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Research Report

Part One 
  
Introduction
  
This section of the assignment will focus on qualitative data collection with this being done by conducting three interviews of approximately twenty minutes in length. The area of focus for the interviews was online clothing shopping with the main question being What are the Motivations and Benefits for Online Clothing Shopping Post Pandemic?. The other questions that were asked as follow ups were Why Do you Shop Online? and How Do you Think you Benefit from Shopping Online?. 

Interviews
  
The structure of the interviews was semi-structured and they were conducted in person with the interviewee with the interviews being recorded on the recording app on an iPhone SE and then analysed afterwards using NVivo software on an Apple iMac. The interviews were all conducted in the same environments for all three interviews to ensure that all interviewees had the same interview environments with the same questions being asked of them. All three interviewees were female university students of a similar age living in university campus accommodation. These interviewees were chosen to ensure that all the answers given would be similar although there would be some differences. When the interviews were conducted all three did not reach the twenty minute aim but they did however last approximately ten minutes in length for all three.
  

Themes of Interviews 

The themes of the interviews included convenience, the environment and recommendations. Convenience was a main theme due to people’s lives and the limited amount of time people now have which could be due to work or various other commitments. Some people, due to their working patterns, find it difficult to visit clothing shops during opening hours.  By shopping online, people can still purchase new clothing without having to find the time to fit in a shopping trip.  This was seen by Wei, Lee & Shen, (2018) in China where they found that perceived convenience and time saving can clarify why people purchase clothing online rather than in store.  Additionally, it was found that there was a positive relationship between perceived usefulness and perceived convenience which does suggest that online purchasing is better than in store purchasing due to limitations such as lack of detailed information about the clothing, ability to compare to other online stores’ clothing and the ability to shop at any time online when compared to shopping in store (Wei, Lee & Shen, 2018). 
  
Since the first lockdown, shopping online has increased due to the fear people had due to COVID-19 and the inability to shop in-store due to the lockdowns in place and many businesses being unable to reopen fully. In 2020 the total revenue for the year from online stores was 35%; 73% of consumers in the UK stated that they would attempt different methods of shopping in the future (Signifyd, 2022). With this data and the themes from the interviews it can be seen that shopping online is here to stay as a method to shop with people now in new habits which have been created due to circumstances out of their control. People have been developing new habits in reducing the amount of time spent shopping in stores and increasing the amount of time they shop online – this has been evident in China due to the effects that same day delivery has had on trips to local stores. Same day delivery from online shopping can be an alternative for local in store shopping with people who used same day delivery online shopping thus reducing the number of trips to local stores (Xi, Cao & Zhen, 2020). Although online clothing retailers in the UK do not offer same day delivery, they do however offer next day delivery or same day collection if they have stores where customers can visit to retrieve their items. Next day delivery clearly affects the number of trips that people would take to go shopping if they do not live near shops. 
 
  
  
The environment in which people live can affect whether or not they purchase clothing in-store or online as this can be due to the distance between where people live and the location of the shops. In the interviews, all the interviewees stated that they shop online due to the location in which they live and the distance that they would have to travel to reach the shops they would like to visit. Shopping online can be convenient for people who would have to travel just to shop in store with the possibility that the items they are looking for are not available in that store when they visit. Shopping online could affect the time that is spent on travel or shopping; the effect that shopping online has on travel time for trips where the purpose is to go shopping is related to the effects that trip frequency has on the time that is spent on travelling which can either increase or decrease. This will depend on whether shopping online is an alternative for or creates travel and the rise in online shopping should result in a positive environmental impact as the number of customers travelling to shops will decrease. In addition, those customers living close to a retail park or facility will probably continue to actually visit shops which will not increase online shopping but rather maintain a demand for the ability to shop instore (Le, Carrel & Shah, 2021). There would be neither a negative or a positive environmental impact as a result of these consumers continuing to shop in person   
  
