 .000 -.35146 .06622 -.48182 -.22110 

WOM 

Equal 

variances 

assumed 

2.177 .141 -7.459 673 .000 -.61058 .08186 -.77131 -.44985 

Equal 

variances 

not assumed 

  

-7.208 281.768 .000 -.61058 .08471 -.77732 -.44383 
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Independent Samples Test 

 Levene's 

Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Differ-

ence 

Std. 

Error 

Differ-

ence 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Brand 

Loyalty 

Equal 

variances 

assumed 

.010 .920 -1.573 673 .116 -.13738 .08734 -.30888 .03412 

Equal 

variances 

not 

assumed 

  

-1.570 297.903 .117 -.13738 .08749 -.30956 .03479 

Fashion 

Conscious

-ness 

Equal 

variances 

assumed 

.480 .489 -4.749 673 .000 -.61496 .12950 -.86924 -.36069 

Equal 

variances 

not 

assumed 

  

-4.902 316.734 .000 -.61496 .12546 -.86181 -.36812 

SUSCEP 

Equal 

variances 

assumed 

6.228 .013 .435 673 .664 .05420 .12463 -.19052 .29892 

Equal 

variances 

not 

assumed 

  

.459 330.839 .647 .05420 .11808 -.17809 .28648 

SNI 

Equal 

variances 

assumed 

4.384 .037 .569 673 .570 .03976 .06991 -.09750 .17703 

Equal 

variances 

not 

assumed 

  

.585 314.247 .559 .03976 .06801 -.09405 .17358 

Self 

Esteem 

Equal 

variances 

assumed 

.226 .635 3.062 673 .002 .16287 .05320 .05841 .26732 

Equal 

variances 

not 

assumed 

  

3.026 292.793 .003 .16287 .05381 .05695 .26878 

Brand 

Tribalism 

Equal 

variances 

assumed 

1.076 .300 .064 673 .949 .00530 .08277 -.15721 .16782 

Equal 

variances 

not 

assumed 

  

.067 321.932 .947 .00530 .07951 -.15113 .16174 
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Appendix 8.9 Kolmogorov-Smirnov test of Normality 

 
Tests of Normality 

 Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Price Sensitivity .180 675 .000 .946 675 .000 

PQ/V .073 675 .000 .965 675 .000 

Satisfaction .274 675 .000 .830 675 .000 

Self-Expressive Brand .097 675 .000 .982 675 .000 

Brand Love .085 675 .000 .974 675 .000 

WOM .111 675 .000 .965 675 .000 

Brand Loyalty .139 675 .000 .951 675 .000 

Fashion Consciousness .077 675 .000 .977 675 .000 

SUSCEP .107 675 .000 .951 675 .000 

SNI .062 675 .000 .988 675 .000 

Self Esteem .206 675 .000 .920 675 .000 

Brand Tribalism .167 675 .000 .912 675 .000 

a. Lilliefors Significance Correction 

 

Appendix 8.10 Kurtosis Normality Check 

Statistics 

 Price 

Sensitivity 

PQ/V Satisfaction Self-

Expressive 

Brand 

Brand 

Love 

Word-

of-

Mouth 

N 
Valid 675 675 675 675 675 675 

Missing 0 0 0 0 0 0 

Kurtosis -.546 .867 2.585 -.089 .817 -.291 

Std. Error of Kurtosis .188 .188 .188 .188 .188 .188 

 

Statistics 

 Brand 

Loyalty 

Fashion 

Consciousness 

SUSCEP SNI Self 

Esteem 

Brand 

Tribalism 

N 
Valid 675 675 675 675 675 675 

Missing 0 0 0 0 0 0 

Kurtosis -.491 -.561 -.823 -.158 2.076 -.373 

Std. Error of Kurtosis .188 .188 .188 .188 .188 .188 
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Appendix 8.11 Multicollinearlity 

This is an example of the multicollinearity tests. Price sensitivity is the 

dependent variable 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) .875 .302  2.901 .004   

