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This dissertation investigates the effects of price discounts on consumer purchase intentions. Research in to the different factors that influence consumer purchase intentions suggest that there are many influential factors that play a role in consumer purchase intentions. 

This dissertation was written in line with the positivist (traditionalist) approach; where all data was collected in an objective, quantitative, traditionalist and scientific way. Through using this approach, the researcher can assume that results are both accurate and reliable through validity and reliability. The research method used for this study was online questionnaires; where participants were sent a link via social media and email, to answer within a week. This questionnaire was set up through the online survey website Survey Monkey, which allowed the researcher to both gather and analyse the results using the website; this saved the researcher valuable time and money. 

The literature on consumer buying behaviour is a large area to research, therefore the researcher was faced with having to choose specific areas to focus on to find the effects of price discounts on consumer purchase intentions for this dissertation. The literature review is divided in to five sections, beginning with consumer buying behaviour, influencing factors, the marketing mix, price discounts and the price-quality relationship. This was done with the intention of viewing consumer buying behaviour through multiple different perspectives, thus allowing the researcher to gain a wider view on the topic. 

This study was carried out within Swansea, where a total of 125 participants took part in the survey. This number of participants only represents a margin of the total number of individuals living within Swansea; however, it has allowed the researcher to gain a small insight in to consumer purchase intentions, and allows for assumptions to be made. The findings of this questionnaire support a large amount of the literature found; where technological advances and consumer knowledge has revolutionised consumer buying behaviour. Price was seen to be the most influential factor throughout the questionnaire, whereas brand was seen to be the least influential. However, when analysing the results of the questionnaire it was quite apparent that many were undecided or simply “on the wall” when rating the importance of factors. For example, between 23% and 39% of participants neither agreed nor disagreed for the statements provided in question 13.

Therefore, the findings of this dissertation suggest that while consumer buying behaviour has changed considerably throughout the years; factors such as price and quality are still largely influencing. However, the advancement of technology has added extra emphasis to these factors, where consumers are able to compare information and prices about products and services. In addition, websites such as trip advisor and Facebook have allowed consumers to access key information and feedback on these products and services at a click of a button. 

This dissertation will finish with several recommendations for both individuals and businesses who plan to conduct further research in to the field of price discounts and consumer purchase intentions; including a recommendation for businesses to currently utilise. 
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[bookmark: _Toc481486834]1.1 Introduction

The focus of this dissertation was to investigate the effects of price discounts on consumer purchase intentions. Research in to the effect of price discounts on consumer purchase intentions suggest that there are a variety of different factors that influence the buying behaviour of consumers. These factors can be categorised in to three main factors; individual influences, group influences and situational influences. In addition to these, the marketing mix (4ps) were also identified to be largely influential on consumer buying behaviour where the product, price, promotion and place of a good or service will play a determining role in their purchase behaviour. Lastly, the dissertation specifically looked at literature on both price discounts and the price-quality relationship. 


[bookmark: _Toc481486835]1.2 Consumer buying behaviour

(Kumar, 2010, p. 218) identified that consumer buying behaviour “refers to the buying behaviour of final consumers, both individuals and households, who buy goods and services for personal consumption”. A journal article by (Filip & Voinea, 2011), consumer buying behaviour has changed considerably throughout the years. (Filip & Voinea, 2011, pp. 14-19) referred to this change as evolutionary, where in fact the “seeds of change have been apparent for generations”. Regarding the changes in consumer buying behaviour it is believed that consumers now experience a “consumer vertigo”; where they are faced with a much larger product choice from both ordinary retailers and discount retailers (Filip & Voinea, 2011). Therefore, it is believed that consumers now desire both physical and emotional needs to be met. These needs are said to start with the most basic needs, as can be seen with the hierarchy of needs developed by Abraham H Maslow in 1943; where he identified the first level of the hierarchy as essential in allowing the consumer to feel motivated to purchase a good or service. 



[bookmark: _Toc481486836]1.3 Marketing mix

In addition to Maslow’s hierarchy of needs, the marketing mix is also believed to have an influence on consumer purchase intentions. The role of price is said to be the most influential factor where “the price of a product is the fact shoppers can best determine” (Moskowitz, et al., 2011, p. 64).  it is believed that since the recession, consumers have become more aware of pricing, and are therefore more price sensitive. This is backed up by research carried out by Morrell (2000) where it was found that due to a halt in consumer spending post-recession; individuals had learnt that price discounts occurred if they waited for further price reductions (Varley, 2001, p. 136). This could be due to the reduction of disposable income post-recession, and the beginning of the discount culture as identified by (Varley, 2001, p. 136); where price became the main influencing factor for many individuals. 

However, despite the general belief of price being the main influencer; (Degeratu, et al., 2000, p. 61) identifies that past research suggests that “loyal customers are less price sensitive”, suggesting that individuals are just as likely to purchase a product whether it is at a discounted price or not because they are loyal to a specific brand. In addition, (Moskowitz, et al., 2011, pp. 64-66) found that while price was extremely important for some items, it was also completely irrelevant for others. This is backed up by research carried out by (Marshall & Johnston, 2013, p. 60) where it was found that product quality was more important than price when consumers were purchasing “technically complex products”; and price was more important for consumers purchasing “standardised, non-technical, commodity products”. This suggests that although price is more important in today’s society; it is not a major influencing factor to all consumers therefore other factors of the marketing mix will rank higher. 

For example, promotion is identified as being important where promotional activities are used by businesses to differentiate themselves from competitors. Promotional activities cover a wide range of areas such as public relations and sales promotion. It can be seen from literature, that within promotion both advertisement and packaging are the most influential on consumer buying behaviour as (Underwood, et al., 2001, pp. 403-422) suggest that consumers now largely use the packaging and advertisement of the product to imagine the products taste, feel, look, smell or sound. In addition, the placement of a product (place) is also seen to be important; where research carried out by (Foxall, 2016, pp. 36-37) into the placement of items within a supermarket and the affect they had on consumer buying behaviour showed that by placing these items by the checkouts lead to a substantial impact of sales on these items. Furthermore, it has also been identified that store environment has an influencing role. The last part of the marketing mix which concerns the product itself Is also seen as important; where this area of the mix considers the product and the availability of the product. For example, individuals will specifically visit a store to purchase a specific product, brand or service. These individuals are identified by (Daly, 2002, p. 223) as being “convenience buyers”, and identified that individuals are “most likely to make a convenience purchase when the product is relatively low in cost and the buyer has a pressing need for the product right now”.


[bookmark: _Toc481486837]1.4 Growth of price discounters 

The other pieces of literature outlined within this dissertation are focused around price discounts and the price-quality relationship. When researching these areas, it is clearly apparent that there are multiple pieces of literature on both the current price discount culture and the rising growth of price discounters. For example, while research carried out by individuals such as (Grewal, et al., 1998), (Varley, 2001), and (Planet Retail Limited, 2016) focus on the introduction of the discount culture and where it is believed individuals get the desire to shop for discounts; research carried out by individuals such as (Hyde, 2015), (Ruddick, 2015), and (Gilbert & Jackaria, 2002) outline changing habits of individuals and the rapid growth of the discount sector. , the rapid growth of discount stores is not only limited to the UK, but can be seen worldwide where over-all consumer knowledge and willingness to research before purchasing a product has grown, largely due to technological advances. (McDaniel, et al., 2013) identifies that value retailers have grown as they continue to shift towards a larger goal where they continue to expand their customer base by introducing higher-priced products and services which are aimed at higher-income individuals to appeal to a wider market. Therefore, the price discounters are now seen as direct competition for traditional retailers.

A news article by (Davies & Butler, 2016) identifies that since their introduction in the 1990’s, Aldi and Lidl now control over 10% of the UK grocery sales; which in addition to the growth of price discounters which now sell a limited amount of groceries (such as Poundland and Home Bargains), the previously known oligopolies of the UK grocery market (Tesco, Asda, Morrison’s, Sainsbury’s) are seeing a fall in market share. A news article by (Hope, 2015) identified that overall, the discount sector grew 48% between 2010 and 2015, in comparison to just 34% for traditional retailers Tesco, Asda, Morrison’s and Sainsbury’s; where the number of individuals shopping within discount stores has increased considerably throughout the past decade.

[bookmark: _Toc481486838]1.5 Rationale, Aims and Objectives

The researcher has chosen to investigate the effect of price discounts of consumer purchase intentions due to currently working within retail. Through experiencing working within retail, the researcher has recognised that price discounts have become increasingly influential on consumer buying behaviour. Therefore, this has intrigued the researcher, and in turn provided the perfect topic to research for this dissertation module. As the aim of this dissertation is to investigate the effect of price discounts on consumer purchase intention; to achieve this, the researcher has set out several objectives. These are to:
· Identify if price discounts influence consumers purchase intentions
· Analyse the extent to which price discounts will influence consumers purchase intentions
· Evaluate if higher price discounts lower the buyer’s quality perceptions
· Make appropriate recommendations
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This chapter will begin by looking at the background of consumer buying behaviour through previous research carried out in to the changes of consumer buying behaviour due to the discount culture. The influencing factors will be identified and discussed fully; where the researcher will take account of different influencers such as individual, group and situational influences. After doing this, the chapter will go on to look at the effect the marketing mix (price, product, place and promotion) has on influencing consumer buying behaviour. Lastly, the chapter will look at price discounts in general; identifying the substantial growth within the discount sector and the changing buying habits of individuals. In addition to this, the relationship between price and quality will be looked at, with the intention of providing a wider view on the influencing factors behind consumer buying behaviour.
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Consumer buying behaviour “refers to the buying behaviour of final consumers, both individuals and households, who buy goods and services for personal consumption” (Kumar, 2010, p. 218). In addition, (Kumar, 2010) further identifies buying behaviour as the “decisive process of people involved in buying and using products”. 

According to a journal article by (Filip & Voinea, 2011), consumer buying behaviour has changed considerably throughout the years. (Filip & Voinea, 2011, pp. 14-19) referred to this change as evolutionary, where in fact the “seeds of change have been apparent for generations”. Regarding the changes in consumer buying behaviour it is believed that consumers now experience a “consumer vertigo”; where they are faced with a much larger product choice from both ordinary retailers and discount retailers (Filip & Voinea, 2011). Due to this increase in product choice, consumers now desire not only physical needs to be met, but also emotional needs when purchasing goods or services. As (Lancaster, et al., 2002, p. 79) identifies “people have many varying needs; if a need is intense then they become motivated to purchase the food that will satisfy it”. Abraham H Maslow identified the needs of human beings as being hierarchical, considering this he went on to develop the hierarchy of needs in 1943. These needs begin with the most basic and important (psychological), which then increase to safety needs, love/belonging needs, ego-status/self-esteem needs, and finally self-actualization needs. It is believed that in the first stage where motivation is of main priority, the customer must feel a level of need to be motivated to purchase the good or service (Burrow, 2012, pp. 158-159). In addition, it is also believed that the marketing mix also has an impact; where for a purchase to take place, the customer must feel a level of satisfaction where the good or service is a right product, sold at the right price, promoted at the right place in the right way (Wright, 2006, p. 424). 

In addition to the above theories, (Brassington & Pettitt, 2006) identified that while there are multiple influencing factors, these factors can be categorised in to three major influencers; these are:
· Individual influences
· Group influences 
· Situational influences

When purchasing products consumers “generally follow the consumer decision making process”, although not consumers will follow the five stages in order or even complete the five stages; where the consumer can stop at any stage and decide not to continue with the purchase (Lamb, et al., 2009, p. 140). This is identified as a process that “consists of five key stages that a consumer goes through when making a purchase decision” (Bathgate, et al., 2013, p. 100). The process begins with need recognition where the consumer is faced with an imbalance between their actual and desired status, therefore triggering a need. The process then goes on to information search where the “consumer seeks marketplace information” to satisfy the need; the third stage (evaluation of alternatives) occurs when an individual decides on alternative products to satisfy the need in relation to value and quality (Lamb, et al., 2009, pp. 140-141). The fourth and fifth stages are purchase and post-purchase behaviour; these stages are often swapped where the post-purchase behaviour where after-sale service and benefits may be the deciding factor for consumers (Lantos, 2015, pp. 66-69). 

(Timothy, 2005, p. 185) states that shopping is traditionally seen as a female activity, “stemming from the customary role of women, as housewives, in purchasing groceries, clothing and other household items”. A study carried out by the Future Foundation backs this up, where it was found that within the UK, two-thirds of all shopping was undertaken by females (Coleman, 2006, p. 9). However, it has been identified that due to the changing roles where males are increasingly more active in taking care of the household; the previous research on gender shopping trends could be outdated (Timothy, 2005).
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As previously mentioned, there are many factors that have an influence on consumer buying behaviour; many of these influences can be categorised in to individual influences, group influences and situational influences (Brassington & Pettitt, 2006) In addition to these, the influence of the marketing mix, along with price discounts and perception of price and quality are also discussed. 
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The individual influencers of consumer buying behaviour include personality, attitude, perception and motivation. Personality is defined as a “set of traits and specific characteristics of each individual” that is the “product of the interaction of psychological and physiological characteristics of the individual which results in constant behaviours” (Rani, 2014, p. 57). An individual’s personality largely influences the buying behaviour process, where decisions and choices are made in relation to the self-image an individual has or would like to have of himself. Consumers are said to purchase products or services that “reflect and enhance their self-concepts” (Pride & Ferrell, 2008, pp. 216-218). (Sarker, et al., 2013, pp. 44-46) identifies that the importance of self-image is important where these days individuals are much more “concerned about their image and status in society”, which is turn is a “direct outcome of their material prosperity”. 

Furthermore, (Brassington & Pettitt, 2006, p. 122) identify that in addition to the individual’s personality, consumers can “develop attitudes to any kind of product or service, or indeed to any aspect of the marketing mix, and these attitudes will affect behaviour”. Therefore, this is believed to imply that a consumer’s attitude will play an important role in influencing consumer purchase intentions. In addition to attitude, perception also plays a role in influencing the purchase intentions where the perception an individual may have towards a brand will influence how the individual will act (Rani, 2014, pp. 58-59). For example, individuals may build a certain perception towards a brand to be better than another, and thus will likely remain loyal to the brand. In addition to these influences, it is also believed that motivation will “drive consumers to develop a purchasing behaviour”, where the expression of a need becomes enough to make a customer want to satisfy it (Rani, 2014, p. 58). This was further backed up by Abraham Maslow, who identified and developed a psychological theory in 1943 that identifies the needs of individuals as hierarchical; where the most basic needs form the basis which then increase as an individual climbs the hierarchy (Burrow, 2012, p. 158). 
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In addition, the group influences of consumer purchase intentions include social class, culture, reference groups and family. Inskip (1995) argues that a sense of social class influences people’s perception of society and their aspirations. According to (Brassington & Pettitt, 2006, p. 127) this may mean that “middle-class people generally seek out products that will enhance their self-image, self-belief and sense of success”. It is believed that this stems back to childhood, where “children or young people start learning behaviours and obtaining the habits of life style from their family based on the social class of that family” (Durmaz & Taşdemir, 2014, pp. 189-190). Therefore, it is believed that in countries where social class differences are strong, the goods and services they purchase are hugely determined by their social class. Alongside this, culture and subculture can also be largely influential on consumers purchase intention, where purchases are largely determined by the individual’s culture. Chisnall (1985) identified that culture is a “total way of life of a society, passed on from generation to generation, deriving from a group of people sharing and transmitting beliefs, values, attitudes and forms of behaviour that are common to that society and considered worthy of retention” (Brassington & Pettitt, 2006, p. 127). Each culture comprises of multiple subcultures such as gender, demographics, religion, social and economic status and age. In relation to culture, one of the largest influencing factors is possibly the level of religion and flexibility within a culture, where this will potentiality determine how an individual will behave. According to (Al-Makaty, et al., 1996, pp. 16-27) both Islamic and catholic cultures are more religiously orientated in comparison to Chinese culture where religion plays a small role. (Chaudhry, 2014) identifies that this implies that “Islamic and some Catholic cultures, people are more inclined to buy and consume religious artefacts and related material”.

