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1. Introduction
This chapter starts with an overview of current circumstances in the global and Hong Kong sportswear industry.  It subsequently explores the research background, research motivation, research questions and objectives as well as research limitation. This study will use Lululemon Athletica Inc. as a case style to illustrate key trends and consumer preferences within the market. 

1.1 Research Background	
The global sportswear industry is experiencing significant growth, with revenue projected to rise from approximately USD 336 billion in 2023 to USD 646 billion by 2030.  This represents a compound annual growth rate (CAGR) of 9.9% from 2024 to 2030 (Grand View Research, 2024) as illustrated in Figure 1.1. This expansion encompasses both footwear and apparel, driven by heightening health consciousness, increasing participation in sports and fitness activities, and the vibrant trend of athleisure, characterized using athletic clothing integrates into everyday fashion.  These dynamic factors not only transform consumer habits but also reshape the landscape of the sportswear market. 
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The COVID-19 pandemic has expedited transformations in the sportswear market. Due to lockdowns and restrictions on normal fitness activities, many individuals turned to home workouts and outdoor exercises, resulting in increased demand for versatile and comfortable sportswear (Becker, 2021). The athleisure trend—clothing that merges athletic performance with casual wear—gained significant traction during this period as consumers increasingly sought clothing that easily transitions from workout to everyday wear (Angerer, 2024; Perera et al., 2023). Additionally, the pandemic raised awareness of health and wellbeing, prompting consumers to prioritize comfort and functionality in their clothing choices (Baier, Rausch, and Wagner, 2020). Sportswear brands were compelled to enhance their product offerings, emphasizing quality materials and designs that address these evolving consumer preferences, as consumers actively seek innovative products that provide additional value. 
Today’s consumers are attracted to brands that provide fashion and trends, unique characteristics, sustainable materials, and personalized experiences in addition to functional sportswear. Additionally, luxury brands have also entered the sporting goods market by introducing their own sports clothing and sneakers. Sportswear brands can no longer depend on a regular product line; they must continually adapt to accommodate shifting consumer demands. Within this broader context, the global sports apparel market is expected to grow at a CAGR of 10.2% reaching $251 billion in 2030 as demonstrated in Figure 1.2, driven by factors such as the increasing popularity of fitness activities and advancements in fabric technology that enhance comfort and functionality (Grand View Research, 2024). With the increasing number of consumers embracing active lifestyles, there is an expanded demand for fashionable and high-performance clothing appropriate for both exercise and everyday wear.  
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Projections indicate that these tendencies will have a particularly positive impact on the sportswear market in the Asia-Pacific region, which includes major markets like Greater China and India. The region is anticipated to experience significant growth given rising disposable incomes, an increasing population that embraces fitness culture, and government initiatives promoting health and wellness. This environment is evolving due to several key factors such as the increasing popularity of fitness and wellness activities, heightened health consciousness among consumers, and the influence of social media in shaping lifestyle choices. These elements create opportunities for sportswear brands to expand their presence and cater to evolving consumer preferences. Focusing specifically on Hong Kong as illustrated in Figure 1.3, the Sports & Swimwear market (men and women) is projected to generate around HKD 5.50 billion in revenue in 2024, with an expected annual growth rate of 6.26%, potentially reaching HKD 7.40 billion by 2029 (Statista, 2023). According to the HK Census and Statistics Department (2024), the population of Hong Kong was 7,534,200 at the end of the year 2024, with per capita revenues in the Sports & Swimwear market amounting to US$730.7. The local market indicates an increasing demand for high-quality sportswear driven by the active lifestyles of the community, highlighting the necessity for brands to enhance consumer satisfaction in a highly competitive environment. 
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This research aims to explore strategies for enhancing consumer satisfaction in the Hong Kong sportswear market, with specific recommendations for Lululemon Athletica Inc. As a significant player in the global sportswear industry founded in Canada, Lululemon is recognized for its premium offerings primarily targeting women engaged in yoga, running, and other fitness activities. Since entering the Hong Kong market in 2015, Lululemon has attracted health-conscious consumers and currently operates nine stores as of 2024. The company has seen remarkable growth in the Greater China region, with net revenue from Hong Kong, Taiwan, and Macau reaching approximately USD 170 million in 2023—almost double the USD 86 million from 2021, reflecting a growth rate of 97% (Lululemon Athletica Inc., 2023). This trend underscores Lululemon's rising popularity among consumers seeking stylish sportswear.
In 2023, the women's range accounted for 64% of net revenue, while the men's range represented 23% (Lululemon Athletica Inc., 2023). This aligns with projections that women's sportswear will contribute 66% of the Sports & Swimwear market revenue in Hong Kong, estimated at HKD 7.40 billion by 2029 (Statista, 2023). The potential for growth in the men's segment is significant, driven by increasing male participation in fitness activities. By considering strategies that involve consumer input, this study could further enhance its offerings and deepen connections with male consumers, tapping into this evolving market.
[image: ]
Lululemon plays a pivotal role in popularizing the athleisure trend by merging performance activewear with everyday fashion (O'Malley, 2024). By positioning athleisure as both functional and fashionable, the brand attracts a diverse consumer base that values versatility. As this trend gains traction globally, Lululemon’s ability to adapt to local markets like Hong Kong positions it well for continued success. Moreover, Lululemon understands that merely introducing new products is not enough for sustained relevance. The company invests heavily in research and development (R&D) and product innovation (Lululemon Athletica Inc., 2023). To thrive, it cultivates meaningful relationships with consumers and understand their preferences, particularly given the differences in behavior between Hong Kong and North America. Research indicates that consumer participation in value co-creation leads to stronger emotional connections and increased satisfaction (Sucidha, 2024; Cheung et al., 2020). A critical strategy for future success lies in integrating consumer feedback and market evaluations through consumer co-creation. According to trend forecaster Dennis Claeson, engaging consumers in the design process not only meets their desire for versatile products but also aligns with eco-conscious trends, allowing for more sustainable practices (WGSN Insider, 2023).  Perceived value in sportswear is heavily influenced by consumer values, with around 70% of shoppers likely to switch brands if they disagree with its ethics. Additionally, many consumers are willing to pay up to 15% more for sustainable options, highlighting the strong connection between perceived value and a brand's dedication to social and environmental issues (Venuez.dk, 2024).  Fashion involvement increases with the emergence of athleisure, as consumers now incorporate sportswear into their daily attire. This trend demonstrates a desire for versatile activewear that blends style with functionality, especially in response to more relaxed workplace settings. Brands that successfully merge fashion and practicality are better positioned to meet the evolving preferences of today's consumers (Mintel, 2025).

1.2 Research Motivation 
In Hong Kong, the sportswear market is particularly dynamic, emphasizing the crucial role of consumer engagement in achieving brand success. As health-conscious consumers increasingly seek products that align with their values and lifestyles, brands must adapt by building deeper connections with their customers. This transition to consumer-centric strategies highlights the importance of co-creation, where consumers actively engage in the creation and enhancement of products, thereby influencing their perceived value and overall satisfaction.
Furthermore, perceived value plays a pivotal role in shaping consumer attitudes towards brands. As Lululemon positions itself as a high-end supplier of sportswear, it is essential to understand how consumers evaluate the value of its products, especially consideration factors like style, functionality, quality, and brand reputation. Research shows that perceived value significantly influences brand loyalty and consumer commitment, with high perceived value leading to positive attitudes toward the brand ((Yi and Jeon, 2003)).  Additionally, understanding consumer values in the context of purchasing decisions in the fashion industry is crucial, with factors such as brand image and perceived quality playing vital roles in shaping consumer attitudes (Adeola et al., 2021). 
In the context of the Athleisure trend, which emphasizes the integration of fashion and performance, fashion involvement becomes a critical factor influencing consumer satisfaction. Recent research highlights that individuals with higher fashion involvement generally gain better satisfaction with their purchases given their deeper engagement in the selecting process.  This engagement not only enhances their shopping experience but also connects their purchases with their personal fashion preferences, strengthening their identity through wardrobe selections (Mohamed and Wee, 2020; Rahman and Mannan, 2018). Moreover, the expansion of the athleisure markets reflects a wider societal transition towards casual, multifunctional fashion, as consumers progressively choose clothing that combines comfort with aesthetics. This trend emphasizes the significance of innovative design and performance features in fulfilling contemporary consumer expectations. The behavior of wearing athleisure has been shown to impact the confidence and self-perception of wearers, in relation to societal ideals promoted through fitspiration images (Lipson et al., 2020; Perera et al., 2023)
In this atmosphere, enhancing consumer satisfaction is a critical priority for brands. By exploring various perspectives and embracing innovative ideas, brands can differentiate themselves and cultivate engagement among health-conscious consumers.  This research paper uses Lululemon as a case study to explore how the brand meets consumer needs in the sportswear industry in Hong Kong, aiming to explore the impact of consumer co-creation, perceived value, and fashion involvement on consumer satisfaction within the sportswear industry in Hong Kong. By examining these relationships through the lens of Lululemon's strategies, the study seeks to identify key factors that drive consumer satisfaction and provide actionable recommendations for brands aiming to thrive in this competitive environment.











	
1.3 Research Aims and Objectives
      The primary aim of this research is to enhance understanding consumer satisfaction and provide actionable recommendations within the sportswear industry in Hong Kong, enabling brands to meet the needs and expectations of its consumers. 
To achieve this aim, the following objectives have been established:
1. To identify and analyze the key factors that influence consumer satisfaction for sportswear brands in Hong Kong.
2. To explore the interrelationships among these factors and how they collectively impact on consumer satisfaction in the sportswear industry.
3. To provide actionable recommendations for Lululemon to enhance their market presence and effectively engage consumers in Hong Kong.

1.4 Research Questions
This research is focused on the following critical questions, which aim to provide important insights into consumer satisfaction and brand engagement in the sportswear industry:
1. What are the key factors influencing consumer preferences for sportswear brands in Hong Kong?
2. How do these factors interrelate and contribute to consumer satisfaction in the sportswear industry?
3. What practical recommendations can Lululemon implement to enhance their market presence and engage consumers effectively in Hong Kong?









1.5 Research Process
The research process consists of five stages, as shown in Figure 1.5, and follows a systematic timeline detailed in Appendix 1. Throughout all phases, the literature review, exploration, and analysis are integrated to ensure a thorough examination of the research objectives and to facilitate effective data collection and analysis.
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1.6 Research Limitation 
      This study acknowledges several limitations that may influence the results and their application to the broader sportswear industry. The geographic concentration on Hong Kong could restrict the applicability of the findings to other regions. Consumer behavior and preferences can fluctuate significantly between cultural and economic situations, which might bias findings based on this region solely.
Secondly, the unpredictable dynamics of the sportswear industry presents another limitation.  The industry is characterized by rapid changes in trends, technology, and consumer behavior, which may not be completely captured by this research. As new trends emerge and consumer preferences evolve, the value of the findings could diminish over time, necessitating continuous research to remain aligned with these shifting patterns.

1.7 Concluding Summary 
      This chapter provides an overview of the research context, establishing the foundation for this study on consumer satisfaction in the Hong Kong sportswear industry, and aim to provide recommendation to Lululemon. It highlights the rapid growth of the sportswear sector, driven by evolving consumer preferences and an increased emphasis on health and wellness. The research background outlines Lululemon's positioning and the unique cultural factors influencing consumer behavior in Hong Kong. 
The motivation for this research stems from the need to understand changing consumer preferences, particularly where expectations for innovation, personalization, and quality are paramount. The chapter defines the research questions and objectives, aiming to identify key factors influencing consumer satisfaction, explore their interrelationships, and provide recommendations for enhancing Lululemon's market position and consumer engagement. Additionally, the chapter acknowledges the study's limitations, including its geographic focus and the subjective nature of consumer perceptions, clarifying the scope of the investigation. 
Building on this foundation, the next chapter will focus on theoretical frameworks and concepts that are crucial for this study by reviewing the relevant literature. The research will analyze the influence of consumer co-creation, consumer perceived value, fashion involvement, and consumer satisfaction in shaping consumer behavior and brand loyalty. These concepts will guide the development of the conceptual framework, offering a comprehensive understanding of how Lululemon can effectively meet consumer needs and enhance satisfaction in Hong Kong's dynamic sportswear landscape.






2. Literature Review 
This chapter provides a comprehensive review of the key constructs and theoretical frameworks that support this research. It critically evaluates the concepts of consumer co-creation, customer perceived value, fashion involvement, and customer satisfaction, evaluating their interrelations to establish the conceptual framework that supports this study.  

2.1 Consumer Co-creation
Consumer co-creation represents an integral transformation in the manner companies interact with their consumer. By engaging consumers in the development process, companies can leverage valuable insights that promote innovation and enhance satisfaction. In the fashion industry, many brands utilize co-creation by seeking customer feedback for quality, new collections or designs, enhancing a sense of ownership and loyalty. 

2.1.1 Definition
Consumer co-creation is a collaborative process in which businesses actively engage consumers in the development of products, services, or experiences. This engagement recognizes that consumers possess valuable insights and preferences that can significantly enhance innovation and value creation. As Prahalad and Ramaswamy (2004) articulate, co-creation is defined as "the joint creation of value by the company and the customer." This definition emphasizes the critical role of customer involvement in shaping their experiences and the overall value generated. Building on this foundation, Nysveen and Pedersen (2014) expands the concept of customer co-creation by defining it as "the degree to which customers actively participate with companies to improve existing products or discover new products." This perspective highlights the proactive role that consumers play in enhancing value through their contributions, thereby fostering a more dynamic relationship between businesses and their customers.  
Further illustrating this collaborative dynamic, Frow et al. (2014) describe co-creation as a process where customers contribute to the design and delivery of services, resulting in tailored experiences that align with individual needs. This focus on personalization underscores the importance of understanding and meeting the unique demands of customers, which is essential for successful co-creation efforts. Vargo and Lusch (2016) situate co-creation within the framework of service-dominant logic, positing that value is generated through interactions among various stakeholders, including consumers. This perspective positions customers as integral partners in the value creation process, reinforcing the interactive nature of co-creation and its potential to drive innovation.
Moreover, Ranjan and Read (2016) further emphasize this transformation, asserting that consumer co-creation shifts customers from being passive recipients to active collaborators. This transition not only fosters deeper emotional connections with brands but also enhances brand loyalty, as engaged consumers develop a sense of ownership and investment in the products and services they help create.  Table 2.1 provides a summary of the definitions of consumer co-creation, highlighting its collaborative nature and the importance of customer participation. 
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2.1.2 Measurement
The concept of consumer co-creation has gained significant attention in marketing literature, particularly regarding how value is generated through active consumer participation. Prahalad and Ramaswamy (2004) identify four key dimensions of co-creation: dialogue, access, risk assessment, and transparency. Dialogue involves open communication between consumers and firms, fostering an environment where feedback and input are valued. Access pertains to the availability of resources and information that enable consumers to engage meaningfully in the co-creation process. Risk assessment highlights the need for both parties to understand the uncertainties inherent in collaborative efforts. Finally, transparency ensures that consumers are well-informed about the processes and decisions that affect their experiences. 
Further enhancing this discourse, Ranjan and Read (2016) provide a more nuanced framework for measuring consumer co-creation by distinguishing between co-production and value in use. Co-production refers to the active involvement of consumers in the design and delivery of products and services. Measurement elements include knowledge sharing, which assesses consumer contributions to insights and feedback; equity, evaluating the fairness of the partnership; and interaction, measuring the quality and frequency of engagements between consumers and firms. Value in use, on the other hand, focuses on the value derived from consumers' personal usage of products or services. Key measurement aspects include experience, which captures the emotional and memorable interactions; personalization, assessing how well the experience caters to individual preferences; and relationship, evaluating the depth of collaboration during usage. Ranjan and Read's empirical approach validates their measurement index through diverse brand contexts, enhancing generalizability. Their use of pictorial and text-based vignettes helps respondents relate their experiences to co-creation, further enriching the understanding of consumer involvement. 
Building on the foundational concepts from Tueanrat et al. (2021), further enhance our understanding of consumer co-creation by examining the roles of Customer Participation Behaviour (CPB) and Customer Citizenship Behaviour (CCB) in value co-creation. Their framework emphasizes the active involvement of consumers as collaborative partners, shifting from traditional transactional interactions. CPB encompasses the essential activities consumers engage in during the service delivery process, which include information seeking, where customers inquire about services or products to enhance their understanding; information sharing, which involves providing feedback or relevant information to improve service delivery; responsible behavior, characterized by adherence to established guidelines; and personal interaction, which fosters a collaborative atmosphere with service personnel. In contrast, CCB refers to voluntary actions that add extra value beyond basic service consumption. Important elements of CCB include advocacy, where satisfied customers recommend brands; helping, where customers assist peers facing challenges; tolerance, reflecting patience when services fall short; and feedback, where customers offer suggestions for service improvement.  They stress the importance of measuring CPB and CCB to gain insights into consumer engagement in the value co-creation process. Their emphasis on active consumer involvement and the measurement of these behaviours provides valuable insights for firms aiming to strengthen their relationships with customers, ultimately enhancing overall value creation.
Prahalad and Ramaswamy (2004) and Ranjan and Read (2016) significantly advance the understanding of consumer co-creation by emphasizing the importance of active participation and providing methodologies for measuring engagement. In contrast, Tueanrat et al. (2021) specifically examine the behaviors consumers exhibit during the co-creation process, focusing on CPB and CCB. Their work enriches discourse by detailing how these behaviors enhance the co-creation experience. Table 2.2 presents a summary of the measurement of co-creation.
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2.2.3. Concluding Summary 
In conclusion, this section examined consumer co-creation, underlining its transformative impact on business-consumer interactions as a collaborative strategy that stimulates innovation and value creation. Prahalad and Ramaswamy (2004) defined foundational aspects of co-creation, with the importance of dialogue and transparency to encourage meaningful interaction with consumers. Ranjan and Read (2016) enhanced this concept by differentiating between co-production and value in use, offering a refined methodology for assessing consumer involvement through factors such as knowledge sharing and personalization.
However, Tueanrat et al. (2021) framework stands out for its emphasis on consumer behaviors during the co-creation process. By integrating the concepts of CPB and CCB, their study offers practical insights into the direct impact of consumer participation on value creation. Its emphasis on active consumer participation is particularly important for understanding and enhancing the co-creation experience.
This research will utilize the framework established by Tueanrat et al. (2021). Their approach is crucial for companies seeking to strengthen consumer interactions and optimize the overall co-creation journey, making it valuable choice for this research. 