PQ/V .115 .040 .134 2.870 .004 .556 1.797 

Satisfaction .018 .066 .013 .274 .784 .532 1.878 

Self-Expressive 

Brand 
.127 .051 .118 2.474 .014 .536 1.865 

Brand Love .016 .062 .014 .264 .792 .457 2.188 

WOM -.023 .044 -.025 -.525 .600 .530 1.886 

Brand Loyalty .009 .041 .010 .215 .830 .567 1.763 

Fashion 

Consciousness 
.186 .023 .315 7.938 .000 .774 1.292 

SUSCEP -.038 .030 -.061 -1.257 .209 .522 1.915 

SNI .066 .043 .060 1.525 .128 .799 1.251 

Self Esteem -.081 .053 -.055 -1.513 .131 .907 1.102 

Brand Tribalism -.038 .047 -.040 -.817 .414 .498 2.009 

a. Dependent Variable: Price Sensitivity 
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Appendix 8.12 Original and Revised Scales 

Original Scale Employed in this Study 

1. Fashion Consciousness – FC (Parker et al., 2004) 

(7-point scale: Strongly Disagree-Strongly Agree) 

  

1. I usually have one or more outfits that are of the very latest style. 

2. When I must choose between the two, I usually dress for style, not comfort. 

3. An important part of my life and activities involves dressing stylishly. 

4. Fashionable, attractive styling is very important to me.  

 

 

2. Self-Esteem – SE (Rosenberg, 1965) 

(5-point scale: Strongly Disagree- Strongly Agree) 

  

1. On the whole, I am satisfied with myself. 

2. At times I think I am no good at all. (*) 

3. I feel that I have a number of good qualities. 

4. I am able to do things as well as most other people. 

5. I feel I do not have much to be proud of. (*) 

6. I certainly feel useless at times. (*) 

7. I feel that I’m a person of worth, at least on an equal plane with others. 

8. I wish I could have more respect for myself. (*) 

9. All in all, I am inclined to feel that I am a failure. (*) 

10. I take a positive attitude toward myself. 

* = Reverse coded items. 

 

3. Susceptibility to Interpersonal Influence – SUSCEP (Bearden et al., 

1989) 

(7-point scale: Strongly Disagree-Strongly Agree) 

  

1. I often consult other people to help choose the best alternative available in a 

product class. 

2. If I want to be like someone, I often try to buy the same brands that they buy. 

3. It is important that others like the products and brands I buy. 

4. To make sure I buy the right product or brand, I often observe what others are 

buying and using. 

5. I rarely purchase the latest fashion styles until I am sure my friends approve of 

them. 

6. I often identify with other people by purchasing the same products and brand they 

purchase. 

7. If I have a little experience with a product, I often ask my friends about the 

product. 

8. When buying products, I generally purchase those brands that I think others will 

approve of. 

9. I like to know what brands and products make a good impression on others. 

10. I frequently gather information from friends or family about a product before I 

buy. 

11. If other people can see me using a product, I often purchase the brand they 

expect me to buy. 

12. I achieve a sense of belonging by purchasing the same products and brands that 

others purchase. 
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4. (Online) Social Network Influence – SNI (Pagani et al., 2011) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Vicarious Innovativeness 

1. I am interested in social networks. 

2. I use social networks less than my friends.* 

3. I would subscribe to a new social network. 

4. I am first among my friends to learn about new social networks. 

5. I know more about new social networks than others. 

6. I am interested in new social networks for their advantages. 

7. I think about benefits and advantages of new social networks. 

8. If I learn that a new social network is easy, I would be interested in it. 

 

Social Identity Expressiveness 

9. I often talk to others about social networks. 

10. I often show the Social Network messages and photos to others. 

11. Other people are often impressed by the way I use social networking sites. 

 

Self-Identity Expressiveness 

12. Using social networking sites is part of how I express my personality. 

13. I use social networks services to express my personal values. 

14. I use social networks to express who I want to be. 

 * = Reverse coded items 

 

5. Price Sensitivity (Goldsmith and Newell, 1997) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

1. I am less willing to buy new fashions if I think that they will be high in price. (*) 

2. I know that new fashions are likely to be more expensive than older ones, but that 

doesn’t matter to me.  