Furthermore, a journal article by (Edson Escalas & Bettman, 2003, p. 341) states that multiple pieces of research in to the relationship consumer buying behaviour and reference groups has “demonstrated congruency between group membership and brand usage”; suggesting that individuals who belong to certain reference groups are more likely to purchase a specific good or service. A reference group is defined as “any group that positively or negatively affects a person’s values, attitudes, or behaviour” (Pride & Ferrell, 2006, p. 255). Furthermore, family is referred to as “the smallest reference group with which the consumer reacts” (Sandhusen, 2008, p. 244). According to (Brassington & Pettitt, 2006, p. 133) a family, regardless of its size will remain a “key influence on the buying behaviour of individuals”. Additionally, (Sandhusen, 2008, p. 244) refers to family as “the most important buying influence in society”.
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Situational influences of consumer purchase intentions include; sociocultural, technological, economic/competitive and political/legal influences. Sociocultural influences comprise of groups which are beyond the control of businesses, these are; reference groups, culture, family, demographics and social class (Bowie & Buttle, 2011, p. 65). (Pride & Ferrell, 2008, p. 81) identifies that a change in demographics can affect the level of consumption of products such as “food, clothing, housing, transportation, communication, recreation, education and health services”. For example, the buying behaviour of a society that is made up of a large percentage of older consumers will be completely different from a society that is made of families. Furthermore, a consumer’s economic situation has a strong influence on the purchasing behaviour of the consumer; (Rani, 2014, p. 57) suggests that if income and savings are high, the likelihood of purchasing expensive products is increased, whereas with an individual with a low amount of income and savings the likelihood is decreased where importance is placed on the individual’s basic needs rather than wants. Another influence that ties in with the consumer’s economic situation is the level of competition; where as the level of “competition increases and the customer becomes knowledgeable and demanding, the retailer needs this knowledge to stay ahead of his competitors and build a competitive advantage” (Pradhan, 2009, p. 117). A key example of competition strongly influencing consumer buying behaviour can be seen with the recent growth of discount supermarkets such as Aldi and Lidl. 

In addition, it is believed that the extent to which technology influences consumer buying behaviour has grown considerably over the past decade; where the growth of social media has increased the level of advertisement and consumer knowledge. A news article by (Abidi, 2012) identifies that “new technology is raising awareness of what is now available; traditional advertising has evolved to become more personal and personalised”; where advertising through platforms such as Facebook and Twitter is used to specifically target individuals based on what the individual has previously shown interest in. 

(Madaan, 2009, p. 84) identifies that the Consumer Protection Act 1986 has “made big changes in consumer behaviour”; where consumers have become better aware of their rights and over-all consumer awareness has grown. In addition, consumer awareness of legality issues behind brands has also grown largely due to news coverage. For example, the 2013 horse meat scandal and the Volkswagen emissions scandal 2015 have caused a dis-trust among consumers with certain brands which has ultimately influenced purchase behaviour. In addition, an individual’s political stance can influence purchase behaviour; where the beliefs are shaped by “considerations related to the social environment rather than personal economic circumstances, especially when the political issue at stake does not directly affect one’s daily business” (Aerni, 2011, p. 1558). Furthermore (Aerni, 2011, p. 1559) states that political opinions are largely seen as “an expression of a personal life-style rather than the result of an in-depth analysis of the issue at stake”. Therefore, it can be assumed that individuals are more likely to pursue actions which fall in line with their political and legal stance; for example, if a product is labelled as organic, individuals who have a stronger stance on safe and sustainable farming practices are more likely to purchase the product solely for that reason. 
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The marketing mix is defined by Kotler and Armstrong as a “set of controllable, tactical marketing tools that the firm blends to produce the response it wants in the target market; the marketing mix consists of everything the firm can do to influence the demand for its product” (Sharma & Parashar, 2009, p. 122). According to Kotler, the marketing mix consists of four P’s which are price, product, promotion and place (Jain & Jain, 2009, p. 76). 
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The role of price in consumer buying behaviour is thought to be both influential and complex (Conover, 1984, pp. 633-635). Price is believed to be the most influential factor where the “price of a product is the fact shoppers can best determine” (Moskowitz, et al., 2011, p. 64). (Rao, 2009, p. 88) identifies that the “price of a product can affect observed consumer behaviour in various ways other than through the actual price”. It is believed that along with the actual price, the subjective and fairness of price also affect consumer purchase intentions. Furthermore, (Manu, et al., 2011, pp. 12-16) states that different pricing practices also influence consumer buying behaviour, such as:
· Drip pricing, where the consumer only sees the upfront price, and only later in the purchase process see the true price
· Reference pricing, where the price being stated to the consumer is being compared to an earlier, possibly higher price used by the company
· Free pricing, where promotions such as buy one get one free are used where the consumer gets a product or service free in response to purchasing a product or service
· Bait pricing, where consumers are enticed with a discount but are ultimately left with purchasing full price products because there are few or no discounted items
· Complex pricing; this makes it difficult for consumers to compare or assess prices as the product or service is part of a multipack or an offer
· Time limited offers, such as the black Friday sales where discounts and offers are only available to consumers for a certain period

These pricing strategies are seen particularly throughout the retail sector on a regular basis in attempt to increase footfall and keep consumers engaged and interested. For example, retailers and large supermarkets such as Tesco use loyalty schemes which use multiple pricing practices such as free pricing, complex pricing and time limited offers to encourage consumers where there is a perception of price savings and fairness in comparison to competitors. In addition, the price of a product often also gives consumers a perception of the quality and is therefore likely to further influence consumer buying behaviour. However, (Degeratu, et al., 2000, p. 61) identifies that past research suggests that “loyal customers are less price sensitive”; thus, are just as likely to purchase a product whether it is at a discounted price or not because they are loyal to a specific brand. In addition, (Moskowitz, et al., 2011, pp. 64-66) found that while price was extremely important for some items, it was also completely irrelevant for others. This is backed up by research carried out by (Marshall & Johnston, 2013, p. 60) where it was found that product quality was more important than price when consumers were purchasing “technically complex products”; and price was more important for consumers purchasing “standardised, non-technical, commodity products”. This suggests that although price is more important in today’s society; it is not a major influencing factor to all consumers therefore other factors of the marketing mix will rank higher. 
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Product is defined by (Kumar, 2010, p. 47) as a “set of benefits” that satisfy consumer’s needs, therefore these products include goods, services, places, persons and ideas. According to (Reid & Bojanic, 2009, p. 283), three product levels exist, these are the “core products, facilitating (actual) products, and the supporting products”. The core product is seen to be the basic form of a specific product; where it is “the main benefit sought by customers to satisfy their needs recognised by the gap between ideal and actual state” (Reid & Bojanic, 2009, p. 283). For example, the core product for customers in a restaurant is food, where customers are looking to fulfil the need of hunger. The second level is the facilitating products; these are the services which allow consumers to consume the core product. For example, the facilitating product in a restaurant would be waiters and waitresses who deliver the product to the customer where and when they want it. The final level is the supporting products, where additional goods and services are added on to the existing core and facilitating products with the hope of increasing the overall satisfaction and value for customers (Reid & Bojanic, 2009, pp. 283-284). These supporting products may be in the form of a free dessert or drink when a customer purchases a meal in the restaurant. Furthermore, availability of the product could also be linked in where individuals will specifically visit a store to purchase a specific product, brand or service. According to (Daly, 2002, p. 223), these individuals are “convenience buyers”, where they are “most likely to make a convenience purchase when the product is relatively low in cost and the buyer has a pressing need for the product right now”.


[bookmark: _Toc481486849]2.4.3 Promotion

A journal article by (Mughal, et al., 2014, p. 404) identifies that promotion is a “utensil used by retailers or manufacturers to attract consumers”. Promotional activities are used by businesses in attempt to differentiate themselves from other competitors within the market. Promotion can be done in the form of a sales promotion, advertising, public relations, personal selling, direct mailing, exhibitions and trade fairs, merchandising, packaging and branding (Gillespie, 2001, p. 43). Sale promotions consist of “a variety of incentive tools, mostly short terms, that are used to stimulate consumers and/or dealers to accelerate the purchasing process of to increase quantities of sales” (Familmaleki, et al., 2015, p. 1). It is believed that sales promotion works on a “direct behavioural basis” which therefore does not affect the consumer’s awareness or attitude (Familmaleki, et al., 2015, pp. 1-2). Sales promotions are used as short-term incentives to increase sales and are done in the form of coupons and price discounts. As stated by (Schultz, et al., 2009, p. 49) “a brand decision based on sales promotion alone is like a personal relationship based only on appearance”; where it may initially work, but will not solely encourage the consumer to purchase the product. It can be argued that within promotion both advertisement and packaging are the most influential on consumer buying behaviour as (Underwood, et al., 2001, pp. 403-422) suggest that consumers now largely use the packaging and advertisement of the product to imagine the products taste, feel, look, smell or sound.


[bookmark: _Toc481486850]2.4.2 Place

Place refers to that “contact between the service provider and the person who gets the benefits of the service”; in addition, place also includes the physical environment surrounding consumers when they purchase goods and services. Research carried out by (Foxall, 2016, pp. 36-37) into the placement of items within a supermarket and the affect they had on consumer buying behaviour showed that by placing these items by the checkouts lead to a substantial impact of sales on these items. This research concluded that placing these items next to the checkouts would have the potential to increase their sales by around 400-500% more than in their original shelf within the store. Moreover, the store environment has also changed where the main emphasis has also shifted from merchandise “breadth, depth and quality”, to also include the importance of creating a “pleasant, entertaining experience for the consumer” (Mathur, et al., 1997, p. 373). Furthermore, a study carried out by (Mathur, et al., 1997, pp. 373-374) into the effect of store environment on consumer buying behaviour found that “although cognitive factors may largely account for store selection and purchases within the store, the environment in the store and emotional state of the consumers may be an important determinant of purchase behaviour”. In addition, (Akram, et al., 2016, p. 43) also believe that the store environment is largely influential, where consumers “respond more to the core products and services being offered”; therefore, in some cases this places more importance on the store atmosphere and environment in influencing consumer buying behaviour.














[bookmark: _Toc481486851]2.5 Price Discounts

Many retailers were presented with a problem in the late 1980’s when the major effects of the recession were starting to take effect; seeing consumer spending slowing down to almost a halt. Due to this, retailers were faced with having to cut prices to entice consumers back in to spending. An article by (Grewal, et al., 1998, pp. 335-337) highlights the use of sales promotions such as price discounts as a tactic used by retailers to “increase store traffic and stimulate purchase”.  As outlined by Morrell (2000), consumers were now learning that price discounts occurred if they waited for further price reductions and became reluctant to pay full price for anything. It is believed that because of this, the discount culture had begun and in fact, discount shopping is now seen as “smart as opposed to an economic necessity” (Varley, 2001, p. 136). 

Over the past three decades it is believed that consumer characteristics have changed considerably; where “today’s consumer has many features that simply did not exist in the first three quarters of the twentieth century” (Samli, 2012, p. 5). These features include improved technology where global technology has “enhanced the awareness of products, services and quality-of-life details” (Samli, 2012, p. 5). Research carried out by (Klapdor, 2013, p. 13) found that for many consumers, the internet is often rated the “first or second most important information source during the purchasing process”; where consumers purchasing electronics were extremely likely to use the internet to research a product before purchase.

As outlined from previous research carried out by (Planet Retail Limited, 2016, p. 7), the current culture of price promotions and discounts is likely to “characterise the UK retail market for the foreseeable future”. Due to the growing volume and knowledge of discount shops appearing on highstreets both within the UK and globally, the number of consumers now shopping within these stores has grown considerably; with many individuals now buying many goods and services at a discount on a weekly basis (Shell, 2009). The introduction of digital platforms such as the (Money Saving Expert, 2017) have transformed consumer knowledge and the way consumers now purchase goods and services. The increase in popularity and demand of these price discounts could be down to the changing cultural and situational factors within society. Christine Cross stated in a news article by (Rayner, 2014) that “the recession has changed people’s spending habits and all of the discount stores, such as Aldi, Lidl and Pound stores are pushing into the South East and West at an increasing rate”. This is backed up by earlier research carried out by Gilbert and Jackaria (2002), who investigated consumer response rates to four of the most commonly used promotional deals within UK supermarkets; price discounts, samples, buy one get one free and coupons. Their research showed that the impact of price discounts on consumer buying behaviour is significantly higher than the other three promotional deals (Gbadamosi, 2016, p. 248). Furthermore, additional research also carried out by (Gilbert & Jackaria, 2002, p. 317) reported that the “use of price discounts in UK supermarkets, as a promotional tool, does have a significant effect on reported buying behaviour”.

Furthermore, the rapid growth of discount stores is not only limited to the UK, but can be seen worldwide where over-all consumer knowledge and willingness to research before purchasing a product has grown, largely due to technological advances. (McDaniel, et al., 2013) identifies that value retailers have grown as they continue to shift towards a larger goal where they continue to expand their customer base by introducing higher-priced products and services which are aimed at higher-income individuals to appeal to a wider market. An example of this being done can be seen with the introduction of the Lidl deluxe brand (Lidl, 2016). This goal of aiming products at all income levels can also be seen with the growth of discounters in non-food markets. For example, (Kitchen & Proctor, 2001, p. 83) identify that price discounting has been strongly growing in the “furniture, carpet and electrical sectors, DIY retailing and the chemist and drugstore market”.

Research carried out by (Basker, 2016, pp. 419-420) concludes that price discounters have a large price advantage over traditional retailers, and in response competitor’s respond by “cutting prices, raising prices, or focusing on quality, with the specific response varying depending on the store, market, and type of entrant”. In response to the growth of discount stores and the introduction of German retailers Aldi and Lidl to the UK in the 1990’s, major retailers such as Tesco and Asda have had to continuously compete with prices; which has ultimately resulted in a market-wide price war to win over attraction of consumers (Lambin, et al., 2007, p. 459). Although due to the continuous price wars, price discounts are an every-day occurrence where retailers are forced to participate in price discounting to remain a key competitor; Hausman and Leibtag (2007) referred to this as the “indirect effect” (Basker, 2016, p. 419). In addition, Hausman and Leibtag (2007) refer to the price advantage to which discounter stores have over competitors as the “direct effect of discount stores on market prices” (Basker, 2016, p. 419). Furthermore, a news article by (Davies & Butler, 2016) identifies that since their introduction in the 1990’s, Aldi and Lidl now control over 10% of the UK grocery sales; which in addition to the growth of price discounters which now sell a limited amount of groceries (such as Poundland and Home Bargains), the previously known oligopolies of the UK grocery market (Tesco, Asda, Morrison’s, Sainsbury’s) are seeing a fall in market share. A news article by (Hope, 2015) identified that overall, the discount sector grew 48% between 2010 and 2015, in comparison to just 34% for traditional retailers Tesco, Asda, Morrison’s and Sainsbury’s; where the number of individuals shopping within discount stores has increased considerably throughout the past decade. This could be explained through research carried out by ElectriQ (2015); where it was found that shoppers now feel loyalty to just seven brands, a figure that is below half of that compared to 2010 research. This is said to be because many consumers are “happy to abandon family favourites for an almost identical product from a less well-known brand, if it means saving money” (Gammall, 2015). Research carried out by the Institute Grocery Distribution (IGD) found that shoppers now visit on average four different grocery stores a month; with nearly 50% of them visiting two or more stores on the same shopping trip (Hope, 2015). Furthermore, (Hope, 2014) reported that consumers are purchasing less but are shopping more frequently through segmenting their shopping by buying items from different stores dependant on price. (Ruddick, 2015) believes that because of this, by 2019 consumers will “spend more in convenience stores, discount stores and online than in large supermarkets”.