2.2 Consumer Perceived Value
An understanding of consumer perceived value is crucial for assessing the manner of how individuals evaluate products and services in relation to their needs and expectations. This section explores the definition and measurement of perceived value, concluding with an overview of the framework to be applied for this research.

2.2.1 Definition
Zeithaml (1988) defines perceived value as “the consumer’s overall assessment of the utility of a product (or service) based on perceptions of what is received and what is given.” This definition has attained significant popularity and has become a fundamental reference for many researchers in the field of study. Building on this concept, Woodruff (1997) argues that value is a perspective that serves as a reference point for assessing product attributes, performance, and the outcomes obtained from their utilization. 
Hansen et al. (2008) emphasize that "perceived value is the benefits received by the customer divided by the sacrifices made to obtain these benefits." This perspective emphasizes the importance of balancing the benefits against the costs incurred. Similarly, Heskett (2009) defines perceived value as the ratio of quality processes and outcomes delivered to customers, in relation to the price and other costs incurred in acquiring those services. Additionally, perceived value plays a critical role in driving consumer satisfaction and loyalty, especially with sustainable products (Hur et al., 2013). Table 2.3 provides a summary of definition of consumer perceived value; these perspectives highlight the complex nature of perceived value and its importance in influencing consumer behavior.
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2.2.2 Measurement
The measurement of consumer perceived value has been the focus of extensive academic research, resulting in the recognition of multiple dimensions that contribute to this complex construct. Holbrook (1999) proposed a comprehensive model consisting of eight interrelated dimensions: efficiency, recreation, excellence, aesthetics, status, moral respect, and spirituality. This model underscores the intricacy of perceived value, illustrating how each dimension significantly influences consumer perspectives.  
Building upon Holbrook’s framework, Hsu et al. (2017) identified four key dimensions of consumer perceived value: informational value, experiential value, social value, and transactional value. This classification highlights the importance of both informational and experiential dimensions in consumer decision-making. Informational value pertains to the usefulness of information provided by a product or service, while experiential value emphasizes the subjective experiences consumers derive from their interactions with offerings. In a complementary manner, Gan and Wang (2017) distinguished between utilitarian value, hedonic value, social value, and perceived risk. Their research illustrates the dual nature of perceived value as a balance between practical benefits and hedonic enjoyment alongside potential purchase risks. Utilitarian value focuses on practical advantages derived from a product or service, whereas hedonic value relates to the enjoyment and pleasure it provides. Similarly, Kim, Chung and Fiore (2023) expanded the concept by incorporating utilitarian value, hedonic value, sensory value, and social value dimensions, emphasizing the role of product quality, reliability, and consistency in crafting utilitarian value. Their findings indicate that factors such as product quality, reliability, and consistency contribute to utilitarian value. The hedonic aspect encompasses sensory and emotional experiences, where consumers derive pleasure and relaxation from shopping, alongside the importance of social value in enhancing brand acceptance and societal perceptions. Together, these frameworks provide a comprehensive understanding of consumer perceived value, illustrating the multifaceted nature of decision-making processes.
A recent study by Uzir et al. (2020) identified several key dimensions of perceived value. They emphasized the perceived relationship between price and quality, which underscores the utilitarian aspect of value. They also highlighted the significance of service quality in shaping consumer perceptions of value. The emotional dimension of purchasing was also explored, reflecting how comfortable and relaxed consumers feel during the buying process. Furthermore, they addressed trust and safety as critical factors that influence perceived value and enhance the overall customer experience. Table 2.4 presents a summary of these key studies and their contributions to the understanding of consumer perceived value.
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2.2.3 Concluding Summary
Consumer perceived value is a crucial concept in understanding how consumers evaluate products and services. It reflects the benefits gained against the costs incurred, directly influencing satisfaction and loyalty. The frameworks established by Holbrook (1999), Hsu et al. (2017) and Kim, Chung, and Fiore (2023) demonstrate the complex and multifaceted nature of perceived value. Holbrook's model defines eight interrelated components, underscoring the intricacies inherent in consumer perspectives. Hsu et al. (2017) build on this by focusing on informational and experiential value which are important in consumer decision-making. Kim, Chung, and Fiore (2023) expand this viewpoint by integrating sensory values, highlighting the significance of product quality and emotional experiences. Gan and Wang (2017) further distinguish between utilitarian, hedonic and social values, illustrating the balance consumers seek between practical benefits and enjoyment. 
In contrast, Uzir et al. (2020) provide a more comprehensive approach by addressing the interplay between product quality and service quality that included emotional factors in the purchasing process. Their focus on trust and safety as critical dimensions enhances the comprehension of perceived value, making their framework particularly relevant for this study. This study will apply the framework developed by Uzir et al. (2020). This comprehensive approach will provide valuable insights into how these dimensions interact to shape consumer behavior and satisfaction in today's market.

2.3 Fashion Involvement
Fashion involvement is pivotal in determining how individuals engage with fashion products, influencing their purchasing decisions and satisfaction. This section delves into the definition and measurement of fashion involvement, concluding with an overview of the framework that will guide this research

2.3.1 Definition
         Fashion involvement is a critical factor that significantly shapes consumers' intentions to purchase fashion items. As O’Cass (2000) emphasizes, the level of a consumer's involvement is closely linked to their personal characteristics and subjective knowledge about fashion, which together influence their willingness to adopt new trends. This involvement manifests in consumers actively engaging with fashion—selecting and evaluating clothing based on their preferences and interests. Research by Seo, Hathcote and Sweaney (2001) further illustrates that higher levels of involvement correlate with more positive purchasing intentions. When consumers feel a strong connection to fashion, they are more likely to make impulsive buying decisions, driven by their passion and engagement with the products.
O’Cass (2004) elaborates on this concept by defining fashion consumer involvement as the degree to which individuals perceive fashion activities as integral to their lives. This involvement can vary widely, with some consumers finding fashion to be a vital and engaging aspect of their identity, while others may have a more superficial connection. Additionally, Park, Kim, and Forney (2006) highlight that fashion involvement reflects the importance consumers attribute to fashionable clothing and its impact on their buying behavior. 
As summarized in Table 2.5, the definition of fashion involvement emphasizes that it not only influences purchasing decisions but also shapes consumer satisfaction. This highlights that fashion is not merely about clothing, it is an essential component of individual expression and identity.
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2.3.2 Measurement
         Sullivan et al. (2012) highlights fashion involvement measurement by integrating seven items, deepening our insight into how individuals relate to fashion. This framework differentiates between two key dimensions: cognitive involvement and affective involvement. Cognitive involvement involves the mental processes associated with fashion. Important items in this dimension include "Important," which signifies the role of fashion in a person’s life, and "Means a lot," reflecting the significance individuals attach to fashion. The term "Valuable" indicates how people assess the worth of fashion items, illustrating their intellectual evaluation of fashion choices.  In contrast, affective involvement pertains to the emotional reactions that fashion can provoke. The item "Appealing" captures the positive emotions associated with fashion. In contrast, terms like "Mundane" and "Boring" suggest a lack of enthusiasm or negative feelings, while "Undesirable" signifies disapproval of certain trends, highlighting the emotional complexities tied to fashion involvement. 
Rahman et al. (2014) conceptualize fashion involvement as a continuum ranging from low to high involvement, comprising five distinct dimensions. Each dimension offers insights into consumer behaviour and attitudes towards fashion, making it a valuable framework for understanding fashion adoption. Fashion innovativeness and timing of purchases highlights a consumer's readiness to embrace new trends and the timing of their buying decisions, reflecting how swiftly they adopt innovations in fashion. Fashion interpersonal communication underscores the significance of social interactions in fashion discussions, illustrating how individuals can influence one another through conversations about trends. Fashion interest gauges the level of enthusiasm and intrigue that people have for fashion, representing their eagerness to engage with and stay updated on fashion-related topics. Fashion eligibility examines how consumers perceive their appropriateness for different styles, impacting their choices based on self-image and societal expectations. Finally, fashion awareness and reactions to Trends evaluates consumers' understanding of current trends and their emotional reactions, reflecting their degree of involvement with the fashion industry.
In a recent study, Wang and Lee (2020) assessed fashion involvement by examining participants' perceptions of their interest, enjoyment, fascination, and the significance of fashion. The ratings given by participants across these dimensions offer insights into their level of involvement, with higher scores reflecting greater personal relevance and engagement. This approach emphasizes the idea of enduring involvement, demonstrating the link between self-image and fashion-related activities. Table 2.6 summarizes the measurement of fashion involvement. 
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2.3.3 Concluding Summary
In conclusion, fashion involvement serves as a critical determinant of consumer behavior, significantly influencing purchasing decisions and overall satisfaction. It encompasses both cognitive and affective dimensions, reflecting the mental processes and emotional responses individuals associate with fashion. Sullivan et al. (2012) provide a foundational framework that differentiates the cognitive and affective involvement dimensions of fashion involvement, giving important insights into individual relationships to fashion. However, their approach may insufficiently address the complex nature of contemporary consumer involvement, especially in a rapidly evolving fashion industry where trends and social dynamics are increasingly related. Similarity, Wang and Lee (2020) explore participants' predictions of interest and enjoyment; still their focus on subjective experiences lacks the contextual complexity required for a thorough comprehension of fashion engagement. This limitation may hinder an in-depth investigation of the social and emotional influences that drive consumer behavior.
In contrast, Rahman et al. (2014) offer a continuum model that captures various levels of engagement across multiple dimensions, such as fashion innovativeness and interpersonal communication. This approach acknowledges the dynamic nature of fashion adoption and demonstrates the interplay between self-image and social influences on consumer decisions. Given its extensive and variable features, the framework by Rahman et al. appears particularly appropriate for this study. The framework provides a solid foundation for analyzing the complexity of fashion involvement and its implications for consumer behavior, delivering it a suitable choice for this research.


2.4 Consumer Satisfaction
Understanding consumer satisfaction is vital for businesses seeking to meet customer expectations effectively.  This section explores the definition and measurement of consumer satisfaction, concluding with an overview of the framework to be applied for this research.

2.4.1 Definition
Consumer satisfaction is a complex concept that has garnered significant attention in marketing and consumer research. Oliver (1999) characterizes customer satisfaction as a judgment that reflects whether the experience of a product or service meets emotional expectations. This definition underscores the dual role of cognitive evaluation and emotional response in shaping consumer satisfaction.
Building on this notion, Chitty, Ward and Chua (2007) emphasize the importance of a constructive comparison in understanding satisfaction. They define customer satisfaction as a psychological assessment that weighs the sacrifices made (cost) against the benefits received. This trade-off perspective is crucial for comprehending consumer behavior, as it illustrates how individuals evaluate their investments relative to the returns they perceive from a product or service.
Additionally, Kotler et al. (2019) highlights the necessity of aligning product performance with consumer expectations. They describe customer satisfaction as the pleasurable feelings or sense of fulfillment that arise when a product's performance meets or exceeds what the consumer anticipated. This alignment is vital for fostering loyalty and encouraging repeat purchases. In the context of the fashion industry, Wang et al. (2019) illustrate that consumer satisfaction is closely tied to the quality of products and services, particularly as influenced by the purchasing experience. This industry-specific perspective sheds light on how satisfaction can vary based on the nature of the product and the overall customer journey.  Table 2.7 summarizes the definitions of consumer satisfaction.
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2.4.2 Measurement
Understanding consumer satisfaction is crucial in today's competitive market, as it reflects how well products and services meet customer expectations. Baker and Crompton (2000) examined consumer satisfaction, defining it as the emotional and psychological outcome of customer experiences with a service. Their research provides a structured approach to measuring satisfaction, emphasizing its multifaceted nature. To assess consumer satisfaction, they applied a 4-item scale using a 9-point semantic differential format. This scale includes polar terms: Dissatisfied/Satisfied, Displeased/Pleased, Unfavorable/Favorable, and Negative/Positive, effectively capturing consumers’ feelings about their experiences. Baker and Crompton highlighted that satisfaction is influenced not only by service quality but also by individual emotional states, underscoring the importance of understanding these emotional responses, as they significantly impact overall satisfaction.
Hui and Yee (2015) highlight that customer satisfaction is closely linked to the fulfillment derived from purchases, playing a vital role in fostering brand loyalty. To measure customer satisfaction effectively, two main dimensions are often utilized: product satisfaction and brand satisfaction.
Product Satisfaction focuses on consumers' evaluations of the products they receive. This construction assesses overall satisfaction and product quality, along with perceptions of value and price. Understanding how consumers feel about the products directly influences their overall satisfaction and willingness to engage with the retailer in the future. Brand Satisfaction, in contrast, encompasses the overall experience consumers have with a retailer. This includes their emotional connection to the shopping environment and the quality of service received. Brand satisfaction reflects how much customers enjoy their shopping experiences and how they perceive the retailer compared to others.
Uzir et al. (2021) outline five primary dimensions that contribute to customer satisfaction: expectation fulfillment, cognitive evaluation, brand loyalty, advocacy, and emotional connection. Recognizing these dimensions is essential for organizations aiming to improve customer interactions and establish enduring relationships. Expectation fulfillment examines how effectively a brand meets or exceeds consumer expectations; when a brand's offerings align with customer anticipations, it fosters satisfaction, which is crucial for positive experiences.  Cognitive evaluation involves consumers assessing their purchase decisions, where a positive evaluation indicates satisfaction with the chosen brand, reinforcing its perceived value and deepening emotional connections. Brand loyalty reflects a strong preference for a specific brand over its competitors, signifying not only satisfaction but also a profound relationship between the consumer and the brand, which is vital for maintaining long-term customer engagement. Advocacy represents the willingness of satisfied customers to endorse a brand or its products to others, with such positive recommendations serving as influential endorsements that can sway potential buyers and enhance the brand’s reputation. Finally, emotional connection encompasses the feelings of joy and attachment that consumers develop towards a brand; a strong emotional bond enhances overall satisfaction and encourages deeper loyalty, as delighted customers are more likely to remain engaged with the brand over time. Table 2.8 presents a summary of these key measurements of consumer satisfaction.
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2.4.3 Concluding Summary
In conclusion, consumer satisfaction is a complex, multifaceted construct that significantly influences customer behavior and brand loyalty. Baker and Crompton (2000) examine the emotional and psychological outcomes of customer experiences, while Hui and Yee (2015) differentiate between product satisfaction and brand satisfaction, emphasizing their roles in fostering loyalty. Uzir et al. (2021) enhance this discussion by identifying five dimensions—expectation fulfillment, cognitive evaluation, brand loyalty, advocacy, and emotional connection—that collectively offer a comprehensive view of consumer satisfaction.
This study utilizes the framework established by Uzir et al. (2021) because of its comprehensive approach, which includes both emotional and cognitive elements influencing pleasure. This framework aligns well with the complexities highlighted in earlier studies and provides a structured methodology for measurement. By employing this framework, the research aims to gain a more profound insight into consumer satisfaction and its implications for marketing strategies.

2.5 Relationships Between Variables
The earlier section provided an overview of the definitions and measurement dimensions of various factors. The following section will analyze the relationships among these factors.
2.5.1 Consumer Co-creation and Consumer Satisfaction
Consumer co-creation has become a crucial component in enhancing consumer satisfaction, especially in areas where personalization and a sense of ownership are essential. Research indicates that when consumers actively engage in the co-creation of products, they gain a stronger sense of ownership and personalization, leading to improved satisfaction levels (Prahalad & Ramaswamy, 2004). 
Further supporting this connection, Tueanrat et al. (2021) explored the impact of consumer co-creation behavior, consumer responses, and experiential values, which are essential aspects of the consumer journey. Their study reveals that these factors play a significant role in overall satisfaction throughout the consumer journey. This framework is beneficial for companies as it provides in-depth insights into consumer behaviors and preferences, helping them understand how co-creation contributes to enhanced satisfaction.
Additionally, Syah and Olivia (2022) examined that greater participation in value co-creation among Muslim fashion consumers leads to higher levels of consumer satisfaction. Their study indicates that as consumers engage more actively in the co-creation process, their perceived value of the products also increases, which subsequently enhances overall satisfaction. This relationship highlights the importance of consumer involvement in fostering satisfaction, suggesting that brands can enhance consumer loyalty by facilitating greater participation in the co-creation of their offerings.
In conclusion, the findings from these studies emphasize the essential role of consumer co-creation in enhancing consumer satisfaction. Actively involving consumers in the design and personalization of products improves a deeper emotional connection and sense of ownership. This engagement not only enhances perceived value but also contributes to greater overall consumer satisfaction. Thus, Hypothesis 1 is proposed as follows:
H1: Consumer co-creation positively influences consumer satisfaction.