3. In general, the price or cost of buying new fashions is important to me. (*) 

4. I don’t mind paying more to try out a new fashion brand. 

 * = Reverse coded item 

 

6. Brand Tribalism – BT (Veloutsou and Moutinho, 2009) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Degree of fit with lifestyle 

1. This brand is right for me. 

2. Using this brand does something good for me. 

3. This brand fits my image. 

4. This brand is related to the way I perceive life. 

 

Passion in Life 

5. This brand makes a contribution in life. 

6. There is something about this brand that goes beyond its tangible characteristics. 

 

Reference Group Acceptance 

7. I would buy this brand because I am sure that my friends approve of it. 

8. I am very loyal to this brand because my friends use it. 

9. My friends buy this brand and I buy it too just because I want to be like them. 

10. I achieve a sense of belonging by buying the same brand my friends buy. 

11. I often discuss (talk) with friends about this brand. 
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Social Visibility of Brand 

12. Wherever I go, this brand is present. 

13. I know of many people who own/use this brand. 

14. I know that people feel good about this brand. 

 

Collective Memory 

15. When my friends buy this product they consider this purchase. 

16. When my friends buy this product they choose this brand. 

 

 

7. Self-Expressive Brand –SEB (Carroll and Ahuvia, 2006) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Inner Self 

1. This brand symbolises the kind of person I really am inside. 

2. This brand reflects my personality. 

3. This brand is an extension of my inner self. 

4. This brand mirrors the real me. 

 

Social Self 

5. This brand contributes to my image. 

6. This brand adds to a social ‘role’ I play. 

7. This brand has a positive impact on what others think of me. 

8. This brand improves the way society views me. 

 

 

8. Perceived Quality/Value – PQ/V (Netemeyer et al., 2004) 

(7-point scale: Strongly Disagree-Strongly Agree) 

 Perceived Quality 

9. Compared to other fashion brands, this brand is of very high quality. 

10. This brand is the best fashion brand in its product class.  

11. This brand consistently performs better than all other fashion brands. 

12. I can always count on this fashion brand for consistent high quality.  

 

Perceived Value 

13. What I get with this fashion brand is worth the cost. 

14. All things considered (price, time, and effort), this fashion brand is a good buy. 

15. Compared to other fashion brands, this brand is good value for the money. 

16. When I use this fashion brand, I feel I am getting my money’s worth. 

  

 

9. Satisfaction – Sat (Oliver, 1980) 

(5-point scale: Strongly Agree-Strongly Disagree) 

  

1. I am happy about my decision to choose this brand. 

2. I believe I did the right thing when I used this brand. 

3. Overall, I am satisfied with the decision to use this brand. 
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10. Brand Love -BLov (Carroll and Ahuvia, 2006) 

(5-point scale: Strongly Agree-Strongly Disagree) 

 

1. This is a wonderful brand. 

2. This brand makes me feel good. 

3. This brand is totally awesome. 

4. I have neutral feelings about this brand.(*) 

5. This brand makes me very happy. 

6. I love this brand!  

7. I have no particular feelings about this brand (*) 

8. This brand is a pure delight. 

9. I am passionate about this brand. 

10. I’m very attached to this brand. 

 * = Reverse coded items 

 

11. Brand Loyalty – BLoy (Yoo and Donthu, 2001) 

(5-point scale: Strongly Disagree- Strongly Agree) 

  

1. I consider myself to be loyal to this brand. 

2. This brand would be my first choice. 

3. I will not buy other brands if this brand is available at the store. 

  

 

12. Word-of-Mouth – WOM (Carroll and Ahuvia, 2006) 

(5-point scale: Strongly Disagree- Strongly Agree) 

  

1. I have recommended this brand to lots of people. 

2. I ‘talk up’ this brand to my friends. 

3. I try to spread the good-word about this brand. 

4. I give this brand tons of positive word-of-mouth advertising. 

  

 

Revised Scales – following EFA 

1. Self-Esteem - SE (Rosenberg, 1965) 

(5-point scale: Strongly Disagree- Strongly Agree) 

  

1. On the whole, I am satisfied with myself. 

3. I feel that I have a number of good qualities. 

4. I am able to do things as well as most other people. 

7. I feel that I’m a person of worth, at least on an equal plane with others. 

 

2. (Online) Social Network Influence –SNI (Pagani et al., 2011) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Vicarious Innovativeness 

1. I am interested in social networks. 

3. I would subscribe to a new social network. 

4. I am first among my friends to learn about new social networks. 

5. I know more about new social networks than others. 

6. I am interested in new social networks for their advantages. 

7. I think about benefits and advantages of new social networks. 

8. If I learn that a new social network is easy, I would be interested in it. 
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Social Identity Expressiveness 

9. I often talk to others about social networks. 

10. I often show the Social Network messages and photos to others. 

 

Self-Identity Expressiveness 

12. Using social networking sites is part of how I express my personality. 

13. I use social networks services to express my personal values. 

14. I use social networks to express who I want to be. 

 

3. Price Sensitivity – PS (Goldsmith and Newell, 1997) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

1. I am less willing to buy new fashions if I think that they will be high in price. (*) 

2. I know that new fashions are likely to be more expensive than older ones, but that 

doesn’t matter to me.  