In fact, a news article by (Hyde, 2015) identifies that affluent families who are part of the upper middle class or middle class of society now “account for one in three shoppers at Aldi and Lidl”. This finding comes from previous research carried out by the grocer magazine which found that 31% of Aldi and Lidl’s shoppers were from the AB demographic (upper middle class/middle class), 28% were from the C1 demographic (lower middle class), 14% from the C2 demographic (skilled workers), and 27% from the DE demographic (working class or lower). However, research carried out by (Bernhardt & Kinnear, 1976, pp. 449-452) identified that seniors were more likely to shop in traditional retailers and less likely to shop within discount stores. 
In terms of the future of the discount sector, it is apparent that this industry is growing at a rapid rate where discounters are seen to now be battling directly with traditional retailers such as Tesco and Asda. In fact, a senior business analyst for IGD predicts from previous figures, that by 2021 discounters will claim £1 in every £8 spent within the UK grocery market. This is said to be because “rapid physical expansion by food and high street discounters will fuel growth in this channel”; which is said to lead to 39.50% growth in value between 2016 and 2021 (Gladding, 2016). 
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The quality of a product or service is often judged based on a variety of informational cues; (Paladino, et al., 2013, p. 190) identify that these ques can be both intrinsic (colours, flavour, size) and extrinsic (price, store and brand image, environment). As mentioned by (Sirohi, et al., 1998, pp. 227-228), time spent on examining internal cues such as the flavour and colour is greatly reduced where “working women, men and single shoppers, have been reported to use supermarket product information significantly less than other demographic segments”; due to the high-paced and busy lifestyles in today’s societies. This is where the extrinsic cues become important in providing a signal of quality, where quality may be difficult to evaluate without prior experience of the product. Furthermore, research carried out by Rao and Monroe (1988) identified that “product knowledge moderated the effects of price on consumers’ perceptions of quality; price had a greater effect for the low knowledge group as compared to the high knowledge group” (Grewal, et al., 1998, pp. 337-339). In particular, the price of a product or service is often used as the key indicator of quality; in fact, (Kandasamy, 2014, p. 3) refers to perceived quality as one of the most “important dimensions of brand equity”. Scitovsky (1945) found that the perception of price and quality is quite normal as it “simply reflects a belief that the forces of supply and demand would lead to a natural ordering relationship between price and product quality” (Monroe & Rao, 1989, p. 351). Furthermore, research carried out by (Monroe & Rao, 1989) found that there is generally a positive correlation between product price and quality. Earlier studies carried out by Monroe show that when there in uncertainty of a product among consumers, they often assume that “a higher product price indicates a higher level of quality” (Shugan, 1984, pp. 627-632). Research by (Kurtz & Boone, 2011, p. 485) backs this up, where it was found that a consumer’s “perception of product quality is closely related to an item’s price”.

It is further believed that the price-quality relationship remains steady over a wide range of prices, however products that are priced either extremely high or low hold less credibility. In addition, research carried out by (Hofmann & Völckner, 2007, p. 188) indicates that “a consumer’s tendency to associate price and quality increases with greater price variation within the product category”; where consumers are faced with brands ranked from value to luxury. The results also suggested that of all pricing levels, price reliance is likely to be higher for products that are purchased less often and are of a higher price. (Hofmann & Völckner, 2007, p. 188) found that “as the price level increases, the risk associated with an incorrect quality assessment increases”, therefore consumers are likely to rely on their price-quality perception as a “perceived risk reduction strategy”. In general, it is believed that when products are priced highly they are automatically seen to be good quality and hold status; this was backed up by a study done through the California Institute of Technology, where consumers rated the same bottle of wine as better tasting when it was priced at $90 a bottle compared to $10 a bottle. The consumers were under the impression both wines were different, and this therefore suggests the price-quality link as being mental instead of physical (Kurtz & Boone, 2011, p. 485). 

In contrast to the high-price high-quality and low-price low-quality theories, (Gupta & Cooper, 1992, p. 403) recognises that a well-established and trusted brand “conveys high image and high quality perceptions”. Multiple studies carried out on the price-quality relationship have identified that “brand name is an important moderating variable that helps control or stabilize the quality perceptions of a branded product, even when its price is reduced” (Gupta & Cooper, 1992, pp. 403-404). An example can be seen with the earlier study carried out by (Della Bitta, et al., 1981) where it was found that when Texas instruments calculators were discounted on several levels, there was no impact on perceived quality as the brand is well-known and trusted. Furthermore, it can be argued that alongside the perceived price-quality relationship, perceived value also has an influencing role on consumer buying behaviour, where consumers evaluate the true value of the product. Zeithaml (1988) defines perceived value as the “consumer’s overall assessment of the utility of a product based on perceptions of what is received and what is given” (Soutar & Sweeney, 2001, p. 204). In addition, Monroe 1990 described consumer purchase evaluations of a product as being “based on its perceived value, which is defined as the ratio of a product’s perceived quality and its perceived price” (Gupta & Cooper, 1992, p. 403). Zeithaml (1998) identified four different perceptions of value according to consumers, these are:
1. Value is a low price
2. Value is whatever I want in a product
3. Value is the quality I get for the price I pay
4. Value is what I get for what I give
(Mentzer, 2001, p. 66)

However, (Paladino, et al., 2013, p. 182) believes that when other cues such as brand name and store image are available to customers they may become more influential than price in perceived quality. A study was carried out into the effects of all three cues (price, brand name and store image) on the perception of product quality; (Paladino, et al., 2013, pp. 182-184) found that “price had a positive effect on product quality but a negative effect on perceived value and willingness to buy”, suggesting that the price-quality link does not directly affect consumer buying behaviour alone. In addition to these results, an article by (Degeratu, et al., 2000, p. 61) backs up the findings as they identify that when “the total available information decreases, the importance weight attached to brand name increases”. 

However, the quality of the product could also be viewed separate to price, where research carried out by the American Society for Quality (ASQ) found that consumer perceptions of important factors that influenced their buying behaviour ranked performance, features, service and warranty before price. This research concluded that “the factors of performance, features, service, and warranty are part of the product or service quality”; therefore, placing a higher amount of importance on product and service quality are more important than price (Besterfield-Michna, et al., 2011, p. 49). This is also backed up by research carried out by (Moskowitz, et al., 2011, pp. 50-53), where consumers taking part in the study rated the quality of pizzas to be more important than the actual price. 

 












[bookmark: _Toc481486853]Chapter 3: Research Methodology


[bookmark: _Toc481486854]3.1 Introduction

This chapter will outline the research methodology used to gather primary data to achieve the aims and objectives set at the beginning of this dissertation. It will firstly talk about the research paradigm and method chosen, and identify the advantages and disadvantages of the chosen method. Secondly, the researcher will then go on to identify the methods rejected alongside providing an argument for why the methods were rejected. The researcher will then discuss the research method, along with the intended sample size and questionnaire design. After this, the piloting of the questionnaire will be discussed along with the researcher’s intentions of sending the questionnaire to respondents and analysing the data. Lastly the researcher will discuss reliability and validity and identify any limitations of the study.


[bookmark: _Toc481486855]3.2 Research Paradigm

To investigate the effect of price discounts on consumers purchase intentions, this dissertation will be written in line with the positivist (traditionalist) approach. (Collis & Hussey, 2009, p. 62) identify that all data collected will be “quantitative, traditionalist, objective and scientific”. Alongside this, (Collis & Hussey, 2009, p. 62) also identify that this approach will tend to:
· Use large samples
· Be concerned with hypothesis testing
· Produce results with high reliability but low validity
· Allow results to be generalized from the sample to the population
· Have an artificial location
· Produce precise, objective and quantitative data

In line with this paradigm, the dissertation will be written in a formal style using a passive voice where quantitative words and set definitions are used. The research gathered using this paradigm is believed by Creswell (1994 and 1998) to be both value-free and unbiased where the researcher remains independent of the topic being researched. Due to this it is believed that the results of the research will be accurate and reliable (Collis & Hussey, 2009, p. 62). According to Blaxter (1997), research methods which are generally associated with the quantitative research gathered through the positivist approach are “questionnaire or survey technique, structured observation with predetermined schedule and content analysis” (Asif , 2014, p. 18).

This paradigm has been chosen as (Onwuegbuzie & Johnson, 2004, p. 19) identify that due to the nature of the paradigm, the use of a positivist paradigm is “useful for obtaining data that allow quantitative predictions to be made”; therefore, for this dissertation any results gathered can be used to predict how other participants may answer. In addition, Creswell (1994 and 1998) provides a set of philosophical assumptions that can be used to gain a further understanding of the positivist approach. The first assumption is the ontological assumption which takes the nature of reality in to consideration believing that “social reality in objective and external to the researcher” (Collis & Hussey, 2009, pp. 58-59).  Furthermore, the epistemological assumption which is concerned with valid knowledge believes that the researcher also remains external to the research through taking only an independent and objective stance; this is because positivists believe that “only phenomena that are observable and measurable can be validly regarded as knowledge” (Collis & Hussey, 2009, pp. 58-59). The axiological assumption which considers the role of values, believes that the research is both value-free and unbiased under the positivist approach, where it is believed that the objects being studied are unaffected by the researcher’s activities and will therefore remain present after the study is completed. The rhetorical assumption is concerned with the language of research; this assumption believes that under the positivist approach the researcher will write in a formal style using a passive voice. Lastly, the methodological assumption concludes that the process of research is deductive where there is a study of cause and effect with a static design and the research will be context free. Furthermore, it is assumed that results are both accurate and reliable through validity and reliability (Collis & Hussey, 2009, pp. 58-60).

Therefore, a interpretivism (phenomenological) paradigm was rejected as it is believed that reality is subjective among participants where the researcher is also interactive with the research and acknowledges that the research is “value-laden and biases are present” (Collis & Hussey, 2009, p. 58). In addition, interpretivists write in an informal style using a personal voice while studying a small sample over a longer period of time.


[bookmark: _Toc481486856]3.3 Research Method

There are many different research methods that can be chosen for the purpose of gathering information for this dissertation. For example, (Bhojanna & Murthy, 2009, p. 50) identify some of the main research methods as case studies, observations, group discussions, interviews, focus groups and surveys. However, due to the paradigm being used, the researcher will use online surveys as a tool to collect information. Online surveys are sent to a target audience where respondents can complete the survey via smart phones, computers and tablets (Floyd & Fowler, 2014). (Rubin & Babbie, 2009, p. 117) identify that online surveys can be “quickly and inexpensively sent to very large numbers of prospective respondents anywhere in the world”. 

One of the main advantages to using online surveys in comparison to other research methods is the level of flexibility for both the researcher and participant to administer and complete. This is due to the formats available where surveys can be sent via email or posted on a website via a URL. Alongside this, (Mathur & Evans, 2006, p. 198) also identify that due to the flexibility of creating these surveys; the researcher is easily able to tailor the survey to customer demographics and language. In addition, the response rates of online surveys are considerably quicker than postal surveys where participants can par-take in the survey while continuing with day-to-day activities; without the need of posting responses back to the researcher. Due to this, the cost of carrying out online surveys is far lower as postal stamps, letters and paper aren’t required (Bryman, 2015, p. 235).

In contrast, there are also several disadvantages to using online surveys to gather information. For example, there are several sampling issues which may arise when conducting an online survey. As identified in a journal article by (Wright, 2005); individuals who do not have internet access are unable to complete the survey and are thus excluded from the research which may result in a gap within results. (Bryman, 2015, p. 235) identifies that although this restriction may ease over a period of time, the current “online population differs in significant ways from the non-online population”, leaving a risk that a portion of society would be missed out.

 
[bookmark: _Toc481486857]3.4 Methods Rejected

As previously identified; when carrying out research, there are many data collection methods to choose from. For example, (Pawar, 2004, pp. 17-47) identifies some of these methods as observations, case studies, questionnaires, interviews, focus groups and secondary data.  

Observations were rejected as a form of data collection for this research as observations generally seek a more “emotional and humanistic” type of data, through observing an individual’s opinions and attitudes towards something (Bailey, 2008, p. 245). Therefore, this method is unsuitable for this dissertation as the factors being researched cannot be observed, thus providing risk of behaviour being misinterpreted by the researcher. Furthermore, interviews and focus groups were also rejected as these methods are largely time consuming in comparison to online questionnaires; although they provide qualitative data, the researcher is aiming to gather a large amount of data in a short period of time. In addition, (Diggines & Wiid, 2009, p. 91) identify that participants in interviews or focus groups are more likely to become uncomfortable of self-conscious of expressing true thoughts or opinions to a researcher or group of people which therefore increases the risk of demand characteristics. 

In addition, case studies were also rejected as they lack objectivity, where alike observations, the data is collected through observing an individual’s behaviour and opinions; as mentioned previously, the factors being researched for this dissertation cannot be observed. In addition, (Tayie, 2005, p. 101) identifies that case studies are not “easily open to generalisation”; again, this would be unsuitable as the researcher’s main aim for the gathering of information for this dissertation is to gather an adequate amount of responses to generalise it to society. Overall, despite the many drawbacks of these data collection methods, the main problem is the time scale each would require. As the researcher has a relatively short amount of time for the collection of data (one to two weeks), online questionnaires can be seen as the quickest way to gather a large amount of data. 
3.5 Sample
(Daniel, 2011, p. 1) defines a sample as the “selection of a subset of a population for inclusion in a study”; this definition is very much alike the definition of a positivist study sample provided by (Collis & Hussey, 2009). If done properly the sampling method can “save money, time and effort, while providing valid, reliable and useful results” (Daniel, 2011, p. 1). The sample used for gathering information for this dissertation will be a purposive sample where “elements are chosen based on the purpose of the study” (Davis & Pecar, 2013, p. 191). According to (Collis & Hussey, 2009, p. 62), “in a positivist study the sample is chosen to be representative of the population from which it is drawn”. Therefore, the researcher will choose a sample of individuals aged 18 and above from the general public to gather research for this dissertation topic. The researcher will particularly focus on individuals who purchase goods on a weekly basis to gather the best possible results on the effect of price discounters on consumer purchase intentions. 


[bookmark: _Toc481486858]3.6 Sample Size

Sampling can be defined as “the deliberate choice of several people, the sample, who are to provide you with data from which you will draw conclusions about some larger group, the population, whom these people represent” (Jankowicz, 1997, p. 155). This dissertation will have a sample size of 100 individuals aged 18 and above, who par-take in online and/or physical shopping to gather a wide variety of data to investigate the effect of price discounts on consumers purchase intentions. This number of participants has been chosen as a “sample of between 50 and 100 individuals should ensure that the results are sufficiently reliable for the majority of purposes” (National Audit Office, 2001, p. 8). 


[bookmark: _Toc481486859]3.7 Questionnaire Design

(Saunders, et al., 2016, p. 718) specifically define an internet questionnaire as a “data collection technique in which the questionnaire is delivered online to each respondent. She or he then reads and answers the same set of questions in a predetermined order without an interviewer being present”.
The researcher will aim to design the questionnaire in a way that is easy for respondents to understand and thus complete as (De Vaus, 2014, p. 128) identifies that in internet questionnaires “respondents may simply give up if they find the questionnaire difficult”. To make it easier for comparison with other studies, the researcher will attempt to both adopt and adapt questions used in previous questionnaires and potentially develop new questions if needed; this will allow for reliability to be tested. Alongside this, the researcher will also be careful when wording the questions as (Saunders, et al., 2016, pp. 460-463) believe that the “wording of each question will need careful consideration to ensure that the responses are valid”.

When designing the questionnaire, the researcher will include a mixture of both open and closed questions with the hope of gathering both qualitative and quantitative data. Within the questionnaire there will be a total of 14 questions; where nine will be closed questions, one open question, two Likert point scale questions and two rating scale questions. Several closed questions have been chosen for this questionnaire as they are usually “quicker and easier to answer, as they require minimal writing”; and answers are easier to compare and display as they have already been predetermined (Saunders, et al., 2016, p. 452). These questions will be used to gather information on respondent’s demographics and shopping habits. In addition to these, the researcher will also use an open question to gather a further insight to respondents shopping habits as these questions do not limit or influence participants answers and will allow for “respondents to express themselves in their own words” (Foddy, 1993, p. 128). Furthermore, open questions are used when there are “too many potential answer categories to list on the questionnaire”; therefore, allowing respondents to answer in as much detail as he/she would like (Bailey, 2008, pp. 120-121). Likert point scale questions have been used as responses are “gathered in a standardised way and can be easily compared with one another and analysed” (Ghuman & Aswathappa, 2010, p. 147); furthermore, it is believed that answers gathered through Likert scales have a higher rate of reliability compared to those gathered using a categorical yes or no response (Madu, 2003, p. 7). Lastly rating scale questions will be used as they are easy for participants to understand and answer; in addition, participants are likely to feel more comfortable in answering a rating scale question as the scale “permits different degrees of response”, thus “participants are not forced into an absolute yes or no” (Forzano & Gravetter, 2009, p. 336).

[bookmark: _Toc481486860]3.8 Piloting the Questionnaire

Pilot studies are defined by (Polit, et al., 2001, pp. 467-469) as “small scale versions, or trial runs, done in preparation for the major study”; in addition a pilot study can also be used to test a particular research instrument (Hundley & Van Teijlingen, 2001). According to (Hill & McCormack, 1997, p. 97), questionnaires in particular, should not be conducted “without the questionnaire first having been piloted”; furthermore, pilot studies also allow for some “assessment of the questions validity and the reliability of the data that will be collected” (Saunders, et al., 2016, p. 723). Therefore, by conducting a pilot study prior to the actual full-scale study; the researcher can identify and correct any problems with the questionnaire. To carry out the pilot study, the researcher will aim for a target of five individuals from the general public, and will then await feedback and make any necessary changes.