 
Clothing recommendations given to people which can come from friends, bloggers and influencers can affect how people purchase items and what they purchase. Bloggers in particular who give recommendations through posting reviews, interacting or working with other bloggers and posting recommendations can affect what people purchase through the viewing of these actions (Hsu, Lin & Chiang, 2013). When people are searching for potential new purchases, they may look at bloggers’ recommendations when searching for items online - this is done by the majority of people who search for items they wish purchase online (Hsu, Lin & Chiang, 2013). Information collected about potential products from social media influencers (if trusted by the viewer) is believed more than other sources of information (Cooley & Parks-Yancy, 2019). The effects that social media can have on brand engagement and loyalty when influencers post on their social media about a particular brand can drive the sales of these brands upwards (Lim et al., 2017). Influencers such as James Wright Chanel caused the sales of Patti Labelle’s pies to increase significantly when he created a video in 2015 in which he sang about the quality of them on YouTube.  The video reached over 450,000 views and the sales increased over a seventy-two-hour period to one pie per second (Settembre, 2015). Wright Chanel was not paid for making the video or as a result of the boost in sales his video created.  
  
When Cooley & Parks-Yancy (2019) looked at the most useful source of information for clothing/shoes they found that fifty percent of people said the single most useful source was ‘people you know personally’. The second most useful source was Instagram with twenty eight percent of people stating this (Cooley & Parks-Yancy, 2019). This shows that although people will still seek advice and recommendations from ‘people they know personally’ social media influencers still have a place in recommending any clothing to people looking to purchase online. 
   
  
  
  
Conclusion 
  
After conducting and analysing the interviews with the main themes of convenience, the environment and recommendations, it does show that from the interviewees and journals researched common themes emerge. Convenience and environment concerns are significant factors due to them being time based and location based. Online shopping can allow people to shop when it is convenient for them no matter their location as their order will be sent directly to them. This can allow retailers to continue to gain revenue from customers even if they do not visit physical stores with the interviewees all stated that they would continue to use online shopping for the benefits it gives to them although they would shop in stores whenever it was possible for them to do so. With the research showing that online shopping is growing the years to follow it will see if online shopping continues to grow at the rate it has in recent years or if the growth starts to slow as the effects of COVID-19 pandemic start to lessen. 
  










Part Two 
  
  
  
Introduction 
  
The second part of this assignment was to conduct a small scale study with a minimum of forty participants completing a survey which contained ten questions. The subject of the study is related to the interview questions asked in the first part of the assignment. After the questionnaire had been created it was shared on social media to ensure that enough participants completed it. The total number of participants who ultimately completed the questionnaire was 42 and the small scale study was conducted through Microsoft Forms before being analysed using SPSS
  
  
Small Scale Study 
  
The research undertaken for the small scale questionnaire/study was investigating the habits, motivations and benefits of online clothes shopping that people currently enjoy. The small scale questionnaire/study was conducted through Microsoft Forms with all the responses being retrieved through links on social media - the number of responses totalling forty two. The reason for using Microsoft Forms to conduct the small scale study was due to the ease in which the results could be exported to Microsoft Excel to then be configured before the results would be transferred to SPSS for analysis of the data. The questionnaire had ten questions in total with a variety of question types including yes or no questions, ratings questions, categorical questions and frequency questions. By having a variety of questions asked it ensures that all the habits, motivations and benefits people enjoy are discovered and can be reported correctly through studying the results. After the responses were collected and input into an Microsoft Excel sheet, it was prepared to be imported to SPSS so the data could be analysed. The analysis that was carried out on SPSS included correlations, crosstabulations and Chi-Square Tests. After the tests were completed and analysed, the results were examined to see whether or not the results were significant. 
  
Data Analysis

Crosstabulation
 
The crosstabulation which has been examined is What is your Gender? against How Much Do you Spend Monthly on Online Clothes Shopping?. The crosstabulation shows that for both males and females the majority spend £0-£49 per month on online clothes shopping with more females spending £50-£99 when compared to males (females – 5, males – 3) and £100-£149 with no males spending that amount monthly.