4. I don’t mind paying more to try out a new fashion brand. 

 * = Reverse coded item 

 

4. Brand Tribalism - BT (Veloutsou and Moutinho, 2009) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Degree of fit with lifestyle 

1. This brand is right for me. 

2. Using this brand does something good for me. 

3. This brand fits my image. 

4. This brand is related to the way I perceive life. 

 

Passion in Life 

5. This brand makes a contribution in life. 

6. There is something about this brand that goes beyond its tangible characteristics. 

 

Reference Group Acceptance 

7. I would buy this brand because I am sure that my friends approve of it. 

8. I am very loyal to this brand because my friends use it. 

9. My friends buy this brand and I buy it too just because I want to be like them. 

10. I achieve a sense of belonging by buying the same brand my friends buy. 

 

Social Visibility of Brand 

12. Wherever I go, this brand is present. 

13. I know of many people who own/use this brand. 

14. I know that people feel good about this brand. 

 

Collective Memory 

15. When my friends buy this product they consider this purchase. 

16. When my friends buy this product they choose this brand. 

 

 

5. Brand Love – BLov (Carroll and Ahuvia, 2006) 

(5-point scale: Strongly Agree-Strongly Disagree) 

 

1. This is a wonderful brand. 

2. This brand makes me feel good. 

3. This brand is totally awesome. 

5. This brand makes me very happy. 
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6. I love this brand!  

7. I have no particular feelings about this brand (*) 

8. This brand is a pure delight. 

9. I am passionate about this brand. 

10. I’m very attached to this brand. 

 * = Reverse coded items 

 

 

Revised Scales – Following CFA 

1. Susceptibility to Interpersonal Influence - SUSCEP (Bearden et al., 1989) 

(7-point scale: Strongly Disagree-Strongly Agree) 

  

4. To make sure I buy the right product or brand, I often observe what others are 

buying and using. 

5. I rarely purchase the latest fashion styles until I am sure my friends approve of 

them. 

6. I often identify with other people by purchasing the same products and brand they 

purchase. 

 

8. When buying products, I generally purchase those brands that I think others will 

approve of. 

11. If other people can see me using a product, I often purchase the brand they 

expect me to buy. 

12. I achieve a sense of belonging by purchasing the same products and brands that 

others purchase. 

 

2. (Online) Social Network Influence – SNI (Pagani et al., 2011) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

Vicarious Innovativeness 

4. I am first among my friends to learn about new social networks. 

5. I know more about new social networks than others. 

6. I am interested in new social networks for their advantages. 

7. I think about benefits and advantages of new social networks. 

8. If I learn that a new social network is easy, I would be interested in it. 

 

Social Identity Expressiveness 

9. I often talk to others about social networks. 

10. I often show the Social Network messages and photos to others. 

 

Self-Identity Expressiveness 

12. Using social networking sites is part of how I express my personality. 

13. I use social networks services to express my personal values. 

14. I use social networks to express who I want to be. 

 

3. Price Sensitivity – PS (Goldsmith and Newell, 1997) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

1. I am less willing to buy new fashions if I think that they will be high in price. (*) 

2. I know that new fashions are likely to be more expensive than older ones, but that 

doesn’t matter to me.  

* = Reverse coded item 
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4. Brand Tribalism – BT (Veloutsou and Moutinho, 2009) 

(5-point scale: Strongly Disagree-Strongly Agree) 

  

8. I am very loyal to this brand because my friends use it. 

9. My friends buy this brand and I buy it too just because I want to be like them. 

10. I achieve a sense of belonging by buying the same brand my friends buy. 

 

5. Self-Expressive Brand –SEB (Carroll and Ahuvia, 2006) 

(5-point scale: Strongly Disagree-Strongly Agree) 

 

Inner Self 

1. This brand symbolises the kind of person I really am inside. 

2. This brand reflects my personality. 

3. This brand is an extension of my inner self. 

4. This brand mirrors the real me. 

 

Social Self 

6. This brand adds to a social ‘role’ I play. 

7. This brand has a positive impact on what others think of me. 

 

 