This questionnaire was piloted on five individuals from the general public and was used to identify any problems with the questionnaire. After carrying out the pilot study a small number of changes were made, including; the list of occupations for question four was changed to gain a more detailed insight into participants for research matters. Furthermore, questions one to three were also adjusted, where a prefer not to say option was added as participants felt uneasy about answering these questions due to anonymity. Lastly, questions were moved around to make the questionnaire flow better for both the researcher and participant to view. 


[bookmark: _Toc481486861]3.9 Sending the Questionnaire

As the questionnaire was designed using an online source (Survey Monkey), the researcher will post the link to social media platforms such as Facebook, to reach out to a variety of participants. When posting the link, the researcher will also include a disclaimer explaining what the purpose of gathering information is, and what the information will be used for.

The questionnaire link was sent out to participants and posted on social media on 16th of February 2017, and was closed on the 23rd February 2017. This provided participants with one week to complete the questionnaire; thus, providing an adequate amount of time for the nature of this research. A total of 125 individuals participated within the questionnaire with some questions being missed out; regardless of this, all responses were used for this dissertation as most questions were fully answered. This number of participants falls above the researcher’s goal and satisfies the amount recommended by the (National Audit Office, 2001); where it is believed that a sample of “between 50 and 100 should ensure that the results are sufficiently reliable for the majority of purposes”.


[bookmark: _Toc481486862]3.10 Reliability and Validity

(Newman & Benz, 1998, pp. 32-33) believe that “validity cannot exist without reliability”, where the purpose of measuring reliability is to help researchers estimate validity. (Zeller & Carmines, 1979, p. 11) identify that reliability relates to the “extent to which an experiment, test, or any measuring procedure yields the same results on repeated trials”. The question of reliability in this dissertation will be concerned with whether the questionnaire does or does not produce similar results on repeated trials of the questionnaire. To test the reliability, the researcher will firstly carry out a pilot study of the questionnaire to a small number of individuals before releasing the final questionnaire to gather information. In addition, the pilot study will be used to ensure the validity of the questionnaire through identifying any questions which may appear presuming or leading. According to (Newman & Benz, 1998, p. 32), validity is the “extent to which the test or set of data or design actually measures or reflects or produces what it is supposed to measure, reflect, or produce”.
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Through using Survey Monkey to create and conduct the survey, all the results will be analysed through the website’s tools. When analysing the data, the results will be displayed in the form of tables and graphs which will allow the findings to be easily interpreted. In addition, (Bajpai, 2011, pp. 36-37) identifies that when analysing the findings, the researcher must also “determine whether the result of the study is in line with the existing literature”.
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A limitation of carrying out this study is the possibility of demand characteristics; where the participants may answer in a way they think the researcher wants instead of providing a true image for the researcher. Furthermore, there is also a limitation of whether the study’s design and findings are truly valid. As the researcher is posting the link on social media sites there is a possibility of the researcher knowing a selection of the participants. Due to this there is an added risk of demand characteristics where the participants may know the true aim of the study and may answer in a way they feel the researcher wants. 

In addition, because the topic is overall very broad and can apply to much of society, it will be difficult for the researcher to gather a sample truly representative of society as some groups within society may be harder to reach out to than others. For example, the researcher may have difficulty reaching older participants due to the questionnaire being carried out online. This may leave a gap in results as older generations typically have different buying behaviour than younger generations. 

Lastly, a potential limitation of carrying out this research is that some individuals may not feel comfortable in truly answering the questionnaire as it is focused around discounts and the amount of discount shopping these individuals par-take in on a weekly basis. Although discount shopping is seen as normal these days, some individuals may feel embarrassed or uncomfortable which in turn may result in inaccurate responses. Despite the researcher taking steps in preventing these limitations from occurring, some are out of the researchers control and therefore cannot be fully prevented. To try and avoid these problems, the researcher has clearly stated to both participants and readers that all questionnaire responses are kept anonymous; where even the researcher is not aware of participant’s identity. 
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[bookmark: _Toc481486866]4.1 Introduction

This chapter will both analyse and discuss the results found through conducting primary research into the effects of price discounts on consumer purchase intentions. All data gathered will be displayed through the form of graphs and tables to easily illustrate the results for both the researcher and marker. A copy of all graphs and tables including those of cross-tabulations, will be included within the appendices. As the question of this dissertation is a broad subject, the researcher aimed to target a range of individuals to gather a wide perspective on how price discounts influence consumer purchase intentions. A total of 125 responses were received for this questionnaire; where there were a variety of different incomes and occupations therefore allowing the researcher to compare the differences found. As the purpose of this dissertation is to investigate the effect of price discounts on consumer purchase intentions, several research objectives were created, these research objectives were to:
1. Identify if price discounts influence consumer purchase intentions
2. Analyse the extent to which price discounts will influence consumer purchase intentions
3. Evaluate if higher price discounts lower the buyers’ quality perceptions
4. Make appropriate recommendations


[bookmark: _Toc481486867]4.2 The Main Findings

The results of research carried out into the effects of price discounts on consumer purchase intentions can be categorised in to six main sections:
1. Demographics of the participants such as age, gender, income and occupation
2. Information about shopping within discount stores such as whether they shop within discount stores, which stores they have visited, how often they visit, and what they purchase when visiting
3. Influencers such as individual, group or situational influencers
4. Influential factors such as type of discount shopping, and factors such as price, discount level, brand, availability, quality and physical appearance
5. Statements and open question
6. Cross-tabulations



[bookmark: _Toc481486868]4.3 Demographics of the Participants 
[bookmark: _Toc481486869]Figure 4.1: Age of Participants
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The results of this questionnaire include a large number of 18-24 year olds (27.20%), 18.40% were aged 25 to 34, 16% 35 to 44, 17.60% 45 to 54, 15.20% 55 to 64, 4.80% 65 and 74 and just 0.80% (one participant) aged 75 or above. The researcher had anticipated that the majority of participants would be between the ages of 18 and 64 as the questionnaire was posted on Facebook, and sent to individuals who were acquaintances of the researcher. However, the number of young participants contradicts previous research carried out by (Dietsch & Gigliotti, 2014) where it was found that in general, younger participants had a lower response rate compared to those aged 65 or above; where participants aged 65 or above were more willing to provide feedback and participate in surveys. 

Although, as of mid-2015 the population of Swansea is said to comprise mostly of individuals aged between 16 and 64; where these individuals represented 63.40% of Swansea’s total population (City and County of Swansea, 2016). Therefore, the results of the questionnaire correlate with previous research carried out by the City and Council of Swansea as many survey participants were between the ages of 18 and 64.
[bookmark: _Toc481486870]Figure 4.2: Gender of Participants
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In addition, the questionnaire was skipped by one participant and answered by 91 (73.39%) females, 32 (25.91%) males and one participant who chose the prefer not to say option. The high level of female participation correlates with previous research carried out by (Smith, 2008), which investigated whether gender influenced online survey participation. This study found that there was a difference in the online survey response rates of the males and females sampled, where it was found that females had a relatively higher response rate than males. Furthermore, Jackson et al (2001) went on to explain that the reason for a higher level of female participation is due females being “more likely to engage in online activity characterised by communication and exchanging of information whereas males are more likely to engage in online activity characterised by seeking information” (Smith, 2008, p. 13).

In addition, a study carried out by the Future Foundation found that within the United Kingdom, two-thirds of shopping was undertaken by females (Coleman, 2006, p. 9). According to (Timothy, 2005, p. 185), shopping has been traditionally seen as a “female activity, stemming from the customary role of women, as housewives, in purchasing groceries, clothing and other household items”. However, it was found that due to the changing roles where males are increasingly more active in taking care of the household; previous research on gender shopping trends could be outdated.
[bookmark: _Toc481486871]Figure 4.3: Income of Participants
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From analysing the results, just over one third of the participants earn between £10,001 and £20,000 (38.40%), whereas 27.20% earned below £10,000, 18.40% between £20,001 and £30,000, 11.20% between £30,001 and £40,000 and just 2.40% for both the £40,001 or above category and the prefer not to say category. 

Research carried out by the (City and County of Swansea, 2016), found that the average weekly income of a full-time individual working in Swansea was around £25,225.20 annually. In addition, (Monster, 2017) report that the average UK industry wide salary is around £25,078 for females and £30,229 for males.  this does not fully back up the findings of this questionnaire, where just 32% of participants reported earning £20,001 or above. However, this result was to be expected as the questionnaire was distributed to a wide variety of occupations including individuals who were both students and retired. In addition, as can be seen with the results from the next question, just over 25% of participants are employed within a sales or customer service occupation where it is suggested by the 2014 Annual Survey of Hours and Earnings that individuals within these occupations “earn less than the all industry average” (Vokes & Limmer, 2015, p. 13). Where it is further reported that the gross median pay of any full-time positions within these occupations earn around £16,600 and £18,500.












[bookmark: _Toc481486872]Table 4.1: Occupation of Participant
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The above table shows the different occupations that were surveyed for this dissertation. The largest category is that of sales and customer service where 29.60% of individuals are working within this field, in contrast the lowest is elementary occupations; where no participants reported working within this field. In addition, 4 individuals preferred not to say, whereas 3 chose the other category where they did not wish to specify their occupation, and 20 chose the other category to specify. Of the individuals who chose to specify their occupation; 7 were students, 10 were retired, 2 were carers for family members and one was a researcher. Due to there being a variety of occupations that have taken part in the questionnaire, the researcher is able to gather a wider perspective of how price discounts influence these individuals and along with the previous question will allow the researcher to identify any correlations between discount shopping and occupation/income.

The findings of this question correlate with previous figures released by the (City and County of Swansea, 2017); where it was reported that out of the 108,400 individuals working within Swansea, 88.3% were employed within the service sector, with 28.5% employed within the public sector, and 7.9% working within the manufacturing sector. Of the 108,400 individuals working within Swansea, some of the largest represented groups included; the health sector where 17.5% were employed, 11.1% within retail, 11.1% in public administration and defence, and 9.2% within education (City and County of Swansea, 2017). This somewhat matches the findings of this question, where the most represented group was individuals working within sales and customer service occupations (retail); however, this was rated as the second largest represented group within research carried out by Swansea city council. In addition, although healthcare practitioners were present within this question, the number of individuals within this group was considerably lower than the overall percentage of individuals working within this profession in Swansea and the percentage of individuals working within retail.  







[bookmark: _Toc481486873]4.4 Discount Shopping Information 
[bookmark: _Toc481486874]Figure 4.4: Discount Shopping
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When asked if they shopped in discount stores, a total of 112 (92.56%) participants answered yes, 9 (7.44%) answered no and 4 participants skipped the question. As such a large volume of participants answered yes to shopping in discount stores, this backs up literature that suggests that a larger volume of people now shop in discount stores where a ‘discount culture’ has begun prompting the idea that discount shopping is viewed as “smart as opposed to an economic necessity” (Varley, 2001, p. 136). Due to this, alongside the growth of volume and knowledge of these discount shops appearing on the high-street; the number of individuals now purchasing goods and services at these shops has risen considerably (Shell, 2009). Research carried out by ElectriQ in 2015 identified that shoppers now feel loyalty to just seven brands; a figure that is below half of that compared to 2010 research. This is seen to be because “many are happy to abandon a family favourite for an almost identical product from a less well-known brand, if it means saving money” (Gammall, 2015). 
[bookmark: _Toc481486875][image: ]Table 4.2: Discount Shops Visited

When asked which discount stores participants have visited the largest number of individuals reported visiting B&M (82.11%), where Home Bargains was the second most popular (78.05%), Aldi and Poundland were the third (70.73% each), and Lidl was the fourth (63.41%). In addition to the above list of discount stores; participants were also given an “other” category, where participants also reported visiting Primark, Farmfoods, Discount UK and Buyology. From these results, it can be seen that the discount shopping sector is large, where there are a variety of different discount shops available to individuals. As research shows, the rapid growth of discount stores can be seen where over-all consumer knowledge and willingness to research a product or service before purchase has grown considerably due to technological advances where information is more easily available to consumers. (McDaniel, et al., 2013) identified that value retailers have grown considerably as they continue to work towards a larger goal where they continue to expand their consumer base to appeal to a wider market. 

In addition, since the recession, individuals spending habits have changed considerably which has had a direct effect on the growth of discount stores where (Rayner, 2014) identifies that stores “such as Aldi, Lidl and pound stores are pushing into the South East and West at an increasing rate”. In fact, (Davies & Butler, 2016) identify that Aldi and Lidl alone control just over 10% of the UK grocery sales; which in addition to other discount retailers control a larger section of the market in comparison to the previous decade. Therefore, it can be assumed that the growth of the discount sector is due to the number of individuals now using these shops. In addition to the growth of these shops on the high street, it is important to consider the impact these shops have had digitally on traditional retailers; where online-shopping platforms such as the (Money Saving Expert, 2017) have transformed the way consumers now purchase goods and services.


[bookmark: _Toc481486876]Figure 4.5: How Often
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Many participants reported shopping at discount stores at least once a week (81.26%), where 67.20% (84) reported visiting 1-2 times a week, 12% (15) reported visiting 3-5 times a week, and 2.40% (3) reported visiting more than 5 times a week. This result was expected by the researcher as (Shell, 2009) identified that due to the growing volume and knowledge of discount shops appearing on high-streets both within the UK and globally; the number of consumers now shopping within these stores on a weekly basis has grown considerably. Research carried out by IGD found that on average, shoppers visit four different grocery stores a month; with nearly 50% of them visiting two or more stores on the same trip (Hope, 2014). Furthermore, a news article by (Hope, 2014) reported that people are “tending to buy less but are shopping more frequently”; where individuals have segmented their shopping through buying items from different places dependant on price.

A news article by (Ruddick, 2015) believes that by 2019 consumers will “spend more in convenience stores, discounter stores and online than in large supermarkets”. This is because consumers are moving away from a weekly shop and are instead carrying out frequent visits to different stores. In addition, a senior business analyst for IGD predicts from previous figures that by 2021, discounters will claim £1 in every £8 spent within the UK grocery market. This is said to be because “rapid physical expansion by food and high street discounters will fuel growth in this channel”; which is said to lead to 39.50% growth in value between 2016 and 2021 (Gladding, 2016). Therefore, this suggests that these figures can only be taken as temporary, as the grocery industry is transforming at a rapid rate due to the growth of discounters.

[bookmark: _Toc481486877]Figure 4.6: What They Purchase
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A total of 122 participants answered this question, with 3 choosing to skip it. The most purchased category was household items with 105 responses, food received 82, stationary received 43, clothes received 20, technology received 12 and furniture received 10. From the results of this question, it is apparent that consumers purchase a variety of items from discount stores; (McDaniel, et al., 2013) identifies that this could be due to a larger goal where value retailers continue to expand their customer base by introducing higher-priced products and services which are aimed at higher-income individuals to appeal to a wider market. Furthermore, (Kitchen & Proctor, 2001, p. 83) go on to further identify that this can be seen with the growth of discount shops in the “furniture, carpet and electrical sectors, DIY retailing and the chemist and drugstore market”. 

As can be seen with question 6; individuals shop within a variety of different discount stores from shops such as Aldi and Lidl which primarily sell food to Tk Maxx and Homesense which focus on household items. It can be seen that with the growth of the discount sector, the availability of different products has also grown; where individuals are able to purchase nearly everything at a discounted price.

[bookmark: _Toc481486878]4.5 Personal Influencers 
[bookmark: _Toc481486879]Table 4.3: Influencers
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When rating the extent to which the above factors influence consumer purchase intentions, half of the total number of participants (50.40%) rated individual influences as being the most influential factor. This category is focused on the individuals’ personality, self-concept, attitude, personal taste and motivation to purchase a product. It is believed that an individuals personality and self-concept can have a large impact on the buying behaviour process, where decisions and choices are said to be made in relation to the self-image an individual has or would like to have of themselves (Rani, 2014, pp. 56-60). In addition, further research backs this up and suggests that consumers purchase products or services that “reflect and enhance their self-concepts” (Pride & Ferrell, 2008, pp. 216-218). The importance of self-image has been identified by (Sarker, et al., 2013, pp. 44-46) as being important, where today individuals are “very concerned about their image and status in society”; which is a direct outcome of their material prosperity”. This change in attitude is said to create a motivation that will “drive consumers to develop a purchasing behaviour”; where (Rani, 2014, p. 58) identified that the expression of a need becomes enough to make a customer want to satisfy it. Abraham Maslow identified the needs of individuals as hierarchical; where motivation stems from the bottom of the pyramid where the most basic needs form the basis of the individual’s motivation to purchase a good or service (Burrow, 2012, p. 158).