2.5.2 Consumer Perceived Value and Customer Satisfaction
            The relationship between consumer perceived value and consumer satisfaction is a critical area of research in understanding consumer behavior. Kuo, Wu and Deng (2009) demonstrate that perceived value significantly enhances consumer satisfaction. Their findings indicate that when consumers perceive greater value in a product or service, their satisfaction levels correspondingly increase. They further explain that this relationship is both direct and influential in shaping consumers' post-purchase intentions. Specifically, an increase in perceived value leads to enhanced consumer satisfaction, which subsequently encourages intentions to repurchase or recommend the product or service. This highlights the vital role of perceived value as an indicator of consumer satisfaction, reinforcing the notion that companies must prioritize enhancing perceived value in their offerings to improve customer satisfaction outcomes.
Building on this foundation, Kusumawati and Sri Rahayu (2020) found that consumer perceived value positively influences customer satisfaction. Their study emphasizes that consumers base their satisfaction on the value they receive, underscoring the importance of meeting or exceeding consumer expectations. The respondents reported that their satisfaction was closely tied to the perceived value derived from their experiences. Additionally, many consumers shared their positive experiences via social media, suggesting that satisfied customers are more likely to provide favorable feedback. This further reinforces the connection between consumer perceived value and customer satisfaction, indicating that the emotional bond formed through perceived value not only enhances satisfaction but also fosters loyalty.
Similarly, Uzir et al. (2020) affirm that consumers' perceived value has a positive and significant influence on consumer satisfaction. They highlight that consumer happiness primarily depends on the perception of value rather than solely on product quality or service excellence. For instance, consumers often evaluate the perceived value of electronic home devices—such as televisions, refrigerators, or washing machines—by comparing their expectations before use with their actual experiences during and after usage. This evaluation process reflects consumers' desire for confirmation that their expenditures are justified and that they have made beneficial purchases. Their findings further emphasize that perceived value is crucial in shaping consumer satisfaction, suggesting that organizations should prioritize enhancing perceived value in their offerings to elevate overall consumer satisfaction.
In summary, the collective insights from these studies illustrate a strong correlation between consumer perceived value and customer satisfaction. Together, these studies highlight the imperative for businesses to focus on enhancing perceived value to improve customer satisfaction and foster long-term loyalty. Thus, Hypothesis 2 is proposed as follows:
H2: Consumer perceived value positively influences consumer satisfaction.

2.5.3 Fashion Involvement and Consumer Satisfaction
            Fashion involvement plays a critical role in directly influencing consumer satisfaction by shaping expectations and purchase behavior. Hong and Rucker (1995) examine the impact of fashion involvement on consumer satisfaction, revealing that high involvement significantly shapes consumer expectations and satisfaction levels. Their study indicates that consumers who are deeply engaged with fashion are more sensitive to product performance and are likely to react more strongly to any discrepancies in their expectations. This heightened sensitivity highlights the importance of fashion involvement in enhancing overall consumer satisfaction, as those with higher involvement are better able to appreciate and derive satisfaction from products that align with their interests and values.
Similarly, Park, Kim and Forney, (2006) found that fashion involvement significantly impacts consumer emotions, which subsequently affects their impulse buying behaviour related to fashion. Their research indicates that elevated levels of fashion involvement foster stronger emotional connections, thereby enhancing consumer satisfaction. Furthermore, the study highlights the hedonic consumption tendency as an essential mediator in this relationship, emphasizing the significant influence of fashion involvement in shaping positive consumer experiences and overall satisfaction in the fashion industry.
Moreover, highly involved consumers are more likely to appreciate and find satisfaction in sustainable fashion products that align with their values and interests (McNeill & Moore, 2015). Their engagement with fashion trends can further strengthen their emotional connection to sustainable selection.
In summary, the evidence suggests that fashion involvement is crucial in determining consumer satisfaction, as it enhances emotional engagement and responsiveness to product performance. Understanding this relationship can help brands tailor their offerings to better meet the needs and values of highly involved consumers. Thus, Hypothesis 3 is proposed as follows:
H3: Fashion involvement positively influences consumer satisfaction.

2.5.4 Concluding Summary
This section's examinations highlight the important connections between consumer co-creation, perceived value, and fashion engagement in enhancing customer satisfaction. Every component uniquely influences the total consumer experience, emphasizing the necessity of actively engaging consumers and integrating offerings with their values. The next chapter will explore the research methodologies applied to this study.















3. Research Methodology
This chapter explores the research design, data collection methodologies, sampling method, and data analysis techniques applied to this study. It ensures that the study's results are reliable, valid, and aligned with the research objectives, offering insights into the interaction and influence of these variables on consumer satisfaction in the sportswear industry.

3.1 Type of Research
Research methodologies are pivotal in influencing the results of any study, as they determine the processes of data collection, analysis, and interpretation. The section will discuss the definitions and characteristics of qualitative, quantitative, and triangulation methodologies along with an analysis of the advantages and disadvantages of each.

3.1.1	Qualitative Research
Qualitative research primarily focuses on understanding the key factors and motivations driving human behavior (Creswell and Creswell, 2018). This approach is instrumental in elucidating complex issues and exploring diverse perspectives, as highlighted by Sofaer (1999). Additionally, it provides further insights into human behavior and social circumstances, enhancing the understanding gained from primary data (Alasuutari et al., 2008). One of the significant advantages of qualitative research is its ability to provide in-depth insights, allowing for a deep exploration of participants' thoughts and emotions, which can reveal unexpected themes and dimensions of the research topic (Jamshed, 2014). Furthermore, the open-ended nature of qualitative methods offers flexibility, enabling participants to express their perspectives freely and potentially uncovering insights that more structured approaches might miss (Creswell and Creswell, 2018). It also captures the context in which behaviors arise, contributing to a more thorough understanding of the topic (Sofaer, 1999). However, qualitative research has its drawbacks; data collection and analysis are time-consuming, posing challenges for researchers with limited schedules (Rahman, 2016). The evaluation qualitative data is also susceptible to researcher biases, which can affect validity (Rahman, 2016). Furthermore, generalizing results from qualitative research to broader populations can also be difficult due to the often smaller sample sizes (Alasuutari et al., 2008). 

Common tools used in qualitative research include individual interviews, focus group protocols, observational checklists, case study frameworks, and literature review methodologies, all of which facilitate the collection of rich, contextual data. In this study, focus groups are utilized to establish the framework and gather initial feedback on the questionnaire. 

3.1.2	Quantitative Research
Quantitative research is designed to quantify phenomena and identify patterns through statistical analysis. It typically employs systematic methods such as surveys and experiments to collect numerical data, allowing researchers to draw generalizable conclusions for larger populations (Nardi, 2018). One of the primary advantages of quantitative research is its ability to analyze large sample sizes, which enhances the reliability and generalizability of the findings (Rahman, 2016). This method provides a systematic framework for hypothesis testing, enabling researchers to identify statistical correlations among variables and facilitating the formulation of conclusions (Queirós et al., 2017). Additionally, the structured nature of quantitative methods minimizes researcher bias, leading to more objective results (Creswell and Creswell, 2018). However, this approach also has its disadvantages. Quantitative research may neglect contextual factors that influence human behavior, resulting in a limited understanding of the subject matter (Queirós et al., 2017). Its rigidity, stemming from the reliance on predetermined response options, can restrict participants' ability to convey their own opinions and feelings, potentially overlooking significant insights (Rahman, 2016). Moreover, while quantitative data can highlight correlations, it often fails to explain the underlying reasons, which limits comprehension (Savela, 2018). Common tools used in quantitative research include surveys, experiments, government reports, industry trend analyses and company annual reports (Williams and Shepherd, 2016).

3.1.3	Triangulation Research
Triangulation research combines qualitative and quantitative approaches, facilitating a more comprehensive understanding of research questions. This methodology capitalizes on the strengths inherent in both qualitative and quantitative methods, providing a richer context for interpreting results (Brannen, 2005). By integrating both types of data, researchers can more effectively tackle complicated investigations and validate findings through triangulation (Creswell and Creswell, 2018).
In this study, triangulation will be employed as a research method. This approach will utilize a variety of tools, including focus groups, surveys, individual interviews, literature reviews, government reports, industry reports, and company reports. By leveraging these diverse methods, the research aims to address the complexities of consumer behaviour, ensuring both depth and breadth in the analysis. This comprehensive methodology not only enriches the data collection process but also enhances the validity of the findings, reducing biases typically associated with single-method studies. Ultimately, the triangulation method design provides a holistic perspective on consumer satisfaction, yielding valuable insights that can inform both academic research and practical applications in the retail industry.

3.2 Research Framework
The research framework guiding this study is crucial for outlining relationships among key variables. The integration of insights from the literature review in Chapter 2 and findings from focus groups establishes an excellent foundation for understanding the related factors.

3.2.1 Focus Group
Focus groups serve as a valuable qualitative research method that facilitates structured discusses among selected groups of participants, aiming to elicit insights on specific topics through interactive dialogue (Rabiee, 2004). A notable benefit of focus groups is their ability to generate extensive qualitative data through participant engagement. This interactive environment encourages individuals to openly express their opinions, leading to a nuanced understanding of complex issues (Gubrium & Holstein, 2002). Moreover, the group environment facilitates the generation of ideas and subjects that may not be recognized in individual interviews, enabling a more comprehensive evaluation of a subject (Rabiee, 2004). In this research, a focus group comprising 7 participants was conducted at the HKMA Tsim Sha Tsui Centre on January 12, 2025. The participant size corresponds with academic recommendations advocating for groups of four to ten individuals to promote effective talks (McLafferty, 2004; Ennis & Chen, 2012). The insights gathered from this focus group play a critical role in defining the key factors influencing consumer satisfaction, ensuring alignment with the research objectives (see Appendix 2). 

3.2.2 Conceptual Framework
As shown in Figure 3.1, the conceptual framework investigates the interactions among Consumer Co-creation, Consumer Perceived Value, Fashion Involvement, and their collective influence on Consumer Satisfaction. Table 3.1 summarizes the hypotheses concerning the relationships among these variables. This framework underscores the significance of these factors in shaping consumer behavior, particularly regarding the satisfaction of sportswear consumers in Hong Kong.
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3.3 Data Collection Method
This study utilizes both primary and secondary data collection methods to achieve a comprehensive understanding of the variables impacting consumer satisfaction.
Primary data is collected through both qualitative and quantitative methodologies. This firsthand information is gathered directly from participants for a specific research purpose, providing insights closely aligned with the research questions and free from external influences. A key advantage of primary data is its higher validity, reliability, objectivity, and authenticity compared to secondary data, making it essential for delivering accurate and relevant information (Taherdoost, 2021). In this study, primary data is collected through a combination of focus groups and questionnaires. The qualitative component employs focus group interviews to explore participants' perceptions, needs, and experiences in depth, capturing insights that may not be evident in quantitative data (Creswell & Poth, 2018). Focus group discussions are conducted in two phases: the first establishes the framework, while the second gathers initial feedback on the questionnaire. This feedback leads to modifications of the questionnaire. Formal questionnaires are then distributed to collect measurable data on variables. 
Secondary data consists of information collected and published by others for various purposes. This data is vital for researchers as it allows them to draw on insights from prior studies, providing a foundational basis for their investigations. One principal advantage of secondary data is its accessibility; it is often more cost-effective and easier to obtain than primary data, making it particularly valuable when collecting primary data is challenging (Taherdoost, 2021). In this study, secondary data is gathered from e-journals, books, government reports, industry reports, and company annual reports to support primary data findings (Wilcox et al., 2012). These sources are instrumental in providing background information and validating findings. Figure 3.2 summarizes the data collection methods used in this study. 
[image: ]
3.4 Research Target
This study focuses on individuals in Hong Kong who are familiar with or have the intent to purchase sportswear products.  The lack of restrictions based on gender, age, education level, or income is intentional, as it seeks to promote diversity among participants. This diversity is crucial for enhancing the credibility of the survey results, as it allows for a more nuanced understanding of consumer preferences and trends. Research shows that ranged participant samples generate stronger findings and insights, as they reflect a greater variety of viewpoints and experiences (Babbie, 2010).
Moreover, this research focuses on the sportswear industry, which is rapidly evolving and becoming increasingly influential in both the global market and in Hong Kong. In this context, Lululemon has been identified as a key target company for which to provide recommendations in this study.

3.5 Sampling 
[bookmark: _Hlk193796282]Based on the most recent statistics published by the Hong Kong government in 2024, the total population was recorded at 7,534,200 at the year's end (HK Census and Statistics Department, 2024). Given the limitations of time and resources, conducting comprehensive data collection from the entire population is not feasible. Consequently, this study has chosen to utilize sampling techniques to efficiently decrease the sample size while still deriving meaningful insights (Taherdoost, 2016). Sampling methods are generally divided into two primary categories: probability sampling and non-probability sampling.

3.5.1 Types of Sampling Techniques
Probability sampling involves techniques where everyone in the population has a known and equal chance of selection. Often termed random sampling, it requires more effort but yields more accurate results. The four main types are: Simple Random Sampling, where each member has an equal chance; Systematic Sampling, which selects members at regular intervals; Stratified Sampling, where the population is divided into strata, and random samples are drawn proportionally; and Cluster Sampling, which selects entire groups. A key advantage is producing representative samples, allowing researchers to generalize findings (Sharma, 2017).
In contrast, non-probability sampling relies on the researcher’s judgment for participant selection and includes various techniques. The four main types are: Quota Sampling, which ensures the sample reflects specific population characteristics; Purposive Sampling, where participants are chosen based on criteria; Self-Selection Sampling, allowing individuals to volunteer, which may introduce bias; and Snowball Sampling, where existing subjects recruit new participants, useful for hard-to-reach populations. While easier to implement, these methods may introduce bias and limit generalizability. A key advantage is their flexibility, enabling researchers to adapt methods to specific needs (Sharma, 2017).
This study utilizes non-probability sampling due to challenges with random sampling methods, such as street-intercept surveys and telephone surveys in Hong Kong (Block and Erskine, 2012). Although this approach provides an effective data collection strategy, it presents a challenge: the potential for selection bias, which may restrict the generalizability of findings (Jawale and Baba, 2012).

3.5.2 Sample Size
Determining an appropriate sample size is crucial for the validity of this study. To calculate the required sample size, Cochran’s formula was employed, utilizing an alpha level of 0.05, which corresponds to a 5% risk of exceeding the acceptable margin of error (Cochran, 1977). The acceptable margin of error is fixed at 0.05, and the estimated proportion is assumed to be 0.5, resulting in a maximum variance of 0.25.
The formula for calculating the required sample size (n₀) is expressed as 
​ n₀ = (t² * p * q) / (d²), where ​ n₀ represents the required sample size, 𝑡 is the critical value for the selected alpha level (1.96 for a 95% confidence level), 𝑝 is the estimated proportion, 𝑞 is its complement, and 𝑑 is the acceptable margin of error (Van Voorhis & Morgan, 2007). Substituting the values into the formula yields n₀ = (1.96² *0.5 * 0.5) / (0.05²), resulting in a required sample size of 385.
Given the total population was recorded at 7,534,200 at the year's end (HK Census and Statistics Department, 2024), this sample size is deemed sufficient for achieving statistical significance and representativeness in the research objectives. Therefore, a sample size of 385 will be utilized for the return survey, ensuring the reliability of the study's findings without necessitating further adjustments (Cochran, 1977; Van Voorhis & Morgan, 2007).



3.5.3 Sampling Method
This study employs snowball sampling as its non-probability sampling technique because it effectively utilizes existing participants' social networks to recruit subsequent subjects (Etikan & Bala, 2017). This approach is particularly beneficial in research contexts where target populations are challenging to access, such as consumers within the sportswear market in Hong Kong.
The selection of snowball sampling is justified by several key advantages. First, it offers cost and time efficiency, allowing researchers to reach participants more quickly and economically. Second, it facilitates access to integrated communities that might otherwise be difficult to engage. Third, it ensures representation from diverse subgroups, which is crucial for capturing a comprehensive view of the target population. Additionally, snowball sampling effectively identifies participants with sensitive characteristics, thereby enhancing the depth of the data collected. Finally, this approach fosters trust and cultural competence, increasing participants' willingness to engage with researchers (Sadler et al., 2010).
3.6 Data Analysis
This section outlines the data analysis techniques used to evaluate the relationships between consumer co-creation, consumer perceived value, fashion involvement, and consumer satisfaction. The analysis employs several statistical methods, including descriptive statistics, reliability analysis, correlation analysis, and regression analysis. These methods provide a comprehensive understanding of the data and facilitate the evaluation of the research hypotheses. All statistical analyses are conducted using SPSS to ensure accuracy and yield significant insights into consumer satisfaction components.

3.6.1 Descriptive Statistics 
Descriptive statistics are vital for summarizing and analysing a dataset, providing an overview of participant demographics and key variables. 
According to Kaur et al. (2018), central tendency measures include the mean, median, and mode. The mean is the average, calculated by summing data points and dividing by the number of observations. The median is the middle value, while the mode is the most frequent value. Measures of dispersion are vital for understanding variability. The standard deviation shows how much data points deviate from the mean, with 0 indicating no variability and higher values suggesting greater spread. The range, the difference between the highest and lowest values, offers a simple measure of variability. In this analysis, descriptive statistics are applied for each demographic group, focusing on gender, age, education level, and monthly income. Additionally, the mean and standard deviation for each survey questions are examined.
In addition, crosstabulation analysis is a useful tool for examining the relationship between two categorical variables (Pontius and Cheuk, 2006). It summarizes data in a matrix format, allowing researchers to observe how different groups interact with each other. This method helps identify patterns and trends within the data, enhancing the overall understanding of participant characteristics and their relationships. In this study, crosstab analysis is conducted in two rounds. The first round examines consumer satisfaction across four demographics. The second round focuses on using gender to explore the relationship between the independent variables.