Perceived Quality/Value – PQ/V (Netemeyer et al., 2004) 

(7-point scale: Strongly Disagree-Strongly Agree) 

 Perceived Quality 

3. This brand consistently performs better than all other fashion brands. 

4. I can always count on this fashion brand for consistent high quality.  

 

Perceived Value 

5. What I get with this fashion brand is worth the cost. 

6. All things considered (price, time, and effort), this fashion brand is a good buy. 

8. When I use this fashion brand, I feel I am getting my money’s worth. 

 

 

6. Brand Love - BLov (Carroll and Ahuvia, 2006) 

(5-point scale: Strongly Agree-Strongly Disagree) 

 

2. This brand makes me feel good. 

3. This brand is totally awesome. 

5. This brand makes me very happy. 

6. I love this brand!  

8. This brand is a pure delight. 

9. I am passionate about this brand. 

 

7. Brand Loyalty - BLoy (Yoo and Donthu,2001) 

(5-point scale: Strongly Disagree- Strongly Agree) 

  

1. I consider myself to be loyal to this brand. 

2. This brand would be my first choice.  
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Appendix 8.13 – Measurement Model – Modifications Indices 

Covariances Added to Error Terms 

 

   
M.I. Par Change 

e84 <--> e85 8.338 .042 

e83 <--> e85 16.925 -.068 

e82 <--> e84 4.975 -.043 

e82 <--> e83 31.543 .121 

e81 <--> e83 5.877 -.066 

e79 <--> e80 102.241 .206 

e78 <--> e80 8.664 .056 

e78 <--> e79 43.219 .117 

e77 <--> e80 42.969 -.121 

e77 <--> e79 33.768 -.101 

e77 <--> e78 8.535 -.047 

e76 <--> e80 35.486 -.104 

e76 <--> e79 17.096 -.068 

e76 <--> e78 12.121 -.053 

e76 <--> e77 68.113 .122 

e75 <--> e80 22.010 -.086 

e75 <--> e79 53.919 -.126 

e75 <--> e78 8.060 -.045 

e75 <--> e77 53.193 .113 

e75 <--> e76 66.667 .120 

e73 <--> e74 53.239 .089 

e72 <--> e73 4.100 -.025 

e71 <--> e74 23.387 -.079 

e71 <--> e73 18.759 -.068 

e71 <--> e72 43.695 .107 

e64 <--> e66 7.865 .060 

e64 <--> e65 5.674 -.049 

e62 <--> e63 8.522 .047 

e59 <--> e60 12.051 .091 

e58 <--> e59 84.915 .214 

e57 <--> e60 40.550 -.164 

e57 <--> e59 8.321 -.068 

e57 <--> e58 10.169 -.073 

e56 <--> e60 33.428 -.154 

e56 <--> e59 27.302 -.127 

e56 <--> e58 40.160 -.150 

e56 <--> e57 206.331 .345 

e55 <--> e60 28.185 .153 

e55 <--> e59 4.256 -.055 

e55 <--> e57 7.435 -.071 

e50 <--> e51 67.254 .230 

e49 <--> e50 18.911 -.165 

e48 <--> e49 44.877 .285 

e47 <--> e51 4.501 -.079 

e46 <--> e49 4.130 -.095 

e46 <--> e48 7.516 .103 

e45 <--> e51 9.103 -.130 

e45 <--> e50 17.630 -.175 
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M.I. Par Change 