In contrast to individual influences, only a small number of individuals ranked group influences (21.60%) as being the most influential. However, this was expected by the researcher as most individuals will purchase goods or services based on individual taste where a smaller number will be influenced by their family, friends, social class or culture. The reason for this is explained by (Durmaz & Taşdemir, 2014, pp. 189-190) as a behaviour that stems back to childhood where “children or young people start learning behaviours and obtaining habits of lifestyle from their family based on the social class of that family”. Due to this, it is believed that within countries where social class differences are apparent, the goods and services individuals purchase will be hugely determined by their social class. However, if social class does truly influence consumer buying behaviour, the researcher would expect the number of individuals ranking this category as influential to be higher; as a news article by (Robson, 2016) identifies that although the UK class system has changed throughout the years, there are still several different classes apparent throughout the UK. Therefore, these findings contradict previous research carried out on the effect of group influences on consumer buying behaviour.

In addition, the category ranked least important was situational influences where 32.26% of respondents ranked this as unimportant in comparison to 16% rating individual influences and 30.40% rating group influences. This could be due to the factors included within situational influences, which are focused on technological, economic, political and legal factors; where these factors are not necessarily at the front of consumers’ minds when purchasing goods or services. Where (Filip & Voinea, 2011) believe that due to “consumer vertigo”; consumers now desire not only the physical needs to be met, but also emotional needs when purchasing a product or service, thus putting much of the importance on the individual influencers. However, (Rani, 2014, p. 57) believes that a consumer’s economic situation will have a strong influence on purchase behaviour; where he found the correlation between an individuals’ income and savings and their purchase behaviour to be apparent. 

Despite the clearly visible differences between individual influences and the group and situational influences; it is important to identify that many participants remained neutral to the question, where 33.60% rated individual influences as neutral in importance (2), 48% rated group and 50% rated situational influences. 

[bookmark: _Toc481486880]Figure 4.7: Methods
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From analysing this question, it is clearly apparently that price discounts were the most favoured promotional deal when shopping as the category received 72.80% of the votes, whereas buy one get one free offers were second with 16.80%, loyalty schemes third with 8.80%, with samples and couponing receiving just one vote each (0.80%). This finding backs up earlier research carried out by (Gilbert & Jackaria, 2002), where findings from the measurement of consumer response rates in relation to these promotional deals revealed that the impact of price discounts on consumer buying behaviour is significantly higher than other promotional deals (Gbadamosi, 2016, p. 248). Furthermore, (Gilbert & Jackaria, 2002, p. 317) went on to conclude that the “use of price discounts in UK supermarkets, as a promotional tool, does have a significant effect on reported buying behaviour”. In addition, it has been found that the use of loyalty schemes such as the Tesco clubcard are being successfully used to encourage individuals to become loyal to a brand or service. (Degeratu, et al., 2000, p. 61) identifies that past research suggests that “loyal customers are less price sensitive”; where individuals are likely to use a specific store, or purchase a good or service because they are loyal to a specific brand.


[bookmark: _Toc481486881]4.6 Influential Factors
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When asked to rate the above six factors on the scale of one to six (one being the most important, six being the least), participants rated price and quality to be of most importance with 66 ratings each. Both received very similar results for each rating category; however only 2.42% of participants rated price as little importance where nearly 3 times as many participants (6.40%) rated quality as little importance. The reason for both receiving very similar responses could be down to the price-quality relationship where individuals recognise that the price of a product often provides a perception of the quality.

When analysing the results price was the most important factor, where it was rated between 1 and 3 in importance by 89.52% of the total participants. This is believed to be because “the price of a product is the fact shoppers can best determine”; therefore, price is seen to be the most influencing factor (Moskowitz, et al., 2011, p. 64). However, research by (Moskowitz, et al., 2011, pp. 64-66) also found that while price was extremely important for some items, it was also completely irrelevant for others. For example, (Marshall & Johnston, 2013, p. 60) identified that product quality was more important than price when consumers purchase “technically complex products”; whereas price was more important for consumers purchasing “standardised, nontechnical items” (commodity products). In addition to price, the quality of a product was also rated highly in importance, where 88% of participants rated the factor between one and three. This finding also correlates with previous research carried out by (Marshall & Johnston, 2013, p. 60) where quality was rated most important when consumers were buying “technically complex products”. Furthermore, research carried out by the American Society for Quality also backs up this finding; where it was found that the overall product and service quality was rated more important than price when making purchases (Besterfield-Michna, et al., 2011, p. 49). 

Discount level was rated between one and three in importance by 77.60% of participants. As the questionnaire was focused on price discounts and many of the participants reported shopping in discount stores, the researcher expected this finding. The use of price promotions such as discounts are used by retailers as a tactic to “increase store traffic and stimulate purchase”; as consumers are aware that price discounts occur if they wait a longer period before purchasing goods or services and are therefore willing to wait. In addition, (Planet Retail Limited, 2016, p. 7) identified that this culture of consumers demanding price promotions and discounts is likely to “characterise the UK retail market for the foreseeable future”. 

Furthermore, the physical appearance of a product was rated either a one or two by 53.60% of participants where the advertisement and packaging of a product will influence consumer purchase intentions. This can be backed up by (Underwood, et al., 2001, pp. 403-422) where it is argued that within promotion, both advertisement and packaging are the most influential factors on consumer buying behaviour; as it is believed that consumers largely use the packaging or advertisement of a product or service to imagine the taste, feel, look, smell or sound of it. In addition, physical appearance can also include the physical appearance of the store, where the focus of store environment through factors such as “breadth, depth and quality” have been extended to include the importance of creating a “pleasant, entertaining experience for the customer” (Mathur, et al., 1997, p. 373). Therefore, it is believed that store environment also has an influence of consumer purchase intentions. 

Brand was rated as the least important factor where only 59.20% of participants rated this factor between one and three in importance. This may suggest that several of the participants may be loyal to or have a preference of a brand, which therefore places importance on this factor. This can be backed up by (Rani, 2014, pp. 58-59) who believes that individuals can build a perception towards a specific brand to being better than another, which will result in the individual becoming loyal to the brand thus increasing the importance of brand on consumer purchase intentions. However, as previous research shows, the most influential factor is price; where consumers are looking to save money, and will therefore visit multiple stores to purchase items and save money instead of remaining loyal to a specific store or brand (Hope, 2014) In addition, the availability of a specific item may refer to the availability of a specific brand, and how likely an individual is to purchase an item if the preferred brand was unavailable. 78.23% of individuals rated this factor between one and three in importance, therefore suggesting that this is a relatively important factor for consumers. (Daly, 2002, p. 223) refers to these individuals as “convenience buyers” where the consumer is “most likely to make a convenience purchase when the product is relatively low in cost and the buyer has a pressing need for the product right now”. Therefore, availability is thought to be important for individuals who need to purchase goods or services at a particular place and time.
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Participants were asked to rate the above statements on a scale of strongly agree to strongly disagree. These statements were specifically chosen with the intention of providing an opportunity for the researcher to gain a further insight into how price discounts affect consumer buying behaviour and test whether the results back up previous literature. However, not all statements were fully rated, where the total number of participants answering each statement fluctuate between 123 and 125.

A total of 70.97% of participants either strongly agreed or agreed that regardless of the price, the quality of a product influences their buying decision, whereas 17.74% neither agreed nor disagreed and 11.29% either disagreed or strongly disagreed with the statement. This finding correlates with research carried out by (Moskowitz, et al., 2011, pp. 50-53); where it was found that consumers rated the quality of a pizza to be a more important factor than the price. In addition, research carried out by the American Society for Quality (ASQ) found that individuals’ perceptions of important factors that influenced their buying behaviour ranked performance, features, service and warranty before price. The research went on to conclude that “the factors of performance, features, service, and warranty are part of the product or service quality; therefore, it is evident that product quality and service are more important than price” (Besterfield-Michna, et al., 2011, p. 49). However, the high level of agree responses contradicts previous literature, where (Kandasamy, 2014, p. 3) believed that the price of a product or service is often used as the key indicator of quality; therefore, this places importance on price in determining the quality of a product.

When given the statement “I am currently more aware of product prices than I was previously”, 82.12% of participants either strongly agreed or agreed, whereas 13.01% neither agreed nor disagreed and just 4.88% strongly disagreed or disagreed. This correlates with previous research where due to the recession in the late 1980’s, consumer spending almost came to a halt; where consumers learnt that price discounts occurred if they waited for price reductions which in turn brought forward the culture of individuals being reluctant to pay full price for anything (Varley, 2001, p. 136). It is believed that consumer characteristics have changed considerably over the past three decades; where “today’s consumer has many features that simply did not exist in the first three quarters of the twentieth century” (Samli, 2012, p. 5). One of the main changes can be seen with consumer awareness where modern consumers are faced with many alternatives therefore providing choice, improving overall awareness and allowing the ability to become more critical when purchasing goods and services. (Samli, 2012, p. 5) identifies that for consumers worldwide, “improved global wireless communication technologies enhanced the awareness of products, services and quality-of-life details”.

47.97% of participants either strongly agreed or agreed to using the internet to research before purchasing a product, whereas 29.27% neither agreed nor disagreed and 22.77% either disagreed or strongly disagreed. This finding also backs up previous literature which suggests that the extent to which technology influences consumer buying behaviour has grown considerably over the past decade; where overall consumer knowledge has grown. (Abidi, 2012) identified that “traditional advertising has evolved to become more personal and personalised”; where consumers now engage, and have closer relationships with companies through social media platforms such as Facebook, Twitter and Snapchat. In fact, research carried out by (Klapdor, 2013, p. 13) identify that for many consumers, the internet is often the “first or second most important information source during the purchasing process”; in particular, it was found that a when purchasing electronics, consumers were extremely likely to use the internet to research a product before purchase. 

Over half of the participants (64%) reported themselves as currently using discount stores more frequently, whereas just 16% of participants strongly disagreed or disagreed with this statement. These results confirm that consumer buying behaviour has changed, where individuals are faced with a larger choice of products through both traditional retailers and discount stores; thus, resulting in consumer vertigo (Filip & Voinea, 2011, pp. 14-19). This is also backed up by a news article by (Ruddick, 2015), where it was found that due to the increase of choice and the option of online shopping; individuals are now easily able to purchase goods and services at a discounted price where-ever they are. In addition, just over a third of participants (39.20%) strongly agreed or agreed that they wait to purchase a good or service until it is discounted; and just over half (62.90%) agreed that price is the main influencer when purchasing goods or service. These findings could be linked to the previous findings of Morrell (2000), where it was found that due to a halt in consumer spending post-recession; individuals had learnt that price discounts occurred if they waited for further price reductions (Varley, 2001, p. 136). The reason for this could be due to many factors such as a reduction in disposable income post-recession and the beginning of the discount culture, where price is the main influencer for many individuals.

Alongside price, the physical appearance and environment of a store was also rated important, where 59.68% of participants agreed with this statement. The influence that the environment and appearance of a store has on consumers is believed to be an important determinant of purchase behaviour, where consumers desire both physical and emotional needs to be met (Mathur, et al., 1997, pp. 373-374). (Akram, et al., 2016, p. 43) believes that while making buying decisions, consumers “respond more to the core products and services being offered”; where in some cases, the store atmosphere is more important in influencing buying behaviour than the product or service itself.

Lastly, 45.60% of participants agreed that brand name is another important factor when purchasing goods or services; this result correlates with the previous question; where brand was identified as an important factor by only some of the participants. The reason for this could be explained by (Degeratu, et al., 2000, p. 61), where it was identified that when product information is limited or unavailable, the “importance attached to brand name increases”; where individuals will purchase brands they have previously had experience with. Furthermore, it is believed that when additional cues such as brand name and store image are available to consumers, they may in fact become more influential than price in the overall perception of quality (Paladino, et al., 2013, p. 182). 

[bookmark: _Toc481486885]Table 4.7: Price-Quality Relationship
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To gain a further insight to how accurate the literature on the price-quality relationship is, participants were asked to rate the above four statements on a scale of strongly agree to strongly disagree. This question was answered fully by all participants.

24% of participants either strongly agreed or agreed that a lower price indicates lower quality, whereas 38.40% neither agreed nor disagreed, and 37.60% strongly disagreed or agreed. A very similar result was seen with the statement relating to a higher price indicating a higher quality where 22.40% either strongly agreed or agreed, 37.60% neither agreed nor disagreed, and 40% disagreed or strongly disagreed. This result correlates with previous research carried out by (Monroe & Rao, 1989) where it was found that a positive correlation between price and quality exists where consumers often assume that “a higher product price indicates a higher level of quality” (Shugan, 1984, pp. 627-632). However, the large number of individuals disagreeing with the statements can also be explained through previous research as it is believed that while the price-quality relationship remains steady over a wide range of prices, products that are priced extremely high or low hold less credibility with this theory (Hofmann & Völckner, 2007). Therefore, the number of individuals who have neither agreed nor disagreed with the statements truly back up previous research as in some instances there is a price-quality relationship present; whereas in others there is not.

Over half of the participants (56%) strongly agreed or agreed that they will only buy products or services that they trust, regardless of price or quality; whereas 22.40% neither agreed nor disagreed, and 21.60% strongly disagreed or disagreed. The reason as to why half of all participants agreed with this statement could be explained by previous research carried out by (Paladino, et al., 2013, p. 182) where it was found that when other cues such as brand become available to consumers, they may become more influential. In addition, 51 (40.80%) participants either strongly agreed or agreed that to them, brand name is an indicator of quality; whereas 30 (24%) neither agreed nor disagreed, and 44 (35.20%) disagreed or strongly disagreed. (Gupta & Cooper, 1992, p. 403) recognised that from previous research, a well-established and trusted brand “conveys high image and high quality perceptions”. Multiple studies carried out on the price-quality relationship have identified that brand name is an “important moderating variable that helps control or stabilise the quality perceptions of a branded product, even when its price is reduced” (Gupta & Cooper, 1992, pp. 403-404). Furthermore, this is backed up by (Paladino, et al., 2013, p. 182) who found that when other cues such as brand name and store image were available to consumers, they may become more influential than price in perceived quality.




[bookmark: _Toc481486886]Open Question 

The last question within the questionnaire asked participants to provide their perception of value in relation to price discounts when purchasing goods or services. This question was asked with the intention of seeing whether individuals would place a higher level of importance on price, quality or any other factors unaware to the researcher. A total of 58 individuals responded to this question, with 67 choosing to skip it. 

The researcher received a variety of different answers, including many which correlate with previous research carried out by Zeithaml (1998), who identified that the four different perceptions of value according to consumers were:
1. Value is a low price
2. Value is whatever I want in a product
3. Value is the quality I get for the price I pay
4. Value is what I get for what I give
 (Mentzer, 2001, p. 66)

5 participants reported seeing value as paying the lowest possible price for a product or service, whereas 5 participants saw value as having less of a monetary value but instead value being whatever they want in a product. In contrast, 12 saw value as getting the best quality for the price paid, and 8 believed that value was getting back in a product what they give for it; for example, paying a certain amount for a specific taste or quality.

In addition, participants also saw value as something that varied dependant on the product or service that is being purchased. For example, it was noted that discount stores are lower in price with some items, but are higher priced for others when compared to traditional supermarkets such as Asda and Tesco. Whereas another participant stated that value would stem from a discount occurring and whether the individual needed the product or service, which would then create value for the customer. Furthermore, another participant went on to identify that value can relate to other factors such as after-sales services, particularly when purchasing expensive items. These responses do not correlate with the work of Monroe 1990, where he described perceived value as “the ratio of a product’s perceived quality and its perceived price” (Gupta & Cooper, 1992, p. 403). However, the definition of perceived value provided by Zeithaml (1988), support these findings; where she defined it as the “consumer’s overall assessment of the utility of a product based on perceptions of what is received and what is given” (Soutar & Sweeney, 2001, p. 204). Therefore, suggesting that perceived value differs between individuals. 



[bookmark: _Toc481486887][bookmark: _Hlk481085475]4.8 Cross Tabulation of Results
[bookmark: _Toc481486888]Table 4.8: Do price discounts influence consumer purchase intentions?

[image: ]

From analysing the results of the questionnaire, it is quite apparent that discount shopping has affected consumer purchase intentions; where many individuals reported using discount stores more often than they did previously. A breakdown of how age affected both whether individuals shopped within discount stores, and whether the frequency of using these shops has increased can be seen above.