3.6.2 Reliability Analysis
Reliability analysis evaluates the stability and consistency of a measurement instrument, which is crucial for ensuring the validity of research findings. Creswell (2010) emphasizes that Cronbach's Alpha is a key statistic used to assess the internal consistency of an instrument.  
Kline (2000) provides a framework to evaluate Cronbach's Alpha values in relation to reliability levels. A Cronbach's Alpha value ranging from 0.6 to 0.7 is considered acceptable. Values below 0.6 indicate moderate reliability, while those below 0.5 are considered unacceptable, necessitating significant revisions before the instrument can be used effectively. Pallant (2001) supports this classification, asserting that Cronbach’s Alpha value > 0.6 is considered high reliability and acceptable, while values below this threshold indicate insufficient reliability.  Table 3.2 illustrates the summary of reliability value that will be applied for this study.
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3.6.3 Correlation Analysis
Correlation analysis examines the strength and direction of relationships among variables, it is vital for understanding their interdependence. The Pearson correlation coefficient (r) is the primary statistic used to gauge these relationships (Field 2018). 
Hinkle et al. (2003) and Mukaka (2012) provide a framework for interpreting correlation coefficients, categorizing them into ranges from "very high negative" to "very high positive" Table 3.3 illustrates these classifications, offering a guideline for researchers to evaluate the significance of their findings. This structured approach ensures that researchers can accurately interpret the degree of association between variables, facilitating a deeper understanding of the underlying dynamics in their studies.
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3.6.4 Regression Analysis
Regression analysis is a statistical technique for exploring the relationship between independent and dependent variables, revealing how changes in predictors affect outcomes. According to Field (2017), it allows researchers to quantify both the strength and direction of these relationships. A key aspect of evaluating the effectiveness of a regression model is the R-squared value (denoted as R2). Levine et al., (2004) explains that R2 ranges from 0 to 1, indicating the proportion of variance in the dependent variable that can be explained by the independent variables. Table 3.4 summarizes the interpretation of different R2 values.
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The fundamental equation for a simple linear regression model is expressed as: 
Yi​ = β0​ + β1​Xi​ +ei​.  In this equation, Yi represents the predicted outcome, β0​ is the constant term (intercept), β1 denotes the slope of the regression line, ​Xi refers to the independent variable, and ei​ is the error term (Tranmer et al. 2008). 
3.7 Questionnaire Design and Pilot Test
This section outlines the approach to designing the questionnaire for this study, aimed at evaluating both quantitative and qualitative aspects. Structured questions ensure reliability for statistical analysis, while feedback from a focus group enhances clarity and relevance. The final questionnaire integrates insights into both methods, creating a comprehensive data collection instrument. Both the pilot test and final questionnaires are bilingual, presented in English and traditional Chinese, ensuring accessibility for a diverse participant group, with analysis conducted in English in the following sections.
3.7.1 Initial Draft of Questionnaire 
The questionnaire is designed to evaluate key variables relevant to the research aims. Each variable includes inquiries aimed at gathering relevant data. The questionnaire utilizes a 5-point Likert scale to assess participants' perceptions and experiences (Joshi et al., 2015). This design allows for comprehensive analysis of the collected data. Table 3.5 summarizes the initial draft of the questionnaire design, while Appendix 3 provides the full version of the pilot test questionnaire.
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3.7.2 Pilot Test for Reliability Analysis
Based on this initial draft of questionnaire, a pilot test conducts to assess reliability using quantitative methods (Creswell and Piano Clark, 2017).
40 individuals participate in the pilot test to assess the reliability of the initial questionnaire. Refer to Appendix 3 for the questionnaire form. Table 3.6 presents the summary of Cronbach’s alpha for the pilot test, which comprised 42 questions and yielded a Cronbach's alpha of 0.939, indicating excellent reliability. Additionally, all variables exceed 0.60 as acceptable reliability according to Pallant (2001). 
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3.7.3 Focus Group for Feedback on Initial Draft Questionnaire
Additionally, focus group discussion is held to gather qualitative feedback, allowing for further refinement of the questionnaire (Krueger and Mary Anne Casey, 2015). This approach enhances the clarity and effectiveness of the survey. During the pilot test, a focus group with 6 participants is conducted at Ho Man Tin on January 13th, 2025 (see Appendix 4), to assess their comprehension of the questions, identify issues about phrasing, and clarify any ambiguities in the instrument (Breen, 2006). The insights gathered from this discussion are crucial for refining the questionnaire, ensuring it accurately reflects the intended concepts. Ultimately, these modifications lead to the creation of a final questionnaire that is clear and relevant to the target demographic. 






3.7.4 Final Questionnaire
Table 3.7 presents a comparison between the initial and edited questions.  Following the pilot test and feedback from the focus group, 11 questions are removed due to redundancy and lack of clarity. The final questionnaire consists 34 structured questions, primarily utilizing 5-point Likert scale, to assess key variables that influence consumer satisfaction in HK Sportswear purchase. The modifications enhance the clarity and relevance of the questions, accurately reflecting participants' perspectives. The edited questions demonstrates excellent reliability, with Cronbach’s alpha of 0.929 and all variables exceed the acceptable reliability threshold of 0.60 according to Pallant (2001), as shown in Table 3.8. To ensure sufficient responses for statistical analysis, data will be collected from a sample of 385 participants through snowball sampling. Data collection will occur online via Google Surveys, providing accessibility and extensive reach. See Appendix 5 for the final questionnaire form. 
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3.8 Research Ethics
This study will comply with ethical research instructions, ensuring that informed consent is obtained from all participants. The privacy and confidentiality of their responses are strictly maintained. Additionally, all data is securely stored and used exclusively for academic purposes.


4 Research Results and Data Analysis
Following the completion of the large-scale questionnaire data collection, this chapter aims to conduct a comprehensive analysis of the gathered data. The raw data are imported into IBM SPSS, allowing for their transformation into graphical representations and tables. This approach facilitates a more intuitive understanding and analysis of the sample characteristics. The questionnaire is distributed via Google Forms from January 14, 2025, at 11:46, to February 15, 2025, at 16:51, employing a snowball sampling method and result with total 385 responses.

4.1 Overview of demographic characteristics of the respondents 
Using quantitative analysis to understand the background of the respondents is essential for analyzing consumer characteristics. Participants are requested to provide information regarding their gender, age, educational level, and income. Table 4.1 presents a comprehensive descriptive overview of the demographic characteristics of the respondents.
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4.2 Descriptive Statistics
Descriptive statistics provide a foundational overview of the sample characteristics and enhance comprehension of the data collected. This analysis includes measures of central tendency, such as the mean and media, as well as measures of dispersion, such as standard deviation and range.  This section focuses on the analysis of the quantitative data generated from the questionnaire.

4.2.1 Gender Distribution
Figure 4.1 provides the gender distribution of respondents, which is critical for understanding the demographic characteristics of the study. According to the HK Census and Statistics Department (2024), the population distribution is approximately 54.50% female and 44.50% male.
In contrast, the study includes 198 female respondents (51.43%) and 187 male respondents (48.57%), indicating a slightly higher proportion of male participants relative to the broader population as shown in Table 4.2. Although the male proportion exceeds that of females by 4.08%, this distribution is considered acceptable for the study, as the reliability of the findings can be improved by diversified gender representation (Heidari et al., 2016).
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4.2.2 Age Distribution
Figure 4.2 presents the age group distribution of respondents while Table 4.3 compares this distribution with data from the Hong Kong Census.
The analysis reveals that individuals aged 25-54 are adequately represented in the study, particularly in the 25-34 (20.26%) and 35-44 (33.51%) age groups, both of which exceed their respective population percentages in Hong Kong (12.00% and 15.50%) according to the HK Census and Statistics Department (2024). Additionally, the 45-54 age group (30.39%) shows significant representation compared to the population figure (15.30%). This discrepancy in respondent demographics may result from the use of snowball sampling, which can result in the overrepresentation of specific age groups. 
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4.1.2.3 

4.2.3 Education Level
The analysis of Figure 4.3 highlights that a significant majority of respondents possess higher education, with 35.5% holding a Bachelor’s degree and 15.5% having a Master's degree or above, totaling 51% with higher education. This indicates that a substantial segment of the studied population is educated, suggesting that marketing strategies should incorporate comprehensive information and sophisticated messaging to engage with this demographic. 
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[bookmark: _Hlk195980173]4.2.4 Personal Monthly Salary Income
The analysis of monthly personal income indicates that approximately 20.52% of respondents earn within the HK$20,000 to HK$29,999 range, while 58.18% earn HK$30,000 and above as shown in Figure 4.4. When compared to the latest median monthly wage in Hong Kong, which is HK$20,500 in 2024 ((HK Census and Statistics  Department, 2024), it is evident that a considerable proportion of respondents earn at or above this level, indicating a significant level of purchasing power. 
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4.2.5 Overview of Mean Values and Standard Deviations for Variables
Table 4.4 illustrates an overview of the mean values and standard deviations across all variables relevant to the study. The data reflects responses from 385 participants, providing valuable insights into consumer attitudes and behaviors. In the context of consumer co-creation, the analysis highlights significant variations in engagement levels, with the highest mean score for personal interactions CCC12 at 4.37. In consumer perceived value, the highest mean score is 3.73 for CPV3. Under Fashion Involvement, the highest mean score is 3.95 for question FI2.
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4.2.6 Concluding Summary 
This section provides a fundamental overview of the sample characteristics, so enhancing the comprehension of the data collected through descriptive statistics. The gender distribution indicates a slight male majority, and the age analysis shows a significant presence among young to middle-aged adults, especially within the 25-54 age group. A significant majority have higher education qualifications. Lastly, the analysis of mean values indicates high engagement in personal interactions within consumer co-creation, while highlighting areas for improvement in information sharing. Overall, these insights are critical for shaping effective consumer engagement strategies.


4.3 Cross-tabulation Analysis
Cross-tabulation analysis enriches descriptive statistics by exploring the relationships among variables within the dataset. This method allows for the identification of patterns that may not be discernible through univariate analysis (Cooksey, 2020). In this style, average consumer satisfaction is calculated across different demographics, providing a basis for subsequent cross-tabulation. This approach enables comparisons of satisfaction levels by gender and other demographic variables, ultimately assessing their independence. The analysis focuses on consumer satisfaction across various demographics to establish a foundational understanding of consumer experiences.
4.3.1 Consumer Satisfaction across demographics
Table 4.5 and Figure 4.5 provide an overview of consumer satisfaction (CS) by gender, revealing notable difference between male and female respondents. A higher percentage of males’ report satisfaction, with a combined total of 58.8% (90 agree and 20 strongly agree) compared to only 48.0% of females (84 agree and 11 strongly agree). The higher percentage of males indicating satisfaction highlights a significant different in perceptions. Conversely, dissatisfaction is more pronounced among females, with a total of 5.6% (11 females) express disagree, only 3.8% (7 males) express disagree and strong disagree. 
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Table 4.6 and Figure 4.6 provide an overview of average customer satisfaction by age group. The analysis of average customer satisfaction among the age groups 25-34, 35-44, and 45-54 is particularly significant, as these groups comprise 84.16% of total respondents. The 25-34 age group exhibits notable dissatisfaction, with 6.4% expressing disagreement, indicating a need for targeted engagement strategies. In the 35-44 group, 42.6% reported satisfaction, but 45.0% expressed neutral feelings, suggesting a lack of strong brand loyalty. The 45-54 age group shows higher satisfaction at 48.7%, yet some dissatisfaction (4.3%) remains. Focusing on these age groups is crucial, given their substantial impact on market trends and consumer behavior.
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The analysis of average customer satisfaction among respondents earning HK$20,000 and above reveals key trends. In the HK$20,000 - HK$29,999 group, 49.4% reported satisfaction, while 41.8% were neutral. The HK$30,000 - HK$39,999 group showed 47.0% satisfaction and 42.2% neutrality. Notably, the HK$40,000 - HK$49,999 group had the highest dissatisfaction at 9.1%, despite 59.1% expressing satisfaction. In contrast, the HK$50,000+ group indicated strong satisfaction, with 35.1% agree and 11.3% strongly agree. This suggests a positive correlation between higher income and customer satisfaction, underscoring the importance of addressing concerns in the HK$40,000 - HK$49,999 group to improve overall engagement.  Table 4.7 and Figure 4.7 illustrate an overview of average customer satisfaction by monthly personal income group. 
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The analysis of customer satisfaction by educational level shows notable trends, as shown in Table 4.8 and Figure 4.8. Among those with secondary education or below, 42.2% indicated satisfaction, while 47.8% remained neutral. In contrast, the Certificate/Diploma group shows more satisfaction at 50.0%. In addition, 13.3% of Master's degree holders expressed dissatisfaction. This indicates that while overall satisfaction is positive, it must continue to address the concerns of more educated responders to enhance customer engagement.
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 		The analysis highlights notable gender trends in consumer satisfaction, with 58.8% of male respondents indicating satisfaction compared to only 48.0% of females. Among the four demographic factors analyzed, gender differences stand out as particularly impactful. The following sections focus on gender to provide valuable insights into other variables.


4.3.2 Gender insights on variables 
[bookmark: _Hlk193969920]Based on the analysis of Consumer Satisfaction, this section presents insights into variables segmented by gender. This analysis underscores the potential for a deeper understanding of gender dynamics within consumer behavior. 

4.3.2.1 Consumer Cocreation by Gender 
The crosstabulation of consumer cocreation (CCC) by gender reveals notable differences, see Table 4.9 and Figure 4.9. Among female respondents, 32.3% expressed agreement with their cocreation experience, while 59.1% remained neutral. In contrast, 43.3% of male respondents reported agreement, with 46.0% neutral. Among those who disagree, 75% were male (9 out of 12), indicating a substantial level of dissatisfaction among male respondents. For strongly agree, only 44% of males expressed strong agreement with their cocreation experience, which is markedly lower than female.
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4.3.2.2 Consumer Perceived Value by Gender 
Table 4.10 and Figure 4.10 illustrate the crosstabulation of average consumer perceived value (CPV) by gender. The overall dissatisfaction is minimal and balance, with 7.1% of females and 7.5% of males indicating dissatisfaction. A significant portion remains neutral, particularly females (42.4%) and males (37.4%), indicating an opportunity to convert these neutral views into positive endorsements. Agreement levels are favorable, with 41.4% of females and 39.6% of males expressing agreement. However, males show a stronger positive sentiment, with 15.5% strongly agreeing compared to 9.6% of females.
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4.3.2.3 Fashion Involvement by Gender 
A small percentage of respondents expressed disagreement with fashion involvement, with overall disagreement at 6.5%. A significant portion of males 29.9% reported a neutral stance compared to 24.7% of females.  In terms of agreement, only 45.5% of males agreed compared to 49.0% of females. Similarly, while 18.7% of males for strongly agree, versus 19.2% of females as shown in Table 4.11 and Figure 4.11.
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4.3.3 Variable Influences on Consumer Satisfaction
This section explores the relationships between various factors and consumer satisfaction through crosstab analysis. By examining how different variables interact with consumer satisfaction, key drivers that influence overall customer experience can be identified. 

4.3.3.1 Impact of Consumer Cocreation on Consumer Satisfaction 
		          As shown in figure 4.12, there is a positive correlation between Consumer Co-Creation (CCC) and Consumer Satisfaction (CS), with a coefficient B = 0.44.  This suggests that as consumer cocreation increases, consumer satisfaction also tends to rise. This finding aligns with previous research, which highlights that engaging consumer in co-creation enhances their satisfaction (Prahalad & Ramaswamy, 2004; Tueanrat et al. 2021).
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4.3.3.2 Impact of Consumer Perceived Value on Consumer Satisfaction 
		Figure 4.13 presents in the crosstabulation illustrates a positive relationship between Consumer Perceived Value (CPV) and Consumer Satisfaction (CS), with a coefficient B = 0.46. This indicates that elevated perceived value correlates with enhanced consumer satisfaction. Notably, a considerable number of respondents who rated their CPV positively also indicated higher satisfaction levels, highlighting the importance of perceived value in enhancing customer experiences. These results align with existing literature that emphasizes the role of perceived value as a key factor influencing consumer satisfaction (Kuo, Wu and Deng, 2009; Uzir et al., 2020).
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4.3.3.3 Impact of Fashion Involvement on Consumer Satisfaction 
The results from the crosstabulation as shown in Figure 4.14 illustrate a moderate relationship between Fashion Involvement (FI) and Consumer Satisfaction (CS), evidence by a coefficient B = 0.25. Respondents who express favorable views on fashion involvement also report elevated levels of satisfaction, these outcomes align with previous research that highlights the impact of fashion involvement on enhancing consumer satisfaction (Hong and Rucker, 1995; McNeill & Moore, 2015). 
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4.4 Reliability Analysis 
Reliability analysis is essential for assessing the dependability of measurement tools, ensuring that the results obtained are constant and precise throughout time. Cronbach's Alpha is a commonly utilized metric for assessing reliability, measuring the internal consistency of a collection of items within a scale, with values ranging from 0 to 1, where a value of 1 indicates the highest level of reliability. Different definitions exist for acceptable values of Cronbach's Alpha. This study will adhere to the framework established by Pallant (2001), who notes that Cronbach’s Alpha value > 0.6 reflects acceptable reliability and is suitable for research applications as Figure 4.15. 
[image: ]

4.4.1 Overall Reliability of the Final Questionnaire
The overall reliability of the final survey is evaluated by using Cronbach's Alpha. The analysis yielded a Cronbach's Alpha value of 0.926, based on 34 questions. This value indicates an excellent reliability level, significantly exceeding the acceptable threshold of 0.6 as indicated by Pallant (2001).






4.4.2 [bookmark: _Hlk194137153]Reliability Analysis of Individual Variables
Table 4.12 summarizes the reliability results for variables measured in the questionnaire. Among these variables, Consumer Co-creation exhibits the highest reliability with an alpha of 0.916 as excellent.  Consumer Perceived Value has Cronbach's Alpha of 0.806 and Fashion Involvement has Cronbach's Alpha of 0.744, both result with above 0.70 which classified as good level of internal consistency, while Customer Satisfaction has a lower alpha of 0.685, placing it in the acceptable range.
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4.5 [bookmark: _Hlk194230421]Correlation Analysis 
Correlation analysis is an essential statistical method utilized to examine the relationships among the variables in this study. Figure 4.16 shows the interpretation of correlation coefficient (r) values ranges from -1 to 1. These values indicate the strength and direction of linear relationships between variable combinations, thereby giving substantial insight into their interdependencies (Hinkle et al. 2003 and Mukaka 2012). 
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4.5.1 Correlation Analysis among variables
Before conducting the correlation analysis, this study formulates hypotheses on the relationships among the factor variables, as presents in Table 4.13.
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By using the average value of each variable, the results obtained from the correlation analysis as shown in table 4.14 is interpreted according to the framework established by Hinkle et al. (2003) and Mukaka (2012).
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Hypothesis 1: There is a significant relationship between consumer cocreation (CCC) and consumer satisfaction (CS).  The result indicates a significant positive correlation coefficient of r = .503 (p < 0.001) between CCC and CS. The finding demonstrates a moderate positive correlation between CCC and CS.
Hypothesis 2: There is a significant relationship between consumer perceived value (CPV) and consumer satisfaction (CS).  The analysis reveals a significant positive correlation coefficient of r = .606 (p < 0.001) between CPV and CS. This result indicates a moderate positive correlation between CPV and CS.
Hypothesis 3: There is a significant relationship between fashion involvement (FI) and consumer satisfaction (CS).  The results show a significant positive correlation coefficient of r = .370 (p < 0.001) between FI and CS. The relationship is weaker compared to the previous hypotheses.