e45 <--> e47 5.824 .132 

e45 <--> e46 9.888 -.161 

e44 <--> e51 7.286 -.104 

e44 <--> e50 6.854 -.097 

e44 <--> e45 29.895 .309 

e43 <--> e49 13.767 -.220 

e43 <--> e48 13.895 -.178 

e43 <--> e47 9.113 .168 

e43 <--> e46 7.164 -.140 

e43 <--> e45 32.301 .369 

e43 <--> e44 25.206 .290 

e39 <--> e40 6.027 .161 

e34 <--> e35 133.187 .231 

e33 <--> e34 32.937 .082 

e32 <--> e34 11.505 -.075 

e32 <--> e33 11.512 -.069 

e31 <--> e35 8.236 -.049 

e31 <--> e34 4.686 -.029 

e31 <--> e32 28.381 .101 

e30 <--> e35 13.501 -.061 

e30 <--> e34 7.805 -.036 

e30 <--> e31 10.421 .036 

e29 <--> e35 20.328 -.083 

e29 <--> e34 11.209 -.048 

e29 <--> e31 9.155 .037 

e28 <--> e35 5.742 -.041 

e28 <--> e34 29.255 -.072 

e28 <--> e33 5.587 -.029 

e28 <--> e30 18.561 .048 

e27 <--> e35 10.104 -.057 

e27 <--> e34 10.320 -.045 

e27 <--> e30 10.363 -.037 

e27 <--> e29 10.503 .041 

e27 <--> e28 18.695 .051 

e25 <--> e26 49.091 .121 

e24 <--> e26 8.849 -.067 

e24 <--> e25 10.166 -.064 

e23 <--> e26 33.538 -.129 

e23 <--> e25 6.412 -.050 

e23 <--> e24 22.132 .118 

e20 <--> e19 88.270 .153 

e21 <--> e19 14.416 -.043 

e21 <--> e20 9.029 -.039 

e22 <--> e19 11.604 -.039 

e22 <--> e20 31.424 -.073 

e22 <--> e21 36.304 .052 

e16 <--> e15 6.232 .040 

e17 <--> e15 12.322 -.050 

e18 <--> e16 13.076 -.051 

e18 <--> e17 8.116 .035 

e8 <--> e11 124.808 .443 

e9 <--> e11 26.733 -.181 
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M.I. Par Change 

e10 <--> e11 13.635 -.131 

e10 <--> e8 44.085 -.249 

e10 <--> e9 41.859 .211 

e6 <--> e4 6.787 -.093 

e6 <--> e5 5.286 .066 

e7 <--> e5 19.154 -.117 

e7 <--> e6 10.383 .127 

e3 <--> e1 9.966 .101 

 

 

Appendix 8.14 - Measurement Model Re-Specification – Items Deleted 

Where Standardised Residuals > 4 

  

χ2 

 

df 

P 

Value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

Remove BT 1 6479.749 3253 .000 0.914 0.908 0.915 0.038 

Remove BT 3 6274.680 3174 .000 0.916 0.910 0.917 0.038 

Remove BT 2 6033.329 3094 .000 0.920 0.914 0.920 0.038 

Remove BT 5 5919.597 3016 .000 0.919 0.913 0.920 0.038 

Remove BT 

4, 6 

 

5412.948 

 

2860 

 

.000 

 

0.927 

 

0.921 

 

0.927 

 

0.036 

Remove BT 

14 

 

5234.187 

 

2787 

 

.000 

 

0.929 

 

0.924 

 

0.930 

 

0.036 

Remove SEB 

8 

 

5112.330 

 

2713 

 

.000 

 

0.929 

 

0.924 

 

0.930 

 

0.036 

Remove 

BLov 10 

 

4952.199 

 

2640 

 

.000 

 

0.931 

 

0.925 

 

0.931 

 

0.036 

Remove 

SUSCEP 9  

 

4849.314 

 

2571 

 

.000 

 

0.930 

 

0.925 

 

0.931 

 

0.036 

Remove 

BLov 1 

4697.433 2500 .000 0.932 0.926 0.932 0.036 

Remove 

SUSCEP 1 

 

4504.389 

 

2428 

 

.000 

 

0.935 

 

0.929 

 

0.935 

 

0.036 

Remove BT 

13 

 

4360.594 

 

2358 

 

.000 

 

0.936 

 

0.931 

 

0.937 

 

0.035 

Remove BT 

16 

 

4228.396 

 

2288 

 

.000 

 

0.937 

 

0.932 

 

0.937 

 

0.035 

Remove BT 

12, 15 

 

3985.155 

 

2153 

 

.000 

 

0.940 

 

0.934 

 

0.940 

 

0.036 

Remove BL 7 3862.871 2089 .000 0.941 0.936 0.941 0.035 

Remove BT 7 3726.335 2025 .000 0.942 0.937 0.942 0.035 
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Remove 

PQ/V 7 

 

3563.944 

 

1963 

 

.000 

 

0.944 

 

0.939 

 

0.945 

 

0.035 

Remove 

SUSCEP 3 

 

3468.953 

 

1901 

 

.000 

 

0,944 

 

0.939 

 

0.944 

 

0.035 

Remove    

SNI 1 

 

3321.204 

 

1839 

 

.000 

 

0.946 

 

0.941 

 

0.947 

 

0.035 

Remove    

SNI 3 

 