It is apparent through research that a high percent of individuals surveyed now shop within discount stores; where 112 out of the 121 individuals who answered the questions reported shopping within these stores. However, the only participant who fell within the 75 or above age group reported not shopping within discount stores; this could be explained by the findings of research carried out by (Bernhardt & Kinnear, 1976); where they identified that seniors were less likely to shop within discount stores and were more likely to stick to traditional retailers. The high volume of participants answering yes to this question correlates with previous literature where it was found that discount shopping was “smart as opposed to an economic necessity”, and individuals now shop within these stores on a weekly basis (Varley, 2001, p. 136).

In addition, the number of individuals who strongly agree or agree that they currently use discount shopping more often than they did previously is considerably high in comparison to those who do not; where 80 (64%) individuals reported this. The highest number of individuals who see themselves as using these stores more often came from the age group 25 to 34; where 18 out of the 23 participants strongly agreed, or agreed, 5 neither agreed nor disagreed and none disagreed. In contrast, the participant who fell in the 75 or above age bracket strongly disagreed with the statement. The remainder of age groups all saw a higher number of individuals agreeing with the statement when compared to those who did not; therefore, suggesting that price discounts have influenced consumer purchase intentions, where individuals will purposely go to price discounters to purchase goods or services. This finding can be backed up by (Shell, 2009), who found that due to the growing volume of discount stores and the increased knowledge of price discounts, the number of individuals now shopping within these shops have grown considerably. 










[bookmark: _Hlk481085556]
[bookmark: _Toc481486889]Table 4.10: Do price discounts lower the buyer’s quality perceptions?

[image: ] 
This objective was focused on finding out whether a higher price discount would lower the buyers’ quality perceptions. To fulfil this objective, the researcher has cross-tabulated the gender of participants with a statement from question thirteen to gather a wider perspective of whether price discounts truly lower perceptions and if gender makes a difference.

The results of this cross-tabulation show that many participants (37.90%) neither agreed nor disagreed that lower price meant lower quality. In addition, many participants disagreed (28.23%) or strongly disagreed (9.68%) with this statement in comparison to those who agreed (16.13%) or strongly agreed (8.06%). This suggests that although literature shows a clear correlation between price and quality, the true extent to which it is applicable is questionable. The findings of this cross-tabulation contradict the research of (Monroe & Rao, 1989) and more recently that of (Kurtz & Boone, 2011); where it was found that there is generally a positive correlation between product price and perceived quality. However, (Hofmann & Völckner, 2007, p. 188) found that the price-quality relationship remains present over a wide range of prices, however less credibility is given to products priced extremely high or low; therefore, suggesting further product information would be needed to gather an image of perceived quality. Therefore, the reason as to why many individuals disagreed that lower prices meant lower quality could be explained by the research of (Paladino, et al., 2013, pp. 182-184); where it was found that when other cues such as brand name and store image are available to consumers, they may become more influential than price on perceived image. 

The overall cross-tabulation also shows that within this study there is no clear difference between quality perception and the gender of participants. Where 21% of males agreed compared to 25.27% females, 37.50% of males neither agreed nor disagreed compared to 37.36% of females, and 40.62% of males disagreed compared to 37.36% of females. 

The researcher also carried out a cross-tabulation of both the age of participants and whether they waited to purchase a good or service until it was at a discounted price. The results from this showed that some individuals (39.20%) will wait to purchase a good or service until it is discounted; whereas 36% of participants neither agreed nor disagreed, and 24.80% disagreed or strongly disagreed. When looking closer and comparing age groups it is also clear that more participants between the ages of 18 and 54 agreed with the statement when compared to those who disagreed. However, when looking at participants who are aged 55 or above much of these participants disagreed with the statement; where only 4 agreed that they wait to for a product or service to be discounted. This therefore suggests that there are no clear divergences between the previous literature identified and the findings of this questionnaire. This is seen as both the literature and the findings of this research shows that while price discounts can strongly influence some individuals; it will not for others. In addition, it is important to note that more than a third of participants neither agreed nor disagreed with this statement therefore suggesting that individuals were “on the fence”. This could be due to several reasons, for example these results may change depending on the product or service being purchased. 

In addition, the researcher also carried out cross-tabulations in to income and whether individuals shop within discount stores, and occupation and whether individuals shop within discount stores. The results suggest that regardless of income or occupation, individuals are likely to shop within discount stores; where nearly all included within the cross-tabulation (92.37% for income and 92.93% for occupation) answered yes to shopping within discount stores. This correlates with a previous news article by (Hyde, 2015), where it was identified that affluent families who are part of the upper middle class or middle class of society now “account for one in three shoppers at Aldi and Lidl”. A copy of all cross-tabulation tables can be seen within the appendices.




[bookmark: _Toc481486890]Chapter 5: Conclusion


[bookmark: _Toc481486891]5.1 Introduction

This chapter of the dissertation will summarise the overall findings of the primary research and compare it to previous literature to conclude whether the findings correspond or contradict previous research in to the effects of price discounts on consumer purchase intentions. The chapter will then go on to explore whether the objectives set at the beginning of the dissertation were met. Lastly, a set of recommendations will be drawn from the findings.


[bookmark: _Toc481486892]5.2 Discussion

The findings of the survey used to gather primary data for this dissertation appear to support a large amount of previous theories and research in to the impact of price discounts on consumer buying behaviour. There is clear evidence that consumer buying behaviour has changed considerably throughout the decades; where participants identified that they currently use discount shops more often and are more likely to use tools such as the internet to research products and services before purchase as there is such a large variety of items now available to consumers. This was identified by (Filip & Voinea, 2011) as “consumer vertigo” where consumers are faced with more choice than ever and therefore desire both physical and emotional needs to be met when purchasing goods and services. This again can be seen within the results; where participants identified the importance of physical factors such as price and physical appearance, as well as emotional needs such as the store environment and control over aspects of the purchase. These aspects can be seen in question twelve where participants rated statements relating to having control over researching a product, waiting until a product is at a discounted rate and identifying the influence the appearance and environment of a store will have on buying behaviour. 

There are no clear divergences between the previous literature identified and the findings of this questionnaire. This can be seen as both the literature and the findings of this research show that while price discounts can strongly influence some individuals; it will not for others, and while price and quality are both important factors, the level of importance for both will differ depending on the product or service.


[bookmark: _Toc481486893]5.3 Objective one – do price discounts influence consumer purchase intentions

When researching whether price discounts influence consumer purchase intentions, it became increasingly obvious through the results that individuals saw themselves as now using price discounters more often than previously. Over 90% of participants answered yes to shopping within discount stores; with very few answering no. In order to further explore this objective, the researcher used a cross-tabulation to find out which age groups were influenced more by price discounters. This cross tabulation showed that 112 out of the 121 individuals who answered both questions reported shopping within discount stores; this was seen over a variety of ages (18 to 74). However, the only age group that fell completely within the no category was the 75 or above age group; where only one participant took part. This however backs up research carried out by (Bernhardt & Kinnear, 1976); where they identified that seniors were less likely to shop within discount stores and were more likely to stick to traditional retailers. 

In addition, the researcher also asked participants whether they saw themselves as using price discount stores more often than previously in question twelve. This statement saw just over 60% of participants strongly agreeing or agreeing that they currently use discount stores more often. These results confirm that consumer buying behaviour has changed, where individuals are faced with a larger choice of products through both traditional retailers and discount stores; thus, resulting in consumer vertigo (Filip & Voinea, 2011, pp. 14-19). This can also be backed up by a news article by (Ruddick, 2015), where it was found that due to the increase of choice and the option of online shopping; individuals are now easily able to purchase goods and services at a discounted price where-ever they are. Therefore, this suggests that price discounts do heavily influence consumer purchase intentions; where the increase in consumer knowledge and willingness to search for discounts has revolutionised consumer buying behaviour. From conducting this research, the researcher can assume that through the large number of individuals now shopping within discount stores; individuals are largely influenced by price discounts.
[bookmark: _Toc481486894]5.4 Objective two – the extent to which price discounts influence consumer purchase intentions

To fulfil this objective, the researcher asked participants whether they waited for a product or service to be discounted before purchase. This statement received a mixed response where just under 40% agreed and just under 25% disagreed; with the rest remaining neutral to the statement. Due to this, the researcher cross tabulated results from question one and the statement from question twelve to see if age showed any divergences. When looking closely at the cross-tabulation results it is clear that more participants between the ages of 18 and 54 agreed with the statement when compared to those who disagreed. However, when looking at participants who are aged 55 or above much of these participants disagreed with the statement; where only 4 agreed that they wait to for a product or service to be discounted. These findings can be backed up by previous research carried out, which identified that the majority of discount shoppers came from the working upper middle class, middle class and lower middle class demographics of society (Hyde, 2015). For the purpose of this dissertation, the researcher will assume that many of these workers would be between the ages of 18 and 54. In addition, (Planet Retail Limited, 2016, p. 7) also identified that the recent culture of price promotions and discounts was likely to “characterise the UK retail market for the foreseeable future”. Therefore, this suggests that price discounts do influence consumer purchase intentions; where many will wait to purchase a good or service until it is at a discounted price, while others will not. 

Therefore, this suggests that price discounts do somewhat effect consumer purchase intentions, however they do not fully. It is important to identify that more than a third of participants neither agreed nor disagreed with the statement; therefore, suggesting many individuals were “on the face” about waiting to purchase a good or service until it is at a discounted price. This could be explained by several different reasons, for example these results may differ depending on the product or service being purchased. 


[bookmark: _Toc481486895]5.5 Objective three – do higher price discounts lower the buyers’ quality perceptions

[bookmark: _Hlk481077844]From analysing the results price was the most influential factor among participants; where the majority of individuals rated it as the most important influencer. This finding correlates with some previous research, such as that of (Moskowitz, et al., 2011). However, it contradicts with research carried out by the American Society for Quality, where it was found that participants rated performance, features, service and warranty before price (Besterfield-Michna, et al., 2011, p. 49). Although further research by (Moskowitz, et al., 2011, pp. 64-66) identifies that while price is extremely important for some items such as commodity items, it is also completely irrelevant for others such as technically complex products. Therefore, it can be assumed that participants taking part in the survey rated these influencers based on weekly shopping where multiple items are purchased instead of purchases of high priced items.

Quality was also rated as highly influential among participants, where there was just one participant difference between this factor and price. Again, this correlates with the research of (Moskowitz, et al., 2011). However, when participants were asked to rate the statement “regardless of the price, the quality of the product influences my buying decision”, nearly three quarters of participants either strongly agreed or agreed with this statement. Therefore, this allows the researcher to assume that despite the high level of responses for price; the quality of a product remains highly influential. This can be backed up by multiple studies such as that of the American Society for Quality. 

Furthermore, the similarity of responses for both price and quality could be related to the price-quality relationship theories, where it is believed that the quality of a product or service is often judged based on a variety of intrinsic (colour, flavour, size) and extrinsic ques (price, store and brand image, environment) (Paladino, et al., 2013, p. 190). As these factors are commonly linked by consumers to provide a perception of a product or service; this finding was expected by the researcher. However, when reviewing question thirteen where individuals were given statements regarding price-quality relationships, most of the participants neither agreed nor disagreed, or disagreed; where only 22.40% agreed that high prices result in high quality, and 24% agreed that low prices result in low quality. Therefore, the correlation between the high level of responses for both price and quality appear to be largely coincidental rather than fact. This in turn suggests that higher price discounts do not necessarily lower the buyers’ quality perception where just under 25% of participants felt that it did, compared to just over 75% felt that it did not. 

[bookmark: _Toc481486896]5.6 Cross-tabulations 

To gain a wider view of how price discounts influence consumers; the researcher cross-tabulated several questions. The first cross-tabulation focused on the age of participants and whether they shopped within discount stores and whether the frequency of shopping within discount stores had risen. This cross-tabulation found that there were very little differences between participants age and whether they shopped within discount stores; although, when comparing age with an increase in frequency of using these stores, it was found that a larger number of individuals aged 18 to 24 disagreed with this statement compared to other age groups. However, the researcher must consider that the number of participants aged 18 to 24 were higher than other groups. 

The second cross tabulation looked at the age of participants compared to whether they wait to purchase a good or service until it is at a discounted price. The results of this found that many individuals were in the middle where they neither agreed nor disagreed; however, when comparing the number who agreed and those who disagreed it is apparent that more individuals agreed. Although all individuals who were aged 65 or above were either in the middle or disagreed. This backs up previous research by (Bernhardt & Kinnear, 1976, pp. 449-452), where it was found that these individuals were less likely to shop within discount stores. Furthermore, the third cross-tabulation focused on the gender of participants and whether price discounts impacted their quality perceptions. These results show that many of the participants either did not agree nor disagree, or disagreed fully. In addition, the researcher was unable to find any differences among genders; where responses for each category were almost identical. The last two cross tabulations were done to find out whether income or occupation influenced whether individuals shopped within discount stores. The results of these cross tabulations also found no difference; where regardless of income or occupation, individuals still reported shopping within discount stores.





[bookmark: _Toc481486897]5.7 Recommendations

To fulfil the last objective, the researcher has proposed the following recommendations:
1. The first recommendation is focused on further research in to the effect of price discounts on consumer purchase intentions. If further research were to be carried out, it is recommended that a larger number of individuals be surveyed; in particular individuals aged 65 and above, as the number of participants aged above 65 within this survey only accounted for 5.60% of the overall number of participants. In addition, as the researcher’s sample was from the Swansea area, it may be beneficial for further research to cover a larger area, where results can be compared to identify if demographics truly have an influence on how price discounts influence individuals purchase intentions. 

2. The second recommendation is also focused on any future research in to this area; particularly for businesses who wish to study the area further. For example, businesses may choose to focus the study on a specific product or service and compare how price discounts on this product or service will influence the purchase intentions of consumers. This can be easily done through adapting questions to include the name of a specific product or service; which will then allow the company to collect data. This may prove to be largely beneficial for traditional retailers to compare how consumer purchase intentions change between budget brands, normal brands and luxury brands.

3. The last recommendation is focused on research and development; where businesses need to ensure that this area is well advanced and up to date with current consumer buying behaviour trends. From the primary research, it is apparent that although price is the main influencer, the store environment is also extremely important to consumers. Therefore, suggesting that consumers may prefer the simplicity of a price discounter; where the layout of the stores are simple and easy to use. This information may be largely beneficial for traditional retailers in the future; where competition with price discounters is likely to become fierce, therefore pushing traditional retailers to adopt some of the strategies used by price discounters.
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An Investigation into the Effect of Price Discounts on Consumer Purchase Intentions
This is a brief questionnaire designed to investigate the effect of price discounts on consumer purchase intentions. This information will be collected as part of a post-graduate dissertation being completed as part of the MBus Management course at the University  of Wales Trinity Saint David, Swansea campus. Participants’ cooperation in completing this questionnaire would be greatly appreciated. 

 
This questionnaire should take around 5 minutes to complete and the identity of all participants will remain anonymous and the information obtained will strictly only be used as a research tool by the researcher for the purpose of this dissertation. Participants have the right to withdraw at any time and if any further information is needed, please contact the researcher via the following email address: Lquinn.134700@student.uwtsd.ac.uk
This is a brief questionnaire designed to investigate the effect of price discounts on consumer purchase intentions. This information will be collected as part of a post-graduate dissertation being completed as part of the MBus Management course at the University  of Wales Trinity Saint David, Swansea campus. Participants’ cooperation in completing this questionnaire would be greatly appreciated. 

 
This questionnaire should take around 5 minutes to complete and the identity of all participants will remain anonymous and the information obtained will strictly only be used as a research tool by the researcher for the purpose of this dissertation. Participants have the right to withdraw at any time and if any further information is needed, please contact the researcher via the following email address: Lquinn.134700@student.uwtsd.ac.uk
This is a brief questionnaire designed to investigate the effect of price discounts on consumer purchase intentions. This information will be collected as part of a post-graduate dissertation being completed as part of the MBus Management course at the University  of Wales Trinity Saint David, Swansea campus. Participants’ cooperation in completing this questionnaire would be greatly appreciatedThis is a brief questionnaire designed to investigate the effect of price discounts on consumer purchase intentions. This information will be collected as part of a post-graduate dissertation being completed as part of the MBus-Management course at the University of Wales Trinity Saint David (UWTSD), Swansea campus. Participants cooperation in completing this questionnaire would be greatly appreciated. 