4.6 [bookmark: _Hlk194250342]Regression Analysis 
Regression analysis is a reliable statistical method for examining the relationship between independent and dependent variables. The results reveal the significance and strength of these relationships (Sykes, 1993). Regression analysis results are shown in Model Summary, ANOVA, Coefficients, and Collinearity Diagnostics.

4.6.1 Model Summary
The model summary highlights the relationship between the independent dependence variable through the correlation coefficient (R) and the coefficient of determination (R²). R indicates the strength and direction of the linear relationship between the actual and predicted values as evaluated by Hinkle et al. (2003) and Mukaka (2012). R² measures the variance in the dependent variable explained by the independent variables. An R² value between 0 and 1 indicates that the hypothesis explains some variability, with a value close to 1 suggesting it accounts for nearly all the variance (Levine et al. 2004). 

4.6.2 ANOVA Table
The ANOVA table includes the F-statistics, A significant F-value (p < 0.05) suggests that at least one independent variable makes a substantial contribution to explaining the variability in the dependent variable (Sureiman and Mangera, 2020).

4.6.3 Coefficients Table
The coefficients table presents the regression coefficients (β) for each independent variable, reflecting the estimated change in the dependent variable for a one-unit change in the corresponding independent variable, while holding other variables constant. The significance level (Sig.) related to each coefficient highlights the statistical relevance of these predictors. A p-value below 0.05 generally indicates that the predictor variable significantly influences the dependent variable (Nimon and Oswald, 2013). Under collinearity statistics, key metrics include the Variance Inflation Factor (VIF). VIF values exceeding 10 indicate multicollinearity.  However, in weaker models like logistic regression, values above 2.5 may raise concerns (Senaviratna and Cooray, 2019) 

4.6.4 Regression Result and Analysis 
Table 4.15 and Figure 4.17 present the results of the regression analysis examining the impact of CCC, CPV and FI on dependent variable on CS, by using average value.
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[image: ]	The R value of 0.652 indicates a moderate positive correlation between CCC, CPV, FI, and CS. The R-squared value of 0.426 suggests that approximately 42.6% of CS is explained by CCC, CPV, and FI in the model. The adjusted R-squared of 0.421 indicates a reliable fit for the data. ANOVA results show that the overall model is statistically significant, with an F-value of 94.091 and a p-value of 0.001 (p < 0.005). This suggests that at least one of CCC, CPV, or FI significantly contributes to the variance in CS, confirming the model's validity. The coefficients show a positive relationship between CCC, CPV, FI, and CS. Additionally, the significance values are below 0.05, reinforcing the reliability of these relationships. The VIF values for each predictor are below 5, indicating no multicollinearity issues. This supports the conclusion that a linear regression model is appropriate for this analysis.
Table 4.16 and Figure 4.16 present the results of the regression analysis examining the impact of average CCC, CPV and FI on each average CS questions, CS1, CS2 and CS3.
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CS1: "The function of the product meets my expectations."
R value of 0.542, indicating a moderate correlation, with an R-squared of 0.294, meaning approximately 29.4% of the variance in CS1 is explained by the average of CCC, CPV and FI. With F = 52.877, p < 0.001, confirming that at least one of the predictors significantly contributes to CS1. The coefficients indicate CCC, CPV and FI positively influence CS1, with sig. below 0.05. CPV (Beta = 0.331) is the strongest contributor, significantly affecting CS. CCC (Beta = 0.228) also plays a significant role. In contrast, FI (Beta = 0.1) has a positive but weaker impact on CS.
CS2: "I am satisfied with my decision to purchase the product."
R value of 0.582, indicating a moderate correlation, with an R-squared of 0.339, meaning approximately 33.9% of the variance in CS1 is explained by the average of CCC, CPV and FI. With F = 65.147, p < 0.001, confirming that at least one of the predictors significantly contributes to CS1. The coefficients indicate CCC, CPV and FI positively influence CS2, with sig. below 0.05. Both CCC (Beta = 0.285) and CPV (Beta = 0.302) are impactful predictors. In contrast, FI (Beta = 0.129) shows a positive relationship but is less influential compared to CCC and CPV.
CS3: "The sportswear is my preferred choice for clothing.”
R value of 0.477, indicating a moderate correlation, with an R-squared of 0.228, meaning approximately 22.8% of the variance in CS1 is explained by the average of CCC, CPV and FI. With F = 37.483, p < 0.001, confirming that at least one of the predictors significantly contributes to CS1. The coefficients indicate CCC, CPV and FI positively influence CS3, but only average CPV is significant (p < 0.001). CPV (Beta = 0.419) is the strongest predictor while CCC (Beta = 0.081) has a less significant impact. In contrast, FI (Beta = 0.027) shows minimal influence.
All VIF value are below 5, indicating no multicollinearity issues. This supports the conclusion that a linear regression model is appropriate for this analysis.





4.7 Verification of Research Hypotheses
According to the analysis in the preceding sections, confirms the validity of all proposed hypotheses concerning the relationships among CCC, CPV, FI, and CS. The results of the correlation analysis indicate that the Pearson correlation coefficients exhibit positive relationships among these variables. Regression analysis, which includes the examination of R² values, F-values, and β values, confirm that these relationships are statistically significant. Furthermore, the coefficients suggest that there are no issues with multicollinearity. 
In conclusion, the findings underscore that both consumer cocreation and perceived value serve as critical drivers of customer satisfaction, while fashion involvement contributes to satisfaction to a lesser extent as shown in Figure 4.19.
[image: ]



5 Conclusion and Recommendations
This chapter presents the research findings and outlines actionable recommendations for Lululemon Athletica Inc., based on insights gathered from the analysis of consumer satisfaction within the Hong Kong sportswear market. It underscores the key findings from Chapter 4, identifying strategic opportunities to strengthen brand loyalty and enhance market presence. Additionally, the limitations of the study are discussed, along with proposed directions for future research aimed at deepening the understanding of consumer behavior in the evolving sportswear industry.

5.1 Research Conclusion
This research employed SPSS to conduct a comprehensive statistical analysis, encompassing descriptive statistics, reliability analysis, correlation analysis, and regression analysis. The results obtained from these analyses provide valuable insights into consumer satisfaction and the relationships among consumer co-creation, consumer perceived value, and fashion involvement within the Hong Kong sportswear market, Table 5.1 summarize the result.
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5.1.1 Consumer Co-creation and Consumer Satisfaction 
The analysis reveals a significant positive relationship, indicating that active consumer participation in the brand experience increases loyalty. Existing literature supports this, showing that consumer engagement positively influences consumer behaviors, enhancing perceived benefits and satisfaction with service relationships, which fosters value co-creation (Yen et al, 2020). Furthermore, Ling (2022) indicates the relationship between consumer satisfaction and consumer co-creation behaviors, underscoring engagement as a critical antecedent. This study also demonstrates the engagement between innovativeness and co-creation. Consequently, implementing engagement strategies that foster co-creation can significantly strengthen consumer satisfaction and brand loyalty.

5.1.2 Consumer Perceived Value and Consumer Satisfaction 
This study highlights the critical role of perceived value in consumer satisfaction. Research shows that while product quality is important, perceived value often has a stronger impact. For instance, consumers in the chemical market tend to prefer lower-cost products as long as their quality meets industry standards (Samudro et al., 2020). This indicates that perceived value can be a more significant determinant of satisfaction than perceived quality. Further studies demonstrate that both consumer satisfaction and loyalty are positively influenced by perceived value and service experiences. Research conducted that consumers who perceive higher service value report greater satisfaction and loyalty (Paulose and Shakeel, 2021). 

5.1.3 Fashion Involvement and Consumer Satisfaction 
Alanadoly and Salem (2022) assert that fashion involvement serves as a critical sociopsychological factor that significantly influences consumer perceptions and behaviors. Their framework posits that increased engagement in fashion involvement not only enhances consumer engagement but also contributes to improved overall satisfaction with the shopping experience.  Their findings reveal a positive correlation between higher levels of involvement and perceived quality as well as satisfaction. Consumers who actively engage with brands, particularly those who find the content relevant and stimulating, exhibit a stronger commitment to their purchasing decisions. This enhanced involvement results in greater satisfaction with both the products and the overall shopping experience. Furthermore, Samala and Katkam (2020) propose that product variety acts as an objective stimulus that complements fashion involvement. A wide range of products enables consumers to feel more satisfied, as it provides more options to meet their individual preferences. The interaction between fashion involvement and perceived quality indicates that engaged consumers are more likely to express satisfaction and loyalty toward brands.






5.2 Research Recommendations
This section utilizes the descriptive analysis of mean results to provide targeted recommendations for Lululemon, focusing on Consumer Co-Creation, Consumer Perceived Value, and Fashion Involvement. By examining the strengths and weaknesses identified in the analysis, strategies outlines to enhance consumer engagement and satisfaction. 

5.2.1 Recommendations on Consumer Co-creation
The mean analysis results suggest that Lululemon should leverage the strengths identified in personal interactions, which received the highest scores.  Cultivating a positive social environment between consumers and sellers significantly enhances engagement. Lululemon could prioritize community-building initiatives that encourage connections between consumers and sellers. These initiatives might include local fitness classes, wellness workshops, or social gatherings aimed at facilitating the sharing of experiences and relationship-building. By creating a sense of community through these activities, Lululemon can enhance consumer loyalty and engagement, increasing the likelihood that consumers will return and promote the brand (Boatwright and Freberg, 2023).
In addition to these community-building efforts, developing collaborative platforms where customers can interact and share their fitness journeys can further strengthen community bonds (Leipämaa-Leskinen et al., 2022). Establishing an online forum or a social media group dedicated to Lululemon's products and lifestyles would provide a space for consumers to exchange tips, share success stories, and provide mutual support. This approach can position Lululemon as a facilitator of a supportive community, thereby enhancing its brand identity. Furthermore, organizing fit and wear testing events is essential for involving consumers directly in the product development process. These events allow consumers to try new products and give immediate feedback on aspects such as comfort, design, and functionality. By actively engaging consumers in this manner, Lululemon can obtain valuable insights that drive innovation and ensure that its offerings meet consumer expectations (Mandolfo et al., 2020).
 The analysis also reveals the lowest scores in information sharing, highlighting areas for improvement. Enhancing communication tools that facilitate the exchange of preferences and inquiries is essential. Developing user-friendly templates and comprehensive FAQs can guide consumer-seller interactions. Furthermore, specialized training for sellers on effective engagement strategies can enhance the quality of information shared, empowering consumers to express their needs. Implementing streamlined feedback channels will also enable consumers to voice their concerns more effectively (Wang et al., 2016).
Moreover, there are significant gender differences in co-creation experiences. To address lower engagement levels among male consumers, Lululemon should consider targeted initiatives tailored to this demographic, such as workshops that emphasize collaboration and feedback. Understanding and improving the male consumer experience will foster a more inclusive co-creation environment. Furthermore, Lululemon should further leverage digital platforms, including social media and online communities, can encourage continuous consumer engagement. Establishing virtual spaces for feedback and suggestions will enhance accessibility and broaden participation. Finally, creating feedback loops through regular updates on how consumer input has influenced product modifications will strengthen the brand-consumer relationship (Ozuem and Willis, 2022). Transparency in the co-creation process fosters trust and loyalty, ultimately enriching the overall consumer experience.

5.2.2 Recommendations on Consumer Perceived Value
To enhance Consumer Perceived Value, Lululemon should focus on several key areas. A primum focus on quality and functionality is essential, ensuring that Lululemon continues to use high-quality materials and functional designs that meet the evolving needs of health-conscious consumers. Regular assessments of product performance and timely adjustments will ensure that offerings remain relevant and effective, ultimately enhancing perceived value (Samudro et al., 2020). 
In addition, the implementation of effective communication strategies are also crucial. Lululemon should articulate the unique value propositions of its products through marketing campaigns that highlight technical benefits, sustainability efforts, and lifestyle alignment (Chen et al., 2021). This approach will reinforce the perceived value of the brand and help consumers understand the distinct advantages of choosing Lululemon. Furthermore, the adoption of personalized marketing approaches can significantly improve consumer perceived value. By leveraging data analytics to gain insights into consumer preferences, Lululemon can tailor marketing messages to resonate with individual consumers. This personalization promotes a sense of value and understanding, leading to deeper connections with the brand (Chandra et al., 2022). 
Finally, the analysis indicates that the lowest mean score is associated with the statement "the sportswear products enhance my image and status." Furthermore, a considerable proportion of both male (39.6%) and female (41.4%) consumers exhibit neutrality regarding their perceived value. This situation presents a significant opportunity for Lululemon to transform these neutral perceptions into positive endorsements, especially among male consumers.  Targeted strategies that focus on the unique needs and interests of male customers can enhance their perceived value of Lululemon products. For instance, marketing campaigns that highlight performance-oriented features and styles tailored for men can resonate more effectively with this demographic. Targeted initiatives, such as exclusive product launches or events tailored for male audiences, can effectively leverage the existing favorable sentiments. In addition, Lululemon should implement a comprehensive brand ambassador program featuring relatable individuals who exemplify the lifestyle and values of the brand. This strategy has the potential to enhance the brand's image and status perception, promoting stronger connections with consumers.
By concentrating on these areas—quality, tailored communication, personalized marketing, and targeted initiatives for male consumers—Lululemon can strengthen its perceived value, ultimately leading to increased consumer satisfaction and long-term loyalty.

5.2.3 Recommendations on Fashion Involvement 
Lululemon should explore strategic recommendations that not only enhance its performance products while also capitalizing on recent insights indicate opportunities for expansion within the athleisure sector. First, maintaining trend responsiveness is essential. Lululemon must adapt to emerging fashion trends by regularly updating its collections to align with contemporary athleisure styles while upholding high performance standards (Prados et al., 2021). This flexibility will help the brand remain relevant to fashion-conscious consumers as the athleisure trend evolves. 
The analysis revealed that respondents placed the highest importance on the statement "dressing smartly is an important part of my life and activities." This suggests that Lululemon should promote the versatility and style of its products in marketing efforts, demonstrating how these items can be integrated into both active and everyday settings. By emphasizing the fashionable aspects of athleisure, Lululemon can attract consumers who value looking polished in various contexts. Conversely, the lowest score was associated with the statement "I think I'm a bit of a trendsetter." This indicates that many consumers may not see themselves as fashion leaders, presenting an opportunity for Lululemon to position itself as a facilitator of style exploration. Collaborations with fashion influencers and athletes can enhance brand visibility, showcasing how Lululemon apparel can elevate personal style and encourage consumers to embrace trendy options.
Furthermore, Lululemon could benefit from implementing educational initiatives, such as interactive events or digital content series that explore the intersection of fashion and fitness (Wahab et al., 2023). These efforts have the potential to deepen consumer engagement by demonstrating how Lululemon products can be styled for a variety of occasions. Emphasis on styling advice for male consumers may help address the observed neutrality within this demographic, as 29.9% indicated a lack of engagement. 
By concentrating on strategies such as trend responsiveness, promoting smart dressing, addressing perceptions of trendsetting, fostering collaborations with influencers, launching educational campaigns, and specifically targeting male consumers, Lululemon can significantly enhance fashion involvement. 

5.3 Research Limitations
This study primarily focuses on the Hong Kong market, which limits the generalizability of the findings to other regions with distinct cultural and economic contexts. While the sample size was adequate for statistical analysis, the use of non-probability sampling methods may introduce bias, potentially affecting the representation of consumer perspectives (Rahman et al., 2022). This limitation necessitates caution when interpreting the results and extrapolating them to broader populations.
Additionally, the fast-evolving nature of the sportswear industry highlights that consumer preferences can shift rapidly, highlights the need for ongoing evaluation of the findings to maintain their validity (Nguyen et al., 2021). Furthermore, an exclusive focus on Lululemon as a case study may overlook significant industry trends and competitive dynamics that shape consumer behavior across various sportswear brands (Jiang, 2024). 
Moreover, concentrating solely on the sportswear category presents its own limitations, as consumer behavior can vary significantly across different apparel segments. Such variations can influence purchasing decisions and brand loyalty in ways that are not captured by a singular focus on one product category. Lastly, constraints related to time and financial resources may have further limited the depth of the research conducted (Gray et al., 2020). These factors can restrict the comprehensiveness of the insights generated, impacting the overall conclusions drawn from the study.