	How much do you spend monthly on online clothes shopping? * What is your gender? Crosstabulation

	Count  

	
	What is your gender?
	Total

	
	Male
	Female
	

	How much do you spend monthly on online clothes shopping?
	£0-£49
	13
	19
	32

	
	£50-£99
	3
	5
	8

	
	£100-£149
	0
	2
	2

	Total
	16
	26
	42


Table 1: How Much Do You Spend Monthly on Online Clothes Shopping? Against What is your Gender? Crosstabulation

Correlations

When the data was analysed for significant correlations all the questions and answers were compared to one another which is shown in the table below. For there to be a significant correlation between the data it has to have a significant result which is below 0.05 with the scores that are highlighted green in the table showing that they are significant. If it was not significant then it was not highlighted and questions that could not be correlated against each other so the boxes in the table would have a cross in them to signify this. The correlations that will be looked at in this assignment will be between Do you Shop Online More Than in Store? and Is it Easier to Shop Online Than in Store?, Is it Easier to Shop Online Than in Store? and How Much Do you Spend Monthly on Online Clothes Shopping? and finally Do you Shop Online More Than in Store? and Do you Recommend Shopping Online to Others?. Kafle (2019) was used as the basis for examining the correlations results in this assignment. The interpretation of correlation coefficient section of the journal article was used to ensure the results of the correlations from the data collected from the small scale study were accurately described when analysed. Kafle (2019) stated that for a low correlation the r number is between 0 and 0.4; moderate correlation r number is between 0.4 and 0.7 and a high correlation r number is between 0.7 and 1. 
  
  
For the first comparison between Do you Shop Online More Than in Store? and Is it Easier to Shop Online Than in Store? the significance was <.001 with the r number being r=0.54 which shows that there is a significant, moderate, positive relationship which exists between shopping online more than in store and the ease of shopping online than in store (r=0.54, n=42, P<0.01).  


	Correlations

	
	Do you shop online more than in store?
	Is it easier to shop online than in store?

	Do you shop online more than in store?
	Pearson Correlation
	1
	.540**

	
	Sig. (2-tailed)
	
	<.001

	
	N
	42
	42

	Is it easier to shop online than in store?
	Pearson Correlation
	.540**
	1

	
	Sig. (2-tailed)
	<.001
	

	
	N
	42
	42

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


Table Two: Do you Shop Online More Than in Store? Against Is it easier to Shop Online than in Store? Correlations














For the second comparison between Is it Easier to Shop Online Than in Store? and How Much Do you Spend Monthly on Online Clothes Shopping? the significance was 0.19 with the r number being r=-0.36 which shows that there is a significant, low, negative relationship which exists between the ease of shopping online than in store and how much people spend monthly on online clothes shopping (r=-0.36, n=42, P<0.01). 
  



	Correlations

	
	Is it easier to shop online than in store?
	How much do you spend monthly on online clothes shopping?

	Is it easier to shop online than in store?
	Pearson Correlation
	1
	-.361*

	
	Sig. (2-tailed)
	
	.019

	
	N
	42
	42

	How much do you spend monthly on online clothes shopping?
	Pearson Correlation
	-.361*
	1

	
	Sig. (2-tailed)
	.019
	

	
	N
	42
	42

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


Table Three: Is it Easier to Shop Online Than in Store? Against How Much Do You Spend Monthly on Online Clothes Shopping? Correlation























  
The final comparison is between Do you Shop Online More Than in Store? and Do you Recommend Shopping Online to Others? The significance was 0.05 with the r number being r=0.42 which shows that there is a significant, moderate, positive relationship which exists between the shopping online more than in store and if people recommend online clothes shopping to other people (r=0.42, n=42, P<0.01).




	Correlations

	
	Do you shop online more than in store?
	Do you recommend online clothes shopping to others?