This questionnaire should take around 5 minutes to complete and the identify of all participants will remain anonymous and the information obtained will strictly only be used as a research tool by the researcher for the purpose of this dissertation. Participants have the right to withdraw at any time and if any further information is needed, please contact the researcher via the following email address; Lquinn.134700@student.uwtsd.ac.uk
(Please tick the relevant boxes)

Q1. What is your age? 
18-24             25-34   
35-44             45-54   
55-64             65-74
75+                Prefer not to say


Q2. What is your gender? 
Male                Female   
Prefer not to say


Q3. What is your current income?
Under £10,000                £10,001-£20,000   
£20,001-£30,000             £30,001-£40,000   This is a brief questionnaire designed to find out what motivates employees working at the Gorseinon branch of Asda. This information will be collected as part of an undergraduate dissertation being completed as part of the BA Business and Finance course at the University of Wales Trinity Saint David, Swansea campus. Participants cooperation in completing this questionnaire would be appreciated.

The identity of all participants will remain anonymous and the information obtained will strictly only be used as research for this dissertation by the researcher. Participants have the right to withdraw at any time and if any further information is needed, feel free to contact the researcher via the following email address: Lquinn.134700@student.uwtsd.ac.uk


£40,001+                         Prefer not to say 


Q4. Which one of the following best describes your current occupation?
Managers, directors and senior officials 
Professional occupation
Associate professional and technical occupation
Administrative and secretarial occupation
Skilled trade occupation
Caring, leisure and other service occupation
Clerical and office worker
Sales and customer service occupation
Process, plant and machine operative
Elementary occupation
Other
Other (please specify) 
Prefer not to say


Q5. Do you shop in discount stores?
Yes 
No


Q6. Which of the following discount stores have you visited? 
Home Bargains 
B&M
Aldi
Lidl
Poundland
Poundworld
Poundstretcher
Savers
The Range
Tiger
The Original Factory Shop
TK Maxx
Homesense
Other (please specify) 


Q7. How often do you shop at discount stores on a weekly basis?
0 times                           1-2 times
3-5 times                        More than 5 times


Q8. What do you usually purchase when shopping at discount stores?
Food 
Household items
Stationary
Technology
Clothes
Furniture
Other (please specify) 


Q9. Please rate the following on a scale of 1-3 the extent to which the following groups have an influence your purchase behaviour 
(1 being very influential and 3 being little to no influence)

Individual influences                 1         2         3
Group influences                      1         2         3
Situational influences               1         2         3

Q10. What method of discount buying best applies to your buying habits?
Couponing                Buy one get one free                Price discounts    
Samples                    Loyalty scheme


Q11. Please rate the following on a scale of 1-6 in terms of importance when buying goods
(1 being the most important and 6 being the least important)

Price                                      1         2         3         4         5         6
Discount level                        1         2         3         4         5         6
Brand                                     1         2         3         4         5         6
Quality                                   1         2         3         4         5         6
Physical appearance             1         2         3         4         5         6
Availability                             1         2         3         4         5         6


Q12. Please rate the following statements on a scale of strongly agree to strongly disagree

	
	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly disagree

	Regardless of the price, the quality of the product influences my buying decision
	
	
	
	
	

	I am more aware of product prices
	
	
	
	
	

	I will research a product online before purchase
	
	
	
	
	

	I currently use discount shops more regularly than I did in the past
	
	
	
	
	

	I wait to purchase the good/service until it is at a discounted price
	
	
	
	
	

	Price is the main influencer when purchasing goods or services
	
	
	
	
	

	The appearance and environment of a store will influence my purchase behaviour
	
	
	
	
	

	Brand name is an important factor when purchasing goods
	
	
	
	
	


Q13. Please rate the following statements on a scale of strongly agree to strongly disagree in relation to the price-quality relationship when purchasing goods or services

	
	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly disagree

	The lower the price, the lower the quality
	
	
	
	
	

	The higher the price, the higher the quality
	
	
	
	
	

	I will only buy products or services that I trust regardless of the price or quality
	
	
	
	
	

	Brand name is an indicator of quality 
	
	
	
	
	




Q14. What is your perception of value in relation to price discounts when purchasing goods and services?





Thank-you for taking the time to complete this questionnaire.
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E2 FORM


	
APPLICATION FOR ETHICAL APPROVAL – MA level 

CAIS AM GYMERADWYAETH MOESEGOL – Lefel MA


	CEFNOGWYD /APPROVED
	A GYFEIRIWYD  / REFERRED
	NIS CEFNOGWYD/ NOT SUPPORTED


	Mae'r ffurflen hon i'w llenwi gan bob myfyriwr MA cynnal ymchwil, prosiectau neu gynyrchiadau. Dylai'r ffurflen hon gael ei chwblhau gan y myfyriwr mewn ymgynghoriad â thiwtor y modiwl. Rhaid i bob ffurflen gael ei ystyried gan y Pennaeth Ysgol/Cyfadran / Gyfadran. Rhaid i bob ffurflen gael ei gyflwyno i Fwrdd y Gyfadran Moeseg. Bydd y ffurflen yn cael ei adrodd i'r Pwyllgor Moeseg y BrifYsgol/Cyfadran os anarferol a / neu y tu allan arfer arferol.
	This form is to be completed by all MA students conducting research, projects or productions. This form should be completed by the student in consultation with the module tutor. All forms must be considered by the Head of School/Faculty/Faculty. All forms must be presented to the Faculty Ethics Board. The form is only to be reported to the University Ethics Committee if it is unusual and/or falls outside of normal practice.


	
ADRAN 1 – MANYLION MYFYRIWR		     SECTION 1  -  STUDENT DETAILS



	Enw Llawn
Full Name 
	
Lucy Victoria Quinn

	

	Ysgol/Cyfadran/ Cyfadran
School/Faculty
	
School of Business
	Rhif Myfyriwr Student Number
	
P134700

	

	Tiwtor y Modiwl
Module Tutor
	
Richard Dunstan
	Enw'r Gradd
Name of Degree
	
MBus Management

	
Teitl dangosol yr Traethawd Hir:
	
Indicative Title of Dissertation:

	
An Investigation into the Effect of Price Discounts on Consumer Purchase Intentions




	ADRAN 2 – GWEITHGAREDD YMCHWIL

	SECTION 2 – RESEARCH ACTIVITY  



	Ydy’r prosiect yn cynnwys:
	Does the project include:
	Ydy / Yes
	Nac ydy/No 

	Defnyddio holiadur neu offeryn ymchwil tebyg (cysylltwch gopi)) 
	Use of questionnaire or similar research instrument (attach copy)

	
Yes
	

	Defnyddio prawf ysgrifenedig neu gyfrifiadurol 
	Use of written or computerised test


	
	
No

	Cyfweliad (cysylltwch gwestiynau posibl) 
	Interview (attach provisional questions) 

	
	No

	Dyddiaduron
	Diaries

	
	
No

	Arsylwi ar gyfranogwyr a hwythau'n ymwybodol o hynny
	Participant observation with their knowledge

	
	
No

	Arsylwi ar gyfranogwyr a hwythau ddim yn ymwybodol o hynny
	Participant observation without their knowledge

	
	
No

	Recordio fideo neu sain
	Video or audio-taping

	
	
No

	Mynediad i wybodaeth bersonol neu gyfrinachol heb gydsyniad penodol y cyfranogwyr
	Access to personal or confidential information without the participants specific consent

	
	
No

	Defnyddio unrhyw gwestiynau, ysgogiadau prawf, cyflwyniad y gallai rhai cyfranogwyr eu profi fel rhywbeth sy'n achosi niwed / tramgwydd corfforol, meddyliol neu emosiynol
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive

	
	

No

	Cyflawni unrhyw weithredoedd allai achosi embaras neu effeithio ar hunan-barch 
	Performance of any acts which may cause embarrassment or affect self-esteem

	
	
No

	Ymchwilio i gyfranogwyr sy’n ymwneud â gweithgareddau anghyfreithlon 
	Investigation of participants involved in illegal activities

	
	
No

	Gweithdrefnau lle defnyddir twyll 
	Procedures that involve deception

	
	No

	Gweini unrhyw sylwedd, cyfrwng neu blasebo 
	Administration of any substance, agent or placebo

	
	
No

	Dull arall o gasglu data neu fformat cyflwyno (esboniwch)
	Other method of data collection or presentation format (please explain)

	
	
No




	Os 'Na' wedi cael ei dicio ym mhob blwch, dylai'r ffurflen gael ei llofnodi gan Bennaeth yr Ysgol/Cyfadran / Gyfadran a'r canlyniad a adroddwyd i'r Pwyllgor Moeseg ar ddiwedd y semester.

Os 'Ydw' wedi cael ei dicio mewn un neu fwy o'r blychau, rhaid i'r myfyriwr gwblhau'r ffurflen hon a'i chyflwyno i diwtor y modiwl. Rhaid i'r ffurflen wedyn yn cael ei ystyried yn y Bwrdd Moeseg Gyfadran cyn dechrau ar unrhyw waith ymchwil.
	If ‘No’ has been ticked in each box, the form should be signed by the Head of School/Faculty/Faculty and the outcome reported to the Ethics Committee at the end of the semester.

If Yes has been ticked in one or more boxes, the student must complete this form and submit it to the module tutor. The form must then be considered at the Faculty Ethics Board prior to the start of any research.


	
Llofnodau  
Os nad oes unrhyw faterion moesegol sylweddol, dylid ffurflen hon gael ei chwblhau a'i llofnodi gan y myfyriwr a'r goruchwyliwr ac yna llofnodi gan Bennaeth yr Ysgol/Cyfadran.
	
Signatures
If there are no significant ethical issues, this form should be completed and signed by both the student and the supervisor and then signed by the Head of School/Faculty.

	





	Myfyriwr / Student
                 Lucy Victoria Quinn                                                Dyddiad: / Date: 02.05.2017

	

	Cydlynydd y prosiect  /  Project co-ordinator / Tutor

                                                                                                                 Dyddiad: / Date:

	

	Arolygwr  /  Supervisor 
                                                                                                                  Dyddiad: / Date

	

	Pennaeth Ysgol/Cyfadran  /  Head of School/Faculty

                                                                                                                  Dyddiad: / Date






















	ADRAN 3 – MANYLION Y PROSIECT / YMCHWIL / CYNHYRCHIAD


	SECTION 3 – PROJECT / RESEARCH / PRODUCTION DETAILS


	1. 

	Braslun o’r prosiect
	Project outline

	
An Investigation into the Effect of Price Discounts on Consumer Purchase Intentions



	
	

	2.  

	Disgrifiad
Rhowch fraslun cryno o’r prosiect, heb unrhyw jargon, ac yn cynnwys beth bydd angen i’r cyfranogwyr ei wneud.  Esboniwch unrhyw dermau technegol neu derminoleg sy'n benodol i'r ddisgyblaeth (Uchafswm 300 o eiriau.)
	Description
Provide a brief outline, free from jargon, of the project including what participants will be required to do. Explain any technical terms or discipline specific terminology (Max 300 words.)


	
Participants from the public (aged 18 and above) will be asked to complete an online survey on the effects of price discounts on buying intentions to gather information for this dissertation.


	
	
	

	3.
	Dulliau Arfaethedig: 
Rhowch fraslun o'r dulliau casglu data neu o natur yr amser mewn ymarferiadau (hyd at 500 o eiriau).
	Proposed Methods: 
Outline how the data will be collected or the nature of rehearsal time (up to 500 words).

	
The secondary data will be collected through both online sources including appropriate journals, articles, books and websites, and the university library where physical resources such as books and journals will be used. To gather primary data an online survey will be conducted through Survey Monkey.


	

	5.
	Lledaenu Gwybodaeth / Cynulleidfa: 
Rhestrwch i bwy y rhoddir neu y dangosir copi o’r canlyniadau neu adroddiad  / cyflwyniad terfynol.
	Dissemination of Information / Audience:
List to whom a copy of the results or final report / presentation will be given or shown.

	
The results will be kept by the researcher and included in the submitted dissertation where students and lecturers can see them.


	

	6.
	Lleoliad y Prosiect:
Nodwch bob lleoliad lle y cesglir data neu y cynhelir ymarferiadau / cynhyrchiad.
	Location of Project: 
Identify all locations where data will be collected or rehearsals/ production will take place.


	
Data will be collected online through survey monkey, books, journals, articles and websites, and through physical resources at the university library.


	

	7.
	Cymeradwyaeth Arall: Oes angen cael cymeradwyaeth unrhyw sefydliad arall cyn cychwyn neu gwblhau’r prosiect? Os felly, gan bwy ac a ydy wedi'i sicrhau eisoes?

	Other Approvals: Is there a requirement for approval from any other organisation / institution prior to starting or completing the project? If so, by whom and has it been obtained?

	
No







	ADRAN 4 – MANYLION CYFRANOGWYR / CYNULLEIDFA
	SECTION 4 - PARTICIPANT / AUDIENCE DETAILS



	Pwy yw’r cyfranogwyr arfaethedig?

	Who are the intended participants?
	Ydw / Yes
	Na / No 

	Myfyrwyr / staff Y Drindod Dewi Sant
	Students / staff of Trinity Saint David


	
	
No

	Oedolion (dros oed 16 ac yn gymwys i gydsynio)
	Adults (over the age of 16 and competent to give consent)

	
Yes
	

	Plant a phobl ifanc dan oed
	Children / legal minors

	
	
No

	Cleifion neu gleientiaid gweithwyr proffesiynol	
	Patients or clients of professionals	


	
	
No

	Rhywun sy’n cael ei gadw yn y ddalfa neu y mae’r llys wedi cymryd cyfrifoldeb amdano
	Anyone in custodial care or for whom the court has assumed responsibility

	
	
No

	Aelod o unrhyw sefydliad lle mae’n bosibl bod angen i unigolyn arall hefyd gydsynio.
	A member of any organisation where another individual may also need to give consent.

	
	
No

	Eraill:  Nodwch: / Others: please identify:



	

	Nifer, Oed a Ffynhonnell y Cyfranogwyr 
Rhowch fanylion yr demograffeg y cyfranogwyr / gynulleidfa.
	Participant / Audience Number and Age
Provide details of the demographics of the participants / audience.

	Nifer o Gyfranogwyr / yn y Gynulleidfa

	Participant/ Audience number
	
100 participants

	Grŵp oedran y Cyfranogwyr/y  Gynulleidfa

	Participant/ Audience age group
	
18+


	



	ADRAN 5 – RISGIAU YN PROSIECT

	SECTION 5 – RISKS IN PROJECT



	Bydd y diffyg ateb cadarnhaol i bob un o'r cwestiynau hyn yn arwain at y gofyniad  eglurhad a gallai arwain at oedi yn eich ymchwil. Dim neu Dim NID yn dderbyniol.
	A lack of a positive answer to all of these questions may result in the requirement of further explanation and a delay in your research. None or Nil is not acceptable.



	Risg Posibl:
(corfforol, seicolegol, cyfreithiol, cymdeithasol neu economaidd)

	Potential Risk: 
(physical, psychological, legal, social or economic)


	
A oes unrhyw risg bosibl i:  
	Is there any potential risk to:
	Ydw / Yes
	Na / No

	A

	Cyfranogwyr?
	Participants?
	Yes
	

	B

	Ymchwilydd?
	Researcher?
	Yes
	

	C

	BrifYsgol/Cyfadran?
	University?
	Yes
	

	

	2
	Rheoli Risg: 
Os oes, beth yw'r risg a sut y bydd yn cael ei reoli?
	Management of Risk:
If yes, what is the risk and how will it be managed?


	
In order to manage these risks, the researcher must take account of any potential risk of socially desirable responses and thus try to minimise the risk of this. In addition, the researcher must also ensure the reputation of the university remains unharmed, and all participants are kept anonymous by safely storing all information gathered on a locked computer.



	

	

	ADRAN 6 – MONITRO, ADBORTH A CHYFRINACHEDD

	SECTION 6 - MONITORING, FEEDBACK AND CONFIDENTIALITY



	1.
	Monitro: 
Os ydych yn sylwi ar unrhyw ymddygiad sy'n groes Cod y BrifYsgol/Cyfadran Ymarfer, unrhyw ganllawiau a gyhoeddir gan y gymdeithas broffesiynol priodol neu weithred anghyfreithlon. Amlinellwch eich strategaeth adrodd.

	Monitoring:
Should you observe any behaviour that contravenes the University’s Code of Practice, any guidelines published by the appropriate professional association or is illegal outline the strategy of your reporting action.