5.4 Recommendations for Future Research 
Given the limitations identified in this study, future research should aim to broaden the scope and generalizability of findings concerning consumer behavior in the sportswear industry. Expanding the geographical focus beyond the Hong Kong market is important for comprehending how diverse cultural and economic situations affect consumer preferences. Conducting comparison analyses across several locations may provide deep understanding into global consumer behavior. Also, employing probability sampling strategies would help mitigate any biases associated with non-probability sampling methods, enhancing the diversity and the accuracy of the sample and leading to more dependable conclusions.
Due to the rapidly evolving trends in the sportswear market, it is crucial for research to continually assess changes in consumer preferences. Longitudinal research may yield significant insights into the evolution of these preferences over time, providing that the findings are relevant and actionable. 
While Lululemon serves as a case study, integrating assessments of multiple brands within the sportswear industry would provide a more thorough exploration of industry trends and competitive elements influencing consumer behavior. This comprehensive approach would enhance the comprehension of market dynamics (Lin and Chen, 2022). Besides, expanding the research framework to include wider apparel categories, such as fast fashion, formal wear, and high-end fashion labels, would yield a more thorough understanding of consumer behavior. This approach would help identify the best practices related to aspects like co-creation, consumer perceived value, and fashion involvement, informing strategic decision-making.
Finally, addressing constraints associated with time and financial resources through innovative research methodologies, such as mixed methods or online data gathering, could significantly enhance the scope and depth of future studies. 
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Appendix 2: Focus Group for Framework Research
[image: ]

[image: ]


Appendix 3: Questionnaire for Pilot Test 
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Section 1: 

This section contains 42 questions. Please answer as a consumer of sportswear (including your past purchasing experiences or intentions). 
For each question, please select a number from 1 to 5 to show your agreement:
第一部分：
此部分共有42條問題，請以運動服裝消費者的身份作答 (包括您過去的實際購物經驗或試圖購買的經驗)。
請按題目選擇1到5的數字以表示您的意見：
1 表示非常不同意 (Strongly Disagree), 5 表示非常同意 (Strongly Agree)

Definition of Sellers: This means anyone you buy products from, whether in stores or online. It includes any platform where you can share your feedback about your experience.
“賣家” 指為您提供產品的任何人，包括實體店及網上商店，並提供渠道讓您分享產品及服務的反饋。
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Appendix 4: Focus Group for gathering initial questionnaire feedback
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Appendix 5: Final Questionnaire
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Appendix 6: Research Proposal
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Section  3 :  Personal Information   1.   G ender        Male        Female     2.   Age        0 - 14      15 - 24      25 - 34      35 - 44      45 - 54      55+   3.   Education level      S econdary school or below       C ertificate / Diploma       B achelor ’ s degree       Master ’ s degree or above      4.   Monthly Personal income in HKD        HK$10,000   <        HK$10,000  -   HK$19,999      HK$20,000  -   HK$29,999      HK$30,000  -   HK$39,999      HK$40,000  -   HK$49,999      HK$50,000 and above     5. Please select your top three favourite sportswear brands and rank them in order of  preference, from 1>2>3      Adidas       New Balance       Nike       Puma       Lululemon       Under Armour       Other      -----------------------------------------------   end  -----------------------------------------------  
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Focus group discuss ion      This focus group  held   with  6   participants  in Ho Man Tin  on January 13 th ,  2025,   provid es   valuable qualitative feedback for refining the questionnaire. Participants  were invited to  complete the  initial questionnaire during pilot test, they shared feedback included  identified  phrasing issues, and clarified ambiguities, which are essential for ensuring the questionnaire  accurately reflects the intended concepts. These insights ultimately contribute to the creation  of a clear and relevant final questionnaire for the ta rget demographic.   Date: 1 3 th   January   2025   Time:  20 :00  -   22 :00   Venue:  Ho Man Tin        

Name Gender Answers Signature

1 Which questions do you find confusing or unclear? CCC8, CCC10, F15, CS1, CPV1

2 Are there any specific phrases that could be reworded 

for clarity?

sportswear

CS5 - is satisfied mean everything, 

include cost?

3 Do all the questions feel relevant to the topic, or are 

there any you consider unnecessary?

CS4, CS5 are unnecessary

4 Can you identify any questions that may have multiple 

interpretations?

CS4, F16

5 What key improvements would you recommend before 

finalizing the questionnaire?

The questionnaire with a lot of 

questions, too time consumpting

1 Which questions do you find confusing or unclear? F16, F15, F14

2 Are there any specific phrases that could be reworded 

for clarity?

is sportswear means cothes only?

3 Do all the questions feel relevant to the topic, or are 

there any you consider unnecessary?

CCC10, CCC11 are unnessary 

4 Can you identify any questions that may have multiple 

interpretations?

No idea

5 What key improvements would you recommend before 

finalizing the questionnaire?

Too many questions, and some 

questions are very similar.

1 Which questions do you find confusing or unclear? CCC5, CCC10. F16

2 Are there any specific phrases that could be reworded 

for clarity?

NIL

3 Do all the questions feel relevant to the topic, or are 

there any you consider unnecessary?

general good

4 Can you identify any questions that may have multiple 

interpretations?

CCC5 and CCC6

5 What key improvements would you recommend before 

finalizing the questionnaire?

42 questions is a lot

Jayden Male

Wang

Interviewees

Questions

Martin Male



Jackal Male
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Name Gender Answers

Signature

1 Which questions do you find confusing or unclear? CS4, F14, F16, CS1

2 Are there any specific phrases that could be reworded 

for clarity?

NIL

3 Do all the questions feel relevant to the topic, or are 

there any you consider unnecessary?

Correct information on CCC5

Sharing ideas CCC10

4 Can you identify any questions that may have multiple 

interpretations?

CCC19

5 What key improvements would you recommend before 

finalizing the questionnaire?

any chance to manage the questions 

within 30 max?

1 Which questions do you find confusing or unclear? CCC8, CCC10, F13

2 Are there any specific phrases that could be reworded 

for clarity?

Cocreation 

3 Do all the questions feel relevant to the topic, or are 

there any you consider unnecessary?

CCC22, CS5

4 Can you identify any questions that may have multiple 

interpretations?

CCC19, CCC9

5 What key improvements would you recommend before 

finalizing the questionnaire?

Take out the similar questions that can 

help interviewee to stay focus

1 Which questions do you find confusing or unclear? CCC13, CS1

2 Are there any specific phrases that could be reworded 

for clarity?

suggest to use products instead of 

sportwear

3 Do all the questions feel relevant to the topic, or are 

there any you consider unnecessary?

generally okay

4 Can you identify any questions that may have multiple 

interpretations?

F16, CPV1

5 What key improvements would you recommend before 

finalizing the questionnaire?

Reduce the number of questions

Carmen Female



Ching Male



Interviewees

Questions

Bonnie Female
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Consumer Preferences in the Hong Kong Sportswear Market Survey   消費者對香港運動服裝市場的 喜 好調查     Hello!  Thank you for participating in this survey !  I am a Master of Business Administration  student at UWTSD, UK.   As part of my dissertation, I'm researching customer preferences in  Hong Kong's sportswear  market .  The objective of this research is to enhance our understanding  of consumer satisfaction and provide actionable recommendations to the sportswear industry  in Hong Kong, enabling brands to meet the needs and expectations of their consumers.   您好 !  感謝您參加本次問卷調查。   本人現正修讀英國   UWTSD 工商管理碩士課程   ,  我正 準備 一 份 關於消費者對香港運動服裝市場的偏好研究的畢業論文。本研究的目的是 加 強了解 消費者 對 香港運動服裝行業 的 滿意度，並向行業提供可行的建議，以 助 品牌 更 符 合 消費者的需求和期望。     This questionnaire consists of two sections and will take approximately 5 - 10 minutes to  complete.     Please select   the correct answer in each question.   本問卷由二個部分組成，所需時間為 5 - 10 分鐘   。     請在每一題 ,   選出正確答案。     This survey is anonymous. Please note that all information collected will be kept confidential  and used solely for academic research. It will not be disclosed publicly or used for commercial  purposes. Additionally, all data will be destroyed  6 0  days after the academic  results are received  to ensure participant confidentiality. Thank you very much for your cooperation!   此問卷採取不記名的方式填寫。所有收集的資訊將被保密 及 僅用作學術研究。數據將 在收到學術結果後 6 0 天內刪除。 所有 資訊不會對外公開或用於商業用途。再次感謝您 的協助！          
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Section  1 :      This section contains 3 4   questions.  Please answer as   a consumer of sportswear   (including  your past purchasing experiences or intentions).     For each question, please select a number from 1 to 5 to show your agreement:   1 (Strongly Disagree), 5 (Strongly Agree)   第一部分：   此 部分 共有 3 4 條 問題， 請 以 運動服裝 消費者 的 身份 作答   ( 包括 您過去 的 實際 購 物 經驗 或 試 圖 購買的經驗 ) 。   請 按題目 選擇 1 到 5 的數字 以 表示您的 意見 ：   1  表示非常不同意   (Strongly Disagree), 5  表示非常同意   (Strongly Agree)       Definition of  Sellers :  This means anyone you buy products from, whether in stores or online.  It includes any platform where you can share your feedback about your experience.   “ 賣家 ”   指 為您 提供 產品的任何人， 包括 實體店 及網上 商店，並 提供渠道讓 您分享產品 及 服務的反饋。      
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1

Strongly 

Disagree

非常不同意

2

Disagree

不同意

3

Neture

中立

4

Agree

同意

5

Strongly

Agree

非常同意

Consumer Co-creation (

消費者共創

)

   Information Seeking (

尋求資訊

)

I always ask the seller for information about the product being offered.

我經常詢問賣家有關產品的資料。

I always search for information on where to get products.

我經常搜尋在哪裡可以找到產品。

I often review product videos and product catalogues before purchasing product.

我經常在購買產品前瀏覽有關的產品視頻和產品目錄。

    Information Sharing (

分享資訊

)

I often explain to the seller what I want from product.

我經常向賣家解釋我對產品的要求。

I always share my preferences to help create product that meets my expectations.

我經常分享我的喜好，以幫助製作符合我期望的產品。

I often answer all the seller’s questions about the quality of product.

我經常回答賣家所有關於產品的質量問題。

Responsible Behaviour (

負責任的做法

)

I took the necessary steps (shared information with the seller) to get the product that I wanted.

我使用必要的方法以獲得我想要的產品（向賣家分享資訊）。

I fulfilled responsibilities to the product when I co-created.

我履行有關共同創作產品之責任。

I often follow the seller's instructions regarding the technical use and maintaining of the product.

我經常跟從賣家提供的產品使用說明和保養資訊。

Personal interactions (

互動交流

)

I was friendly to the seller and other consumers.

我對賣家和其他消費者很友善。

I was polite to the sellers and other consumers.

我有禮對待賣家和其他消費者。

I didn’t act rudely to the sellers and other consumers.

我不會對賣家和其他消費者做出無禮的行為。

Feedback (

意見回饋

)

I let the seller know if I have any useful ideas to improve product quality.

如果我有任何改善產品質量的想法，我會告訴賣家。

I will comment on the product when I receive a good quality one.

當我收到質量好的產品時，我會評論該產品。

I notify the seller when I have any problem with the product.

如果我對產品有任何欵問，我會告知賣家。

Advocacy (

擁戴

)

I always provide positive comments about products to others.

我總是提供產品的正面評論予他人。

I always recommend products to others.

我總是推薦產品予他人。

I always encourage friends and relatives to buy product.

我經常鼓勵朋友和家人購買產品。

Helping (

幫助

)

I often assist other consumers if they need my help with the product.

我經常協助其他消費者了解產品

I am willing to share experience with other consumers to help them use the product properly.

我願意與其他消費者分享正確使用產品的經驗。

I am willing to give advice to other consumers regarding product.

我願意提供有關產品的建議予其他消費者。

Tolerance (

容忍

)

I am willing to accept the product if it does not meet my expectation.

我願意接受不符合我要求的產品。

I am willing to be patient if the seller makes a mistake with the delivery of product.

我對賣家於產品交貨出錯抱持耐心。

I am willing to wait if the product takes longer to arrive than I expected.

即使產品的到達時間超過我的預期，我仍願意等待。

Consumer Perceived Value (

消費者感知價值

)

Using sportswear products enhances my image and status.

使用運動服裝產品提升我的形象和地位。

CPV2. Using sportswear products generate positive feelings.

使用運動服裝產品為我帶來正面的感受。

CPV3. Sportswear products meet my standards.

運動服裝產品符合我的標準。

Fashion Involvement (

時尚參與度

)

I usually have one or more sportswear outfits of the very latest style.

我通常會擁有一套或多套最新款式的運動服裝。

FI2. Dressing smartly is an important part of my life and activities.

穿著得體是我生活日常的重要部分。

FI3. I like to shop for clothes

我喜歡購買服裝。

FI4. I think I’m a bit of a trendsetter

我認為自己有點時尚。

Customer Satisfaction (

顧客滿意度

)

The function of product meets my expectations.

產品的功能性符合我的期望。

I am satisfied with my decision to purchase the product.

我對購買運動服裝的決定感到滿意。

The sportswear is my preferred choice for dressing.

運動服裝是我的首選服飾。

FI4. 

CS3. 

CS2. 

CS1. 

5 Point Likert Scale

CPV1. 

CPV2. 

CPV3. 

FI1. 

FI2. 

FI3. 

CCC19. 

CCC20. 

CCC21. 

CCC22. 

CCC23. 

CCC24. 

CCC13. 

CCC14. 

CCC15. 

CCC16. 

CCC17. 

CCC18. 

CCC12. 

CCC1.

CCC2. 

CCC3. 

CCC4. 

CCC5.

CCC6. 

CCC7. 

CCC8. 

CCC9. 

CCC10. 

CCC11. 
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Section  3 :  Personal Information   1.   G ender   ( 性別 )      Male   ( 男 )      Female   ( 女 )   2.   Age   ( 年齡 )      0 - 14      15 - 24      25 - 34      35 - 44      45 - 54      55+   3.   Education level ( 教育程度 )      1.  S econdary school or below ( 中學或以下 )      2.  C ertificate / Diploma ( 證書 /   文憑 )      3.  B achelor ’ s degree ( 大學 )      4.  Master ’ s degree or above ( 碩士或以上 )     4.   Monthly Personal income in HKD   ( 每月收入   –   港幣 )      1.  HK$10,000   <        2.  HK$10,000  -   HK$19,999      3.  HK$20,000  -   HK$29,999      4.  HK$30,000  -   HK$39,999      5.  HK$40,000  -   HK$49,999      6.  HK$50,000 and above     5. Please select your top three favourite sportswear brands and rank them in order of  preference, from 1>2>3               請選出你喜愛的 3 個運動品牌，並按你喜歡的先後 次 序填上 1> 2>3        Adidas  ( 阿迪達斯 )      New Balance  ( 新百倫 )      Nike  ( 耐克 )      Puma  ( 彪馬 )      Lululemon  ( 露露樂檬 )      Under Armour ( 安 德瑪 )      Other  ( 其他 )     -----------------------------------------------   end  -----------------------------------------------  
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1. Introduction
This chapter starts with an overview of current circumstances in the global and Hong Kong
sportswear industry. It subsequently exploring into the research background, research
‘motivation, research questions and objectives. It concludes with a discussion of the potential

contributions of this study to the field of business practice.

1.1 Research Background

The global sportswear industry is experiencing substantial expansion, with revenes
projected to rise from approximately USD 223 billion in 2024 to nearly USD 281 billion by
2020 (Statista, 2023). In Hong Kong, the Sports & Swimwear market s expected to generate
around HKD 2.00 billion in 2024, with an anticipated anval growth rate of 6.26%, potentially
reaching HKD 2.67 billion by 2029 (Statista, 2023). This growth reflects a rising demand for
‘high-quality sportswear driven by the active lifestyles of the local population, emphasizing the
‘need for brands to enhance consumer satisfaction in a highly competitive environment

Hong Kong is increasingly recognized as a significant center for sportswear brands
targeting health-conscious consumers who prioritize both fashion and functionality. This trend
is largely influenced by the dynamic lifestyle of the city and a growing emphasis on health and
wellness among its population. In recent years, the Covid-19 pandemic has heightened public
health awareness, leading to a significant shift toward health-conscious lifestyles. Many
residents are novw actively engaging in activities such s hiking, yoga, and bodybuilding, while
‘running continues to be one of the most popular pursuits. Events such as the annual Standard
Chartered Hong Kong Marathon further reinforce this trend by fostering a fitness-oriented

community

1.2 Research Motivation

The sportswear market is increasingly influenced by evolving consumer preferences, as
consumers are actively looking for innovative products that provide additional value.
Consumers today are drawn to brands that offer fashion and trends, unique characteristics,
sustainable materials, and personalized experiences in addition to functional sportswear.

Consequently, luxury brands have also entered the sporting goods market by introducing their
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own sports clothing and sneakers. Sportswear brands can no longer depend on a static  product line; they must continually adapt to accommodate shifting consumer demands.   Lululemon Athletica Inc. is a Canadian athletic apparel company recognized for its  premium sportswear, primarily focusing on yoga, running, and various sports activities.  Lululemon entered the Hong Kong market in 2015 by launching its first store, rapidly  attracting  health - conscious consumers. As of 2024, the company operates nine stores in Hong Kong,  demonstrating its commitment to expanding its presence in this vibrant market. In terms of  financial performance, Lululemon has experienced significant growth   in the Greater China  region, which includes Hong Kong. In 2023, the net revenue from Hong Kong, along with  Taiwan and Macau, reached approximately USD 170 million, nearly doubling from USD 86  million in 2021, reflecting a growth rate of about 97% (Lululem on Athletica Inc., 2023). This  upward trend underscores the brand's growing popularity in Hong Kong, as consumers seek  innovative and stylish sportswear that aligns with their active lifestyles.   Although  Lululemon   mak es   significant investments in R&D and product innovation, they  still strive to remain relevant.  Simply launching new products each season is insufficient; the  brand must cultivate  meaningful relationships with consumers to better understand their  preferences and expectations. This is particularly important in Hong Kong, where purchasing  preferences differ significantly from those in Canada and North America.    This requires a  comprehensive strategy that incorporates gaining c onsu mer feedback, evaluating market trends,  and embracing experimentation.    Consumers expect brands to actively listen to their feedback  and respond accordingly, making genuine consumer engagement a critical prior ity.    Understanding the unique cultural and behavioral factors influencing purchasing decisions in  Hong Kong is crucial for Lululemon's ongoing   success .   In this atmosphere, enhancing customer satisfaction is a critical priority for brands. By  exploring various perspectives and embracing innovative ideas, brands can differentiate  themselves and cultivate engagement among health - conscious consumers.    This research paper  uses Lululemon as a case study to  explore   how the brand  meets   consumer needs in  the  sportswear industry   in Hong Kong , aiming to identify key factors that drive consumer  satisfaction .    
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1.3 Research Questions
This study aimms to address the following key research questions
1. What are the key factors influence consumer preferences for sportswear brands in
Hong Kong?
2. How do these fuctors interrelate and contribute to consumer satisfuction in the
sportswear industry?
3. What practical recommendations can be made for Lululemon to enhance thetr market

presence and engage consumers effectively in Hong Kong?