	Do you shop online more than in store?
	Pearson Correlation
	1
	.421**

	
	Sig. (2-tailed)
	
	.005

	
	N
	42
	42

	Do you recommend online clothes shopping to others?
	Pearson Correlation
	.421**
	1

	
	Sig. (2-tailed)
	.005
	

	
	N
	42
	42

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


Table Four: Do you Shop Online More Than in Store? Against Do you Recommend Online Clothes Shopping to Others? Correlation



The table below shows the results of the correlation significance analysis when looking at the results of the questions from the survey. As each question was compared against each other the table shows every correlation for the survey. When the data was analysed for significant correlations all the questions and answers were compared to one another which is shown in the table below. For there to be a significant correlation between the data it has to have a significant result which is below 0.05 with the scores that are highlighted green in the table showing that they are significant. Due to the number of respondents for the small scale study if the survey number of respondents increased then there is a possibility that the results could change. The change in the result could mean that correlations’ strengths either increase or decrease, non-significant correlations can become significant, Chi-Square test results can become significant or not significant and crosstabulation results differ.









	What are your Habits, Motivations and Benefits to Online Clothes Shopping?
Correlation Significance Results

	Question
	What is your gender?
	What is your age?
	Do you shop online more than in store?
	Is it easier to shop online than in store?
	What are the benefits to online shopping?
	What types of clothes do you purchase online mostly?
	How much do you spend monthly on online clothes shopping?
	How often do you purchase clothes online?
	When shopping online how many items will you buy at one time?

	Do you recommend shopping online to others?

	What is your gender?
	
	.621
	.037
	.903
	.875
	.146
	.374
	.088
	.084
	.570

	What is your age?
	.621
	
	.510
	.527
	.265
	.567
	.873
	.894
	.431
	.760

	Do you shop online more than in store?
	.037
	.510
	
	<.001
	.474
	.450
	.023
	.001
	.137
	.005

	Is it easier to shop online than in store?
	.903
	.527
	<.001
	
	.505
	.013
	.019
	.043
	.236
	.087

	What are the benefits to online shopping?
	.875
	.265
	.474
	.505
	
	.083
	.265
	.843
	.437
	.248

	What types of clothes do you purchase online mostly?
	.146
	.567
	.450
	.013
	.083
	
	.198
	.304
	.866
	.001

	How much do you spend monthly on online clothes shopping?
	.374
	.873
	.023
	.019
	.265
	.198
	
	<.001
	.251
	.177

	How often do you purchase clothes online?
	.088
	.894
	.001
	.043
	.843
	.304
	<.001
	
	.305
	.073

	When shopping online how many items will you buy at one time?

	.084
	.431
	.137
	.236
	.437
	.866
	.251
	.305
	
	.153

	Do you recommend shopping online to others?
	.570
	.760
	.005
	.087
	.248
	.001
	.177
	.073
	.153
	


Table Five: What are your Habits, Motivations and Benefits to Online Clothes Shopping? Correlation Significance Results


Chi-Square Test

A Chi-Square test was performed with How Much Do You Spend Monthly on Online Clothes Shopping? in the row and What is your Gender? in the column. By looking at the results it shows that there is no significance due to the Pearson Chi-Square Asymptotic Significance result being .517 which is well above the .05 maximum required for it to be significant. With the result not being significant it means that spend monthly on online clothes shopping and gender is not associated with each other. 
  


	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1.319a
	2
	.517

	Likelihood Ratio
	2.006
	2
	.367

	Linear-by-Linear Association
	.813
	1
	.367

	N of Valid Cases
	42
	
	

	a. 4 cells (66.7%) have expected count less than 5. The minimum expected count is .76.


Table Six: How Much Do You Spend Monthly on Online Clothes Shopping? Against What is your Gender? Chi-Square Test












Conclusion  
  
  
  
After looking at the results from the data that was analysed it can be seen that there were some correlations which were significant and some of those were discussed within this report assignment. With a number of correlations being significant it does show that a number of results do have significance however the strength of the correlations varies. The strength of two of the correlations that were discussed in the assignment were moderate and one of the correlations was low. Due to the number of respondents for the small scale study if the survey number of respondents increased then there is a possibility that the results could change. The change in the result could mean that correlations’ strengths either increase or decrease, non-significant correlations can become significant, Chi-Square test results can become significant or not significant and crosstabulation results differ.
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