	



	
	
	Ydw / Yes
	Na / No

	A wnewch chi roi gwybod am unrhyw ymddygiad sydd yn erbyn Cod Ymarfer y BrifYsgol/Cyfadran neu sy'n anghyfreithlon?
	Will you report any behaviour that is against the University’s Code of Practice or is illegal?

	
	
No

	A ydych yn darparu adborth i'r cyfranogwyr?
	Will feedback be provided to participants?

	
	
No

	A fyddwch yn dogfennu'r 'caniatâd i gymryd rhan yn y prosiect'
	Will you be documenting the ‘consent to participate in the project’
	
Yes
	

	

	ADRAN 7 – STORIO, DIOGELWCH A MYNEDIAD I DDATA

	SECTION 7 - DATA ACCESS, STORAGE AND SECURITY

	
	

	
	Ydw / Yes
	Na / No

	1.
	Ydych chi'n gyfrifol am storio a diogelwch y data eu casglu?


	Are you responsible for the storage and security of the data collected?
	
Yes
	

	2.
	Sut y bydd y data yn cael ei storio?
	How will the data be stored?


	
The data will be stored on the survey monkey website and on a secure word document which only the researcher has access to.


	

	3.
	Mynediad i Ddata: 
Pwy fydd yn cael mynediad at y data? A oes unrhyw amodau i gael mynediad?

	Data Access: 
Who will have access to the data? Are there are any conditions to access?


	
The researcher and the supervisor will be the only individuals who will have access to the data when gathering information.


	

	4.
	Cyfrinachedd / Anhysbysrwydd: 
Rhestrwch y dulliau a fydd yn cael eu defnyddio i sicrhau cyfrinachedd ac anhysbysrwydd y cyfranogwyr.

	Confidentiality / Anonymity: 
List the methods that will be used to ensure the confidentiality and anonymity of participants.

	
· Participants names will not be used in the research in order to ensure results are all anonymous. 
· Results will be kept on a safe and secure computer where only the researcher will have access. 





	
ADRAN 7 – DATGANIAD

	
SECTION 7 - DECLARATION 


	


	Rhaid i’r adran hon gael ei chwblhau gan bob parti perthnasol cyn y gellir cyflwyno’ r cais i’r Bwrdd Moeseg Gyfadran.

	This section must be completed by all concerned parties before it can be submitted to the Faculty Ethics Board.

	Datganiad
Mae'r wybodaeth a gynhwysir yma yn gywir, hyd eithaf fy ngwybodaeth a’m cred.   Rwyf wedi ceisio dynodi unrhyw risgiau a phroblemau sy’n gysylltiedig â’r prosiect / ymchwil neu gynhyrchiad ac rwyf yn cydnabod f’ymrwymiadau innau a hawliau’r cyfranogwyr. 

	Declaration 
The information contained herein is, to the best of my knowledge and belief, accurate.  I have attempted to identify any risks and issues related to the project/research or production and acknowledge my obligations and the rights of the participants.

	
Llofnodau  
Dylai'r ffurflen hon gael ei chwblhau a'i llofnodi gan y myfyriwr a'r goruchwyliwr lofnodi ac yna gan Bennaeth yr Ysgol/Cyfadran/ 
	
Signatures
This form should be completed and signed by both the student and the supervisor and then signed by the Head of School/Faculty

	

	Myfyriwr / Student
            Lucy Victoria Quinn                                                   Dyddiad: / Date: 08.11.2016

	

	Cydlynydd y prosiect  /  Project co-ordinator / Tutor

                                                                                                                 Dyddiad: / Date:

	

	Arolygwr  /  Supervisor 
                                                                                                                  Dyddiad: / Date

	

	Pennaeth Ysgol/Cyfadran  /  Head of School/Faculty

                                                                                                                  Dyddiad: / Date

	Rhaid i bob cais am ymchwil ar sail cyfweliadau gynnwys y dogfennau canlynol:

	All interview based research applications must provide the following pro-forma documents:


	1.       Ffurflen gydsynio ddrafft

2.       Sampl o’r cwestiynau a ofynnir

3.       Taflen wybodaeth am yr ymchwil sy'n esbonio'n glir ddiben y prosiect, y deilliannau disgwyliedig a'r rheini y dangosir y canlyniadau iddynt.

	1. A draft consent form

2. A sample of the questions that will be asked

3. An information sheet on the research that clearly explains what the project is, what the expected outcomes are and who the results will be shown to.







DYCHWELWCH I’R SWYDDFA YMCHWIL ÔL-RADDEDIG 

PLEASE RETURN TO THE POSTGRADUATE RESEARCH OFFICE
.




	Cadeirydd y Pwyllgor Moeseg  /Chair of the Ethics Committee                          Dyddiad: / Date:
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Participant Identification Number: P134700

	
SAMPLE INTERVIEW QUESTIONS
PROJECT TITLE: An Investigation into the Effect of Price Discounts on Consumers Purchase Intentions




1.


2.


3.


4.


5.


6.


7.


8.


9.


10.


NAME & ADDRESS OF RESEARCHER:
Lucy Victoria Quinn
53 Iscoed Road Hendy
Pontarddulais
Swansea
SA4 0UP
Participant Identification Number: P134700

[image: letterhead_top]

SAMPLE CONSENT FORM
PROJECT TITLE: An Investigation into the Effect of Price Discounts on Consumers Purchase Intentions

Name of Researcher: Lucy Victoria Quinn								         	
Please initial box

1.	I confirm that I have read and understand the information sheet dated XXXX for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.

2.	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

3.  I understand that any information given by me may be used in future reports, articles or presentations by the research team.

4.  I understand that my name will not appear in any reports, articles or presentations.

5.	I agree to take part in the above study.



________________________	________________	_____________________________
Name of Participant	Date	Signature



_________________________	________________	_____________________________
Researcher	Date		Signature

You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No-one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.

When completed, please return in the envelope provided (if applicable).  One copy will be given to the participant and the original to be kept in the file of the research team at: PLACE:


NAME & ADDRESS OF RESEARCHER:
Lucy Victoria Quinn
53 Iscoed Road Hendy
Pontarddulais
Swansea, SA4 0UP
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Participant Identification Number: P134700

SAMPLE participant INFORMATION sheet
PROJECT TITLE: An Investigation into the Effect of Price Discounts on Consumers Purchase Intentions


Dear Participant: 

My name is Lucy Victoria Quinn and I am studying in the School/Faculty of Business (Swansea UWTSD)

I would like to invite you to participate in my research project. This project will investigate the effect of price discounts on consumer purchase intentions and will aim to:

1. Identify if price discounts influence consumers purchase intentions
2. Analyse the extent to which price discounts will influence consumers purchase intentions
3. Evaluate if higher price discounts lower the buyers quality perceptions
4. Make appropriate recommendations

*Attached to this letter is a short questionnaire developed by myself which will assess the effect of price discounts on consumers purchase intentions. I believe your opinions will be extremely helpful to me. 

Through your participation in the questionnaire and/or interviews, I hope to ascertain information on how price discounts effect consumers purchase intentions.

All questionnaires will be kept strictly confidential to the researchers involved and at NO time will individual questionnaires be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

Our questionnaire should take about 10 minutes to complete, but there is no time constraint. There are also no right or wrong answers. Attached to this letter along with the questionnaire is a feedback sheet. As this is a new project, your feedback is also important to us and we would be much obliged if you could also complete the feedback sheet along with the questionnaire. We understand that your time is at a premium but your opinions are very valuable to us. 

After careful and precise analysis of the data obtained from this questionnaire, I will be happy to provide you with a copy of the findings at your request. The results of this questionnaire will hopefully enhance my understanding of the effect of price discounts on consumers purchase intentions and will then be safely stored on Survey Monkey. The results of the research will be fed back to The University of Wales Trinity Saint David as part of the MBus dissertation.

We thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 

Yours Sincerely

NAME & ADDRESS OF RESEARCHER:
Lucy Victoria Quinn
53 Iscoed Road Hendy
Pontarddulais
Swansea
SA4 0UP
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	1
	2
	3
	Total

	Price
	53.23%
(66)
	21.77%
(27)
	14.52%
(18)
	89.52%
(111)

	Discount level
	24.19%
(30)
	28.23%
(35)
	25.81%
(32)
	77.60%
(97)

	Brand
	23.20%
(29)
	17.60%
(22)
	18.40%
(23)
	59.20%
(74)

	Quality
	52.80%
(66)
	24.80%
(31)
	10.40%
(13)
	88%
(110)

	Physical appearance 
	28.80%
(36)
	24.80%
(31)
	20%
(25)
	73.60%
(92)

	Availability
	31.45%
(39)
	25.81%
(32)
	20.97%
(26)
	78.23%
(97)
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	Do you shop in discount stores?
	

	
	
	Yes
	No
	Total

	


Age of participants
	18 to 24
	31
	1
	32

	
	25 to 34
	22
	1
	23

	
	35 to 44
	18
	0
	18

	
	45 to 54
	19
	3
	22

	
	55 to 64
	17
	2
	19

	
	65 to 74
	5
	1
	6

	
	75 or above
	0
	1
	1

	
	Total 
	112
(92.56%)
	9
(7.44%)
	121


	
	I currently use discount stores more often than I did previously
	

	
	
	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly Disagree
	Total

	


Age of participants
	18 to 24
	5
	14
	8
	6
	1
	34

	
	25 to 34
	6
	12
	5
	0
	0
	23

	
	35 to 44
	11
	4
	3
	2
	0
	20

	
	45 to 54
	10
	4
	5
	1
	2
	22

	
	55 to 64
	3
	8
	3
	3
	2
	19

	
	65 to 74
	2
	1
	1
	2
	0
	6

	
	75 or above
	0
	0
	0
	0
	1
	1

	
	Total
	37
(29.60%)
	43
(34.40%)
	25
(20%)
	14
(11.20%)
	6
(4.8%)
	125






	
	
	I wait to purchase a good/service until it is at a discounted price
	

	
	
	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly Disagree
	Total

	



Age of participants
	18 to 24
	5
	8
	13
	6
	2
	34

	
	25 to 34
	4
	6
	8
	4
	1
	23

	
	35 to 44
	3
	6
	7
	3
	1
	20

	
	45 to 54
	3
	10
	3
	6
	0
	22

	
	55 to 64
	0
	4
	10
	4
	1
	19

	
	65 to 74
	0
	0
	4
	2
	0
	6

	
	75 or above
	0
	0
	0
	0
	1
	1

	
	Prefer not to say
	0
	0
	0
	0
	0
	0

	
	Total 
	15
(12%)
	34
(27.2%)
	45
(36%)
	25
(20%)
	6
(4.8%)
	125




	
	
	The lower the price, the lower the quality
	

	
	
	Strongly agree
	Agree
	Neither agree nor disagree
	Disagree
	Strongly disagree
	Total

	
Gender of participants 
	Male
	5
	2
	12
	8
	5
	32

	
	Female
	5
	18
	34
	27
	7
	91

	
	Prefer not to say
	0
	0
	1
	0
	0
	1

	
	Total
	10
(8.06%)
	20
(16.13%)
	47
(37.90%)
	35
(28.23%)
	12
(9.68%)
	124


 








	
	
	Do you shop in discount stores?
	

	
	
	Yes
	No
	Total

	
Income of participants
	Under £10,000
	30
	2
	32

	
	£10,001 - £20,000
	45
	2
	47

	
	£20,001 - £30,000
	18
	4
	22

	
	£30,001 - £40,000
	13
	1
	14

	
	£40,001 or above
	3
	0
	3

	
	Total
	109 
(92.37%)
	9 
(7.63%)
	118




	
	
	Do you shop in discount stores?
	

	
	
	Yes
	No
	Total

	





Participants occupation

	Managers, directors and senior officials
	6
	0
	6

	
	Professional occupation
	8
	1
	9

	
	Associate professional and technical occupation
	4
	0
	4

	
	Administrative and secretarial occupation
	4
	1
	5

	
	Skilled trade occupation
	2
	0
	2

	
	Caring, leisure and other caring occupation
	5
	2
	7

	
	Clerical and office worker
	14
	1
	15

	
	Sales and customer service occupation
	35
	1
	36

	
	Process, plant and machine operative
	1
	1
	2

	
	Healthcare practitioners, technical and support occupations
	10
	0
	10

	
	Elementary occupations
	0
	0
	0

	
	Other
	3
	0
	3

	
	Total
	92
(92.93%)
	7
(7.07%)
	99
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Bulk buying by the seller b atiractfotiall

Doponds whather | need the productservio - | wouldn buy ust bocause discounted
Dopends on the conditon of the flem on sale.

Valuo s important 1o me as, being a studen, | dorit have much money 1 spare.
Buy ono gotone fro toms.

Athough discounting is good, s not aways an indication for the bst qually
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2182017 9:17 PM
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2182017 11:57 AM

2182017 10:45 AM
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Q14 What is your perception of value in
relation to price discounts when
purchasing goods and services?

Answered: 58 Skipped: 67

Responses
Avery substantialdrop in price for good qualy items.

Good value to me would be a brandod ftem at  lower price than usual. However, | am startig 1 buy more own brand
products fro Adi

Fve come 1 realiso that supermarket own brands can bo beterthan very wellknown ones.

Pricos aret always as good as you k. Pound stores are value on some flems but higher piced than a
‘supermarkot on ther ems.

60 10 thave a percoption as | buy a product when discounted if that particular tom is noedod o f s good value
11 doigont noed i, doos it matter what the price is?

‘Good qualty ata good prico

Hallprico tems, BOGOF doals and well known brands at a discourled price.

eel ot of pri discourts are du to the dea tha newer i betir where you have a good qualty produc but ance
s boen n production for  cerain amount of e th prco wil be reduced as its considered od

Qualy product a a discounted price. | am brand driven and wil not ry unknown brands even at a discounted price.
1 would rather pay more for a good qually brand.
Discount tems can be good qualty and value for money.

I1ink ifs grat because some shops sel ems more exspensive when they are exacly the same 5o the vaue on
‘sometting discounted is the same

Date
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2202017 341 PM

2202017 150 PM

2202017 10:48 AM

2202017 737 AM

2102017 10:14 M
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2102017 734 PM

2102017 701 PM

2102017 651 PM
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The lower the prie, the ower the qually
“The highor the price, the higher the qualty
1wl only buy products or services that | ust regardess of

the price o quaily.

Brand name i an indicator of ualty

Strongly.
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ualty.pcsand senvics
5 coret what you by and nly buy i you NEED

W cepans o th qulty of e procuctan hther h pca malches th vl you woukd pay fr e produc
mgernt

A purchas hat you ao satsfied wih,using th product eguary, hus makig vl or ey

A good valu it a gominerodcton  prco

W somtting i an specsl afer an | cange th most g for my ey

seems oo cheap to b ofreasonable qualty then | would be wary.

‘Some things | wouldn' even consider purchasing and ony do because theyre on discoun. | fee I getiing the best
‘deal by never paying "l price" for anyhing

‘Genuine sales are spoi by junk being s0d o at reduced prices.
‘Good value for money.

It would depend wh st you are shopping inbt i for example have high qualty products atlow prices.
Good value.

“They have to be well promoted and dsplayed well instore as well. Price doosn' matter 100 me that much.
‘Ovr pricod brands are no worth their money

A product s only good valuo i you realy need it so | stock up on my usual products whon they are on offer | worit
buy someing | dont nommally buy just because is on ofer

I someting i discounted I 6o ot automaticall assume tha s o nfrir qualy
15 always about value for maney. You gel what you pay for and Im aware of that
“There i a middie ground where the quaiy and price is good, has what I look for

| don'tknow.
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) Discountod can bo just as good 2162017 443 PM
50 Qualty i rlaton to price 2162017 348 PM
st The need to have said tem. 2162017 3:12PM
52 prics reductions are valuable when goods/ senicos are o high standard and value, i ot of high standard prico 2162017 256 PM
roductons aron’ a valuabie
53 ‘Geting good value for money. 2162017 255 P
5 1k 1o think tha | am getting a good deal and good value for money 2162017 252PM
55 ‘Everyone loves a bargain butafer sales services are important especilly when you are purchasing expensive fems. | | 21162017 236 PM
Gon' tink we shouid have 0 pay afercare insuranco | would ather pay a it exta for an fom 0 have the extra
‘guaraniee. Sometimes the od saying you el what you pa for s rue.
E ik things that are cheap and betor value for money. 2162017 2:15 PM
s 1value it based on the riginalprico, and any discountdos not affectthe vauo. 2162017 203 PM
8 “Tho amount of products | can got for th lowest prco. 2162017 202 PM
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