1.4 Research Aims and Objectives

The primary aim of this research is to investigate customer satisfaction within the
sportswear industry in Hong Kong, specifically examining how Lululemon meets the needs
and expectations of its consumers. To achieve this im, the following objectives have been

established:

1. To identify and analyze the key factors that contribute to customer satisfaction with

sportswear brands in Hong Kong.

2. Toexplore the relationships between these factors and their impact on consumer loyalty

and brand perception

3. To provide practical recommendations for Lululemon and similar brands on enhancing

customer satisfuction and engagement in the competitive Hong Kong market.

1.5 Research Limitation

This study focuses on customer satisfaction with Lululemon in the Hong Kong sportswear
‘market, however, several limitations are acknowledged. First, the sample size may not
adequately capture the diversity of Hong Kong's consumer base, potentially limiting the
representativeness of the findings. Second, the geographic focus on Hong Kong restricts the
generalizability of the results to other regions. Third, the research is constrained by a specific
time frame, which may not account for evolving market conditions. Lastly, the subjective
nature of customer satisfaction can introduce variability in consumer responses, which may

impact the reliability of the conclusions.
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1.6 Concluding Summary

This chapter has provided an overview of the research context, establishing the foundation
for this study on customer satisfaction in the Hong Kong sportswear industry, with a specific
focus on Lululemon. It began by highlighting the rapid growth of Hong Kong sportswear
industry, driven by evolving consumer preferences and the heightened emphasis on health and
wellness. The research background outlined Lululemon's positioning and the unique cultural
factors influencing consumer behavior in Hong Kong. The research was driven by the need to
‘understand evolving consumer preferences, particularly in Hong Kong, where expectations for
innovation, personalization, and quality are paramount. In this context, it is essential for
Lululemon to prioritize consumer satisfaction by addressing these market demands. The
study's research questions and objectives were then defined, focusing on identifying key
factors influencing customer satisfaction, exploring the relationships between these factors,
and providing practical recommendations for Lululemon to enhance its engagement and
‘market presence. Acknowledging the limitations of geographic focus, sample diversity, and
subjective perceptions, the study sets a clear scope for investigating customer satisfaction in
Hong Kong's sportswear market

Building on this foundation, the next chapter will focus on theoretical frameworks and
concepts that are crucial for this study by reviewing the relevant literature. The research will
analyze the influence of customer co-creation, perceived valve, product involvement, and
consumer satisfaction in shaping consumer behavior and brand loyalty. These concepts will
guide the development of the conceptual framework, offering a comprehensive understanding
of how Lululemon can effectively meet consumer needs and enhance satisfaction in Hong
Kor

s dynamic sportsiwear landscape.
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2. Literature Review
This chapter contains a comprehensive review of the key constructs and theoretical
frameworks that support this research. Tt critically evaluates the concepts of customer co-
creation, customer perceived value, product involvement, and customer  satisfaction,

evaluating their interrelations to establish the conceptual framework that supports this study

2.1 Consumer Co-creation

211 Definition

‘Consumer co-creation refers to the active involvement of consumers in the design,
development, and delivery of products and services (Prahalad & Ramaswamy, 2004). This
approach shifts the traditional role of consumers from passive recipients to collaborative
partners, enabling personalized and value-driven outcomes. In the fashion industry, co-
creation often includes customer participation in product customization, idea generation,
or feedback provision (Kristensson et al, 2008).

212 Measurement

‘Consumer co-creation is measured using dimensions such as customer engagement,
perceived influence, and contribution to the final product (Vi & Gong, 2013). These factors
capture the degree to which customers feel empowered and involved in the co-creation
process. For instance, Chen et al. (2021) utilized Likert-scale surveys to assess perceived

co-creation in sustainable fashion product development

22 Consumer Perceived Value

221 Definition

Consumer perceived value refers to the overall assessment of the benefits a
customer receives relative to the costs incurred (Zeithaml, 1988). It encompasses various
dimensions, including functional value (quality). emotional value (enjoyment). social value
(status), and sustainability value (environmental impact). Perceived value is critical in
driving satisfaction and loyalty, particularly in the context of sustainable products (Hur et
al, 2013).
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» 222 Measurement

Perceived value is often assessed through multi-dimensional scales that evaluate

customer perceptions of quality, price faimness, and environmental impact (Sweeney &

Soutar, 2001). In sustainable fashion, these dimensions may incude attributes such as eco-
friendliness, durability, and ethical sourcing (Becker-Leifhold & Tran, 2018).

2.3 Product Involvement
231 Definition
Product involvement refers to the degree of personal interest and emotional
engagement that a consumer has with 2 product (Bloch, 1981 Zaichkowsky, 1985). Tt
reflects the importance and relevance a product holds in a consumer's life, which can vary
based on personal needs, values, and situational factors (Awa et al, 2021; Nasution et .,
2021). Highly involved consumers are more likely to invest time and effort into evaluating
products before making a purchase.

232 Measurement

Product involvement is typically measured using scales that assess consumers'
interest, enjoyment, and perceived importance of a product (Zaichkowsky, 1985; Tigert et
al, 1976). These measurements may also consider situational relevance, emotional
engagement, and consumer tesponses in digital environments, particularly with the use of
augmented reality (Sun et al., 2022)

2.4 Consumer Satisfaction
241 Definition

‘Consumer satisfaction refers to the extent to which a product or service meets or
exceeds customer expectations (Oliver, 1980). Itis a key performance indicator for businesses
and a critical determinant of consumer loyalty and retention. In the context of sustainable
fashion, satisfaction is influenced by factors such as product quality, perceived value, and
alignment with personal values (Hwang & Choi, 2021).
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242 Measurement

Consumer satisfaction is often measured through surveys that assess overall
satisfaction, repurchase intent, and likelihood to recommend (Anderson et al, 1994). Tn
sustainable fashion, these measures may also capture satisfaction with specific attributes
such as eco-friendliness, ethical sourcing, and durability (Gam et al., 2010).

2.5 Relationships Between Variables
251 Consumer Co-creation and Consumer Satisfaction
Research indicates that consumer co-creation positively influences satisfaction by
fostering a sense of ownership and personalization (Prahalad & Ramasway, 2004). When
consumers participate in co-creating sustainable fashion products, they are mote likely to
feel valued and satisfied, as the final product aligns closely with their preferences and
values (Vi & Gong, 2013),

252 Consumer Perceived Value and Customer Satisfa

‘Consumer perceived value is a significant predictor of satisfaction, as consumers
are more likely to feel satisfied when they perceive the benefits of a product outweigh its
costs (Zeitham1, 1988). In sustainable fashion, factors such as eco-friendliness and ethical
production enhance perceived value, subsequently driving satisfaction (Flur et al, 2013).
253 Product Involvement and Consumer Satisfaction

Product involvement directly influences consumer satisfaction by shaping
expectations and purchase behavior. Highly involved consumers are more likely to
appreciate and derive satisfaction from products that align with their personal needs,
interests, and values (Awa et al, 2021: Nasution et al, 2021). Their strong engagement
with the product category fosters a deeper emotional connection, enhancing satisfaction

when their expectations are met.
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3 . Research Methodology   This chapter explores the research design, data collection methodologies, sampling method, and  data analysis techniques applied to this study. The research aims to investigate the correlations  among consumer co - creation, perceived value, product involvemen t, and customer satisfaction in  the content   of Lululemon's operations in Hong Kong.    It ensures that the study's results are reliable,  valid, and aligned with the research objectives, offering insights into the interaction and influence  of these variables  on customer satisfaction  in   sportswear  industry .   3.1 Research  Framework     The research framework strengthens this study,  identifying the connections between key  variables.    Figure 3.1  displays that t he conceptual framework explores the interaction of  Consumer Co - creation, Consumer Perceived Value, Product Involvement, and their collective  impact on Customer Satisfaction. The framework is based on the literature review (Chapter 2),  which established th e significance of these variables in influencing consumer behavior. To  determine how much these variables impact Lululemon consumers' satisfaction in Hong Kong,  the study will ad opt this approach.    
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3.2 Type of Research

The objective ofthis study is to investigate Lululemon consumer satisfaction in Hong Kong
using a mixed-methods approach, which combines qualitative and quantitative research
methods

The qualitative component includes individual interviews and focus group interviews.
These conversations offer deep knowledge into consumer values, preferences, and experiences,
including contextual specifics that may not be reflected by survey data alone.

The quantitative component utlizes an online survey to collect structured data, facilitating
statistical analysis of the correlations beteen Consumer Co-creation, Consumer Perceived
Value, Product Involvement, and Customer Satisfaction Insights into the key variables
impacting customer satisfaction can be measured and applied in broadly

3.3 Data Collection Method

This study utilizes both primary and secondary data collection methods to achieve a
comprehensive understanding of the variables impacting customer satisfaction with Lululemon

in Hong Kong.

Primary data is collected using qualitative and quantitative methodologies. For the
qualitative component, individual interviews and group interviews are used to explore
participants' perceptions, needs, and experiences deeply. This method allows for capturing
detailed insights and contextual factors that might not be evident in quantitative data (Creswell
& Poth, 2018). Formal surveys are distributed to collect measurable data on variables such
Consumer Co-creation, Consumer Perceived Value, Product Involvement, and Customer
Satisfaction. This combination provides 2 balanced approach for discovering consumer
behavior. Secondary data is obtained from existing literature, industry reports, and statistical
data. For the qualitative component, document analysis is conducted leveraging previous
research and historical information to create  contextual framework for the study. For the
quantitative component, secondary data and structured observations from reliable sources, like
Statista and government reports and brand's annual reports, are applied to support the primary
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data (Wilcox et al., 2012). These secondary sources provide valuable background information
and support validation of findings

3.4 Sampling Method

This research uses a snowball sampling method utilizing Google Surveys to recruit
participants. Snowball sampling is very effective for accessing targeted demographics, such as
sportswear consumers, through asking current participants to recrut other individuals from
their networks. (Parker, Scott and Geddes, 2019).

Participants are composed of Hong Kong citizens who satisfy the following criteria:

« Participants must be residents of Hong Kong.

* They should have knowledge of or have purchased sportswear.

* They should be willing to share feedback on their shopping experiences and brand
perceptions

3.5 Questionnaire Design

3.5.1. Focus Group

For guidance on the questionnaire design, 2-3 focus groups will be organized, each
containing 6-10 participants. The discussions attempt to collect qualitative insights into
consumer behaviors and opinions around co-creation, perceived value, and product
involvement. Participants will be selected as they represent a broad spectrum of
demographics and experiences, ensuring an extensive variety of viewpoints.

Based on participant preferences and logistical consideration, the focus groups may
be conducted through Zoom or in-person interviews. All meetings will be recorded for
analysis, and participants must provide written consent before participation. The questions
in the survey will be improved with the help of the insights collected from these
conversations, making sure they are useful, relatable, and in aligned with the goals of the
study's research.
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5.2. Pilot Test

For guidance on the questionnaire design, 2-3 focus groups will be organized,
each containing 6-10 participants. The discussions attempt to collect qualitative
insights into consumer behaviors and opinions around co-creation, perceived value, and
product involvement. Participants will be selected s they represent a broad spectrum
of demographics and experiences, ensuring an extensive variety of viewpoiats.

Based on participant preferences and logistical consideration, the focus groups
may be conducted through Zoom or in-person interviews. All meetings will be
recorded for analysis, and participants must provide written consent before
‘participation. The questions inthe survey will be improved with the help of the insights
collected from these conversations, making sure they are useful, relatable, and in
aligned with the goals of the study’s research.

3.6 Formal Survey

The formal study targets in sportswear consumers in Hong Kong who are aware with the
Lululemon sportswear. The survey intended to ensure that there are enough responses for
statistical analysis by collecting data from a sample of approximately 385 participants through
snowball sampling. The questionnaire will consist of structured questions, primarily using a|
Likert scale, to assess key variables including Consumer Co-creation, Consumer Perceived
Value, Product Involvement, and Customer Satisfaction. Data will be obtained online with
Google Surveys, providing accessibility and extensive reach. The results will provide insight

into the factors influencing customer satisfaction with Lululemon in Hong Kong
3.7 Data Analysis

The survey data will be analyzed using descriptive statistics, reliability testing. correlation
analysis, and regression analysis to address the research objectives. Descriptive statistics will
provide an overview of participant demographics and summarize key variables, such as
Consumer Co-creation, Consumer Perceived Value, Product Involvement, and Customer
Satisfaction. Reliability testing will focus on Cronbach’s Alpha to confirm consistency and.
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validity. Correlation analysis will explore the relationships among variables, while multiple
regression analysis will evaluate the predictive impacts of independent variables on Consumer
Satisfaction. Al statistical analyses will be conducted using SPSS to ensure accuracy and.

provide meaningful insights into the factors influencing consumer satisfaction.

3.8 Research Ethics

This study will comply with ethical research instructions, including securing informed
consent from all participants and respecting the privacy and confidentiality of their responses.
All data will be securely stored and utilized solely for academic purposes.
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A bstract     This  study   investigates the  landscape of consumer satisfaction within Hong Kong's  vibrant sportswear market, offering critical insights and tailored recommendations for  Lululemon Athletica Inc .  The Sports & Swimwear market in Hong Kong is projected to  generate around HKD 5.50 billion in revenue in 2024, with an expected annual growth rate of  6.26%, potentially reaching HKD 7.40 billion by  2029.    T his expansion is driven by growing  awareness of health, a rise in fitness participation, and the popular athleisure trend   that merges  athletic wear   with everyday fashion.   In this competitive landscape, brands must adapt to  evolving consumer needs and expectations, making it essential to explore how elements such  as consumer co - creation,  consumer  perceived value, and fashion involvement contribute to  overall satisfaction.   Utilizing a mixed - methods approach, this research  explore s three primary factors:  consumer co - creation,  consumer  perceived value and fashion involvement.   The findings  reveal   a strong positive correlation between consumer co - creation and satisfaction, emphasizing the  importance of active consumer engagement in enhancing brand loyalty. Additionally,   consumer   perceived value  is identified as a critical driver of satisfaction,  frequently eclipsing traditional  measures of product quality .   While   fashion involvement plays a role in shaping satisfaction, its  impact is less pronounced compared to the other two factors.     Based  on the insights gained from the analysis of the 385 survey responses,   actionable  recommendations are proposed for Lululemon to enhance its market presence   and  build   closer  connections with health - conscious consumers in Hong Kong .  The results indicate positive  correlations among key variables,   suggesting opportunities for Lululemon to   enhance  its  co - creation initiatives, effectively communicate product value, and remain responsive to evolving  fashion trends .  While this study acknowledges limitations related to geographic focus and  potential sampling bias,  it   suggests opportunities for future research that could broaden the  scope to include diverse markets and apparel segments.   Ultimately, this research contributes  valuable insights into consumer behavior within the sportswear industry,   providing strategic  implications for brands aiming to thrive  in an ever - evolving marketplace .     Key Words :  Con sumer Co - creatio n, Consu mer P erceived Value, Fashion  Involvement ,  Lulule mon    
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Figure 1.1: Global Sportswear Market Revenue (Footwear and Apparel)

Source: Constructed by the author
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Figure 1.2: Global Sportswear Market Revenue (Apparel)

Source: Constructed by the author
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Figure 1.3: Hong Kong Sportswear & Swimwear Revenue

Source: Constructed by the author

Source: Constructed by the author

6.26%



Hong Kong 

CAGR 2024-2030

34%

66%

0.0

1.0

2.0

3.0

4.0

5.0

6.0

7.0

8.0

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029

USD (Billion)

Year

Sportswear and Swimwear Revenue in HK

Men's Women

7.4B


image16.emf
Figure 1.4: 2023’s Distribution of Lululemon’s Net Revenue and Hong Kong Sports & Swimwear Revenue

Source: Constructed by the author
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Figure 1.5: Research process flow

Source: Constructed by the author
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Table 2.1: Definition of Consumer Co-Creation

Authors and Year Definition of Consumer Co-Creation

Prahalad & Ramaswamy (2004) Involves collaboration between companies and customers to create value.

Nysveen and Pedersen (2014) Refers to customer engagement in improving or creating products.

Frow et al. (2014) Customers help design and deliver services, resulting in personalized experiences.

Vargo & Lusch (2016) Value is generated through interactions among all stakeholders, including consumers.

Ranjan & Read (2016) Shifts customers from passive roles to active participants, enhancing brand loyalty.

Source: Constructed by the author
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Table 2.2 : Measurement of Consumer Co-creation

Authors and Year  Dimensions of Consumer Perceived Value

Prahalad and Ramaswamy (2004) Dialogue, access, risk assessment, and transparency

Ranjan and Read (2016) Co-production and value in use

Tueanrat et al. (2021)

Customer Participation Behavior (CPB) - information seeking, information sharing, 

responsible behavior and personal interaction

Customer Citizenship Behavior (CCB) - feedback, advocacy, helping and tolorance

Source: Constructed by the author
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Table 2.3 : Definition of Consumer Perceived Value

Authors and Year Definition of Consumer Perceived Value

Zeithaml (1988) Overall assessment of a product's utility based on what is receved versus what is given

Woodruff (1997) Value is a perception that helps evaluate product features and performance

Hansen et al (2008) Perceived value is the benefits received divided by the sacrifices made.