3247.566 

 

1781 

 

.000 

 

0.946 

 

0.941 

 

0.947 

 

0.035 

Remove 

SUSCEP 2 

 

3156.947 

 

1722 

 

.000 

 

0.947 

 

0.941 

 

0.947 

 

0.035 

Remove  SEB 

5 

 

2994.249 

 

1663 

 

.000 

 

0.950 

 

0.945 

 

0.950 

 

0.034 

Remove PVQ 

2 

 

2884.482 

 

1603 

 

.000 

 

0.950 

 

0.945 

 

0.951 

 

0.034 

Remove 

SUSCEP 7, 

10 

 

2624.518 

 

1489 

 

.000 

 

0.955 

 

0.950 

 

0.955 

 

0.034 

Remove 

BLoy 3 

 

2495.615 

 

1433 

 

.000 

 

0.957 

 

0.952 

 

0.957 

 

0.033 

Remove 

SEB2 

 

2389.341 

 

1380 

 

.000 

 

0.958 

 

0.953 

 

0.958 

 

0.033 

Remove 

PQV1 

 

2301.213 

 

1328 

 

.000 

 

0.959 

 

0.954 

 

0.959 

 

0.033 

Remove 

Price3 

 

2230.509 

 

1276 

 

.000 

 

0.960 

 

0.955 

 

0.960 

 

0.033 
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Appendix 8.15 Structural Model Modifications 

 

Modificatio

n 

 

χ2 

 

df  

 

χ2/df 

P 

Value 

 

CFI 

 

NNFI 

 

IFI 

 

RMSEA 

Add path 

from e1-e2  

 

2473.740 

 

1311 

 

1.887 

 

.000 

 

0.951 

 

0.946 

 

0.951 

 

0.036 

Add path 

Price > SEB 

 

2394.461 

 

1310 

 

1.830 

 

.000 

 

0.954 

 

0.950 

 

0.954 

 

0.035 

Add path 

Self 

Esteem> 

Price 

 

2380.378 

 

1309 

 

1.823 

 

.000 

 

0.954 

 

0.950 

 

0.955 

 

0.035 

Add path 

Brand 

Tribalism > 

Brand 

Loyal 

 

 

2366.959 

 

 

1308 

 

 

1.814 

 

 

.000 

 

 

0.955 

 

 

0.951 

 

 

0.955 

 

 

0.035 

Add path 

Brand 

Tribalism> 

WOM 

 

2345.692 

 

1306 

 

1.800 

 

.000 

 

0.956 

 

0.952 

 

0.956 

 

0.034 

Add path 

SEB>Brand 

Tribalism 

 

2328.557 

 

1305 

 

1.794 

 

.000 

 

0.957 

 

0.952 

 

0.957 

 

0.034 
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Appendix Chapter 9 

 
Appendix 9.1 No Difference in Performance of Price Sensitivity in SEM 

Between the Student and Non-Student Samples 

 

Student Sample Results 
Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Price Sensitivity 

H11 Price Sensitivity -> 

Perceived Quality/Value 

- + .673 .885 *** Reject 

H12 Price Sensitivity -> 

Satisfaction 

- + .517 .959 *** Reject 

H13 Price Sensitivity -> 

Brand Love 

- + .194 .238 .004 Reject 

New Price Sensitivity -> 

Self-Expressive Brand 

 + .321 .549 *** Accept 

Fit indices: χ2 =2157.230; df=1305; χ2/df=1.653; p=.000; CFI=.950; NNFI=.945; 

IFI=.950; RMSEA=.037: .RMSEA Range: .035-0.40. 

 

 

Non-Student Sample Results 
Hypo: Relationship E 

+/- 

A 

+/- 

S.E. β p-

value 

Result 

 
 

Price Sensitivity 

H11 Price Sensitivity -> 

Perceived Quality/Value 

- + .478 .822 *** Reject 

H12 Price Sensitivity -> 

Satisfaction 

- + .278 .824 *** Reject 

H13 Price Sensitivity -> 

Brand Love 

- + .178 .357 .006 Reject 

New Price Sensitivity -> 

Self-Expressive Brand 

 + .195 .238 .005 Accept 

Fit indices: χ2 =1816.158; df=1305; χ2/df=1.392; p=.000; CFI=.926; NNFI=.919; 

IFI=.927; RMSEA=.044: .RMSEA Range: .039-0.48. 

 