Heskett (2009) The quality of service compared to the price and other costs.

Hur et al. (2013) Important for driving satisfaction and loyalty, especially for sustainable products.

Source: Constructed by the author
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Table 2.4 : Measurement of Consumer Perceived Value

Authors and Year  Dimensions of Consumer Perceived Value

Holbrook (1999) Efficiency, recreation, excellence, aesthetics, status, moral respect, and spirituality

Hsu et al. (2017) Information value, experiential value, social value,  transaction value.

Gan and Wang (2017) Utilitarian value, hedonic value, social value, perceived risk.

Uzir et al. (2020) Product quality and Quality of service

Kim, Chung and Fiore (2023) Utilitarian value, hedonic value, sensory value and social value

Source: Constructed by the author
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Table 2.5: Definition of Fashion Involvement

Authors and Year Definition of Fashion Involvement

O’Cass (2000) Describes how purchase intentions are influenced by individual traits and knowledge of fashion.

Seo, Hathcote and Sweaney (2001)  Indicates that higher involvement correlates with positive purchase intentions and impulsive buying.

O’Cass (2004) Explains the extend to which individuals consider fashion activities as essential in their lives.

Park, Kim, and Forney (2006) Emphasizes the significance consumers attribute to fashionable clothing and its effect on buying behavior.

Source: Constructed by the author
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Table 2.6: Measurement of Fashion Involvement

Authors and Year Dimensions of Fashion Involvement

Sullivan et al. (2012)

Cognitive Involvement: Importance, significance, and value of fashion; 

Affective Involvement: Emotional reactions to fashion, including positive and negative feelings.

Rahman et al. (2014) Fashion Innovativeness, interpersonal communication, interest, eligibility, and awareness of trends.

Wang and Lee (2020) Interest, enjoyment, fascination, and significance of fashion

Source: Constructed by the author
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Table 2.7: Definition of Consumer Satisfaction 

Authors and Year Definition of Consumer Satisfaction

Oliver (1999) Experiences are judged based on whether they meet emotional expectations.

Chitty, Ward and Chua (2007)  A psychological assessment weighs sacrifices against received benefits.

Kotler et al. (2019) Pleasurable feelings arise when product performance meets or exceeds expectations.

Wang et al. (2019) In the fashion industry, product quality and the purchasing experience are key to consumer satisfaction.

Source: Constructed by the author
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Table 2.8 : Measurement of Consumer Satisfaction 

Authors and Year Dimensions of Consumer Satisfaction 

Baker and Crompton (2000) Developed a 4-item measurement scale

Hui and Yee (2015) Product Satisfaction and Brand Satisfaction.

Uzir et al. (2021) Expectation fulfillment, cognitive evaluation, brand loyalty, advocacy and emotional connection.

Source: Constructed by the author
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Figure 3.1 : Conceptual Framerwork
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‘Table 3.1: Hypotheses of relationships between variables
Item Hypothese |Authors and Year
Hi+__|Consumer co-creation positively influences consumer safisfaction [Tucanrat et al. (2021)
H+ | Consumer perceived value positvely influcnces consumer satisfaction _|Uzr et al. (2020)
H3+__|Fashion involvement posively influences consumer satisfaction [McNeil & Moore (2015)

Source - Constructed by the author
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Figure 3.2: The data collection methods in this study

Source: Constructed by the author
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Table 3.2: Summary of Reliability Value

Cronback’s alpha Reliability level

a > 0.9  Excellent

0.7 < a < 0.9 Good

0.6 < a < 0.7 Acceptable

0.5 < a < 0.6 Poor

a < 0.5 Unacceptable

Source : Constructed by the author
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Table 3.3: Summary for interpreting the size of correlation coefficient

Size of Correlation Interpretation Size of Correlation Interpretation

r = 1 Absolute positive correlation r = -1 Absolute negative correlation

1.00 > r > 0.90 Very high positive correlation -0.90 > r > -1.00 Very high negative correlation

0.90 > r > 0.70 High positive correlation -0.70 > r > -0.90 High negative correlation

0.70 > r > 0.50 Moderate positive correlation -0.50 > r > -0.70 Moderate negative correlation

0.50 > r > 0.30 Low positive correlation -0.30 > r > -0.50 Low negative correlation

0.30 > r > 0.00 Negligible correlation 0 > r > -0.30 Negligible negative correlation

r = 0 No correlation

Source : Constructed by the author
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Table 3.4: Interpreting of R-squared Value

R-squared Value (R²) Interpretation

0 No variability explained by the model.

1 Perfectly explains variability.

0 < R² < 1 Varying degrees of explanation.

Source : Constructed by the author
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Table 3.5 : Questionaire Design

Variables Dimension Questions Questions Sources Measurement Method

CCC

I always ask the seller for information about the sportswear being 

offered.

1

CCCI always search for information on where to find sportswear. 2

CCCI often review product videos and product catalogues before purchasing sportswear. 3

CCCI often explain to the seller what I want from the sportswear. 1

CCCI provide correct information to the seller about my sportswear preferences. 2

CCCI always share my preferences to help create a product that meets my expectations. 3

CCC

Ioftenansweralltheseller’squestionsaboutthequalityofthe

product. 4

CCCI always share the information needed to get the sportswear I want. 1

CCCI often complete all necessary actions, like following the ordering process and providing feedback on sportswear. 2

CCCI always help improve sportswear by sharing my ideas and feedback. 3

CCCI often follow the seller's instructions regarding the technical for using and maintenance sportswear 4

CCCI was friendly to the seller and other consumers. 1

CCCI was polite to the sellers and other consumers. 2

CCCI didn’t act rudely towards the sellers and other consumers. 3

CCCI let the seller know if I have any useful ideas to improve product quality. 1

CCCI comment on the sportswear when I receive a good quality product. 2

CCCI notify the seller when I have a problem with a sportswear. 3

CCCI always provide positive comments about products to others. 1

CCCI always recommend products to others. 2

CCCI always encourage friends and relatives to use sportswear. 3

CCC

I often assist other consumers if they need my help with the 

sportswear 1

CCC

I am willing to help other consumers if they seem to have a 

problem with sportswear. 2

CCC

I am willing to share experience with other consumers to help 

them use the sportswear product properly. 3

CCC

I am willing to give advice to other consumers regarding 

sportswear 4

CCC

I am willing to accept the product if it does not meet my 

expectations. 1

CCC

I am willing to be patient if the seller makes a mistake with the 

delivery of sportswear. 2

CCC

I am willing to wait if the sportswear takes longer to arrive than I 

expected. 3

CPVThe price of sportswear products aligns with their quality. 1

CPVUsing sportswear products enhances my image and status. 2

CPVUsing sportswear products generate positive feelings. 3

CPVSportswear products meet my standards. 4

FI

I usually have one or more sportswear outfits of the very latest 

style. 1

FI Dressing smartly is an important part of my life and activities. 2

FI I like to shop for clothes. 3

FI I like to think I’m a bit of a trendsetter 4

FI

I’m shopping more at boutiques and specialty fashion stores for my 

clothing needs instead of department stores. 5

FI

When I must choose between the two, I usually dress for fashion, 

not comfort. 6

CS Sportswear meets my expectations. 1

CS I am satisfied with my decision to purchase the product. 2

CS The sportswear is my preferred choice for clothing. 3

CS I would recommend sportswear to others. 4

CS I am extremely satisfied with the sportswear. 5

(1) Male; (2) Female

(1) 0-14; (2) 15-24; (3) 25-34; (4) 35-44; (5) 45-54; (6) 55+

(1) Secondary school or below; (2) Certificate / Diploma; 

(3) Bachelor’s degree; (4) Master’s degree or above 

(1) HK$10,000 <; (2) HK$10,000 - HK$19,999; (3) HK$20,000 - 

HK$29,999; (4) HK$30,000 - HK$39,999; (5) HK$40,000 - 

HK$49,999; (6) HK$50,000 +

Source: Constructed by the author

HK Census and Statistics Department (2024)

Likert scale 5 point

Tueanrat et al. (2021)

Uzir et al. (2020)

Rahman et al. (2014)

Uzir et al. (2020) 

Gender 

Age 

Education level 

Monthly Personal income 

Consumer Background

Consumer Satisfaction

Fashion Involvement 

Consumer Perceived Value 

Consumer Co-creation 

Information Seeking
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Table 3.6 : Summary of Cronbach's alpha of Pilot Test

# of questions Cronbach's alpha

Consumer Co-creation 

27 0.926

Consumer Perceived Value 

4 0.682

Fashion Involvement 

6 0.693

Customer Satisfaction

5 0.797

Overall 42 0.939

Source : Constructed by the author

Variables

Pilot Test
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Table 3.7: Comparison of Intial and Edited Questions

CCC1 I always ask the seller for information about the sportswear being offered. CCC1 I always ask the seller for information about the product being offered. (Phrasing)

CCC2 I always search for information on where to find sportswear. CCC2 I always search for information on where to get products. (Clafity)

CCC3 I often review product videos and product catalogues before purchasing sportswear. CCC3 I often review product videos and product catalogues before purchasing a product. (Phrasing)

CCC4 I often explain to the seller what I want from the sportswear. CCC4 I often explain to the seller what I want from the product. 

CCC5 I provide correct information to the seller about my sportswear preferences. Delete question (Unneccessary)

CCC6 I always share my preferences to help create a product that meets my expectations. CCC5 I always share my preferences to help create a product that meets my expectations. 

CCC7 I often answer all the seller’s questions about the quality of the product. CCC6 I often answer all the seller’s questions about the quality of the product.

CCC8 I always share the information needed to get the sportswear I want. CCC7 I took the necessary steps (shared information with the seller) to get the product that I wanted.

CCC9

I often complete all necessary actions, like following the ordering process and providing 

feedback on sportswear.

Delete question (Duplicate)

CCC10I always help improve sportswear by sharing my ideas and feedback. CCC8

I will fulfil my responsibilities to the product when I co-created (ordered the customized product) 

(Clarifty)

CCC11

I often follow the seller's instructions regarding the technical for using and maintenance 

sportswear

CCC9

I often follow the seller's instructions regarding the technical use and maintenance of the product. 

(Phrasing)

CCC12I was friendly to the seller and other consumers. CCC10I was friendly to the seller and other consumers.

CCC13I was polite to the sellers and other consumers. CCC11I was polite to the sellers and other consumers.

CCC14I didn’t act rudely towards the sellers and other consumers. CCC12I didn’t act rudely towards the sellers and other consumers.

CCC15I let the seller know if I have any useful ideas to improve product quality. CCC13I let the seller know if I have any useful ideas to improve product quality.

CCC16I comment on the sportswear when I receive a good quality product. CCC14I will comment on the product when I receive a good quality one. (Phrasing)

CCC17I notify the seller when I have a problem with a sportswear. CCC15I notify the seller when I have any problems with the product. (Phrasing)

CCC18I always provide positive comments about products to others. CCC16I always provide positive comments about products to others.

CCC19I always recommend products to others. CCC17I always recommend products to others.

CCC20I always encourage friends and relatives to use sportswear. CCC18I always encourage friends and relatives to buy products. (Phrasing)

CCC21I often assist other consumers if they need my help with the sportswear CCC19I often assist other consumers if they need my help with the product. (Phrasing)

CCC22I am willing to help other consumers if they seem to have a problem with sportswear. Delete question (Duplicate)

CCC23

I am willing to share experience with other consumers to help them use the sportswear 

product properly.

CCC20

I am willing to share experience with other consumers to help them use the product properly. 

(Phrasing)

CCC24I am willing to give advice to other consumers regarding sportswear CCC21I am willing to give advice to other consumers regarding product. (Phrasing)

CCC25I am willing to accept the product if it does not meet my expectations. CCC22I am willing to accept the product if it does not meet my expectations.

CCC26I am willing to be patient if the seller makes a mistake with the delivery of sportswear. CCC23I am willing to be patient if the seller makes a mistake with the delivery of the product. (Phrasing)

CCC27I am willing to wait if the sportswear takes longer to arrive than I expected. CCC24I am willing to wait if the product takes longer to arrive than I expected. (Clarify)

CPV1 The price of sportswear products aligns with their quality. CPV1 Using sportswear products enhances my image and status.

CPV2 Using sportswear products enhances my image and status. CPV2 Using sportswear products generates positive feelings.

CPV3 Using sportswear products generate positive feelings. CPV3 Sportswear products meet my standards.

CPV4 Sportswear products meet my standards. Delete question (Unneccessary)

FI1 I usually have one or more sportswear outfits of the very latest style. FI1 I usually have one or more sportswear outfits of the very latest style.

FI2 Dressing smartly is an important part of my life and activities. FI2 FI2. Dressing smartly is an important part of my life and activities.

FI3 I like to shop for clothes. FI3 FI3. I like to shop for clothes.

FI4 I like to think I’m a bit of a trendsetter FI4 FI4. I think I’m a bit of a trendsetter. (Phrasing)

FI5

I’m shopping more at boutiques and specialty fashion stores for my clothing needs instead 

of department stores.

Delete question (Unneccessary)

FI6 When I must choose between the two, I usually dress for fashion, not comfort. Delete question (Ambiguity)

CS1 Sportswear meets my expectations. CS1 The function of the product meets my expectations. (Ambiguity)

CS2 I am satisfied with my decision to purchase the product. CS2 I am satisfied with my decision to purchase the product.

CS3 The sportswear is my preferred choice for clothing. CS3 The sportswear is my preferred choice for clothing.

CS4 I would recommend sportswear to others. Delete question (Unneccessary)

CS5 I am extremely satisfied with the sportswear. Delete question (Ambiguity)

Source: Constructed by the author

Comparison of Initial and Edited Questions

Consumer Cocreation

Initial Questions (Before Edit) Edited Questions (reason for modification)

Consumer Perceived Value 

Fashion Involvement 

Consumer Satisfaction

Helping 

Tolerance 
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Seeking
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Sharing 
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Behaviour

Personal 

interactions 

Feedback 
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Table 3.8 : Summary of Cronbach's alpha of Pilot Test (Before and After Editing)

# of questionsCronbach's alpha# of questionsCronbach's alpha

Consumer Co-creation  27 0.926 24 0.916

Consumer Perceived Value  4 0.682 3 0.816

Fashion Involvement  6 0.693 4 0.682

Customer Satisfaction 5 0.797 3 0.691

Overall 42 0.939 34 0.929

Source : Constructed by the author

Pilot Test 

Variables

Before editing After Editing
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Demographic Variables Response Categories  Respondents Percentage

Female 198 51.43%

Male 187 48.57%

0-14 3 0.78%

15-24 29 7.53%

25-34 78 20.26%

35-44 129 33.51%

45-54 117 30.39%

55+ 29 7.53%

Secondary school or below 90 23.38%

Certificate / Diploma 98 25.46%

Bachelor’s degree 137 35.58%

Master’s degree or above 60 15.58%

HK$10,000 < 44 11.43%

HK$10,000 - HK$19,999 38 9.87%

HK$20,000 - HK$29,999 79 20.52%

HK$30,000 - HK$39,999 83 21.56%

HK$40,000 - HK$49,999 44 11.43%

HK$50,000 + 97 25.19%

Source: Constructed by the author

Table 4.1 Respondent Demographics Overview

Monthly Personal income 

Ages

Education level

Gender
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Source: Constructed by the author

Figure 4.1 Distrubution by Gender
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Gender

Respondents 

distrubtion (%)

HK Population 

Distrubtion (%) Diff

Female 51.43% 54.49% -3.06%

Male 48.57% 44.49% 4.08%

Source: Constructed by the author

Table 4.2 Gender Distribution of Respondents Compared to Hong Kong Population
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Source: Constructed by the author

Figure 4.2 Distrubution by Age Group
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Age Group

Respondents 

distrubtion (%)

HK Population 

Distrubtion (%)

0-14 0.78% 9.80%

15-24 7.53% 7.90%

25-34 20.26% 12.00%

35-44 33.51% 15.50%

45-54 30.39% 15.30%

55+ 7.53% 39.30%

Source: Constructed by the author

Table 4.3 Age Distribution of Respondents Compared to Hong Kong Population
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Source: Constructed by the author

Figure 4.3 Distrubution by Education Level
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Source: Constructed by the author

Figure 4.4 Distrubution by Persoanl Salary Income
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Table 4.4: Overview of Mean Value and Standard Deviation for Variables

Mean Std. Deviation

CCC1. I always ask the seller for information about the product being offered. 3.16 1.097

CCC2. I always search for information on where to get products. 3.68 0.981

CCC3. I often review product videos and product catalogues before purchasing a product. 3.71 1.073

CCC4. I often explain to the seller what I want from the product. 2.98 1.118

CCC5. I always share my preferences to help create a product that meets my expectations. 2.88 1.161

CCC6. I often answer all the seller’s questions about the quality of the product. 2.95 1.160

CCC7. I took the necessary steps (shared information with the seller) to get the product that I wanted. 3.15 1.131

CCC8.  I will fulfil my responsibilities to the product when I co-created (ordered the customized product) 3.22 1.139

CCC9. I often follow the seller's instructions regarding the technical use and maintenance of the product. 3.42 1.082

CCC10. I was friendly to the seller and other consumers. 4.22 0.777

CCC11. I was polite to the sellers and other consumers. 4.25 0.779

CCC12. I didn’t act rudely towards the sellers and other consumers. 4.37 0.841

CCC13. I let the seller know if I have any useful ideas to improve the product quality. 3.21 1.155

CCC14. I will comment on the product when I receive a good quality one. 3.79 1.078

CCC15. I notify the seller when I have any problems with the product. 3.84 0.939

CCC16. I always provide positive comments about products to others. 3.46 1.002

CCC17. I always recommend products to others. 3.52 0.968

CCC18. I always encourage friends and relatives to buy products. 3.37 1.045

CCC19. I often assist other consumers if they need my help with the product. 3.38 1.029

CCC20. I am willing to share experience with other consumers to help them use the product properly. 3.66 0.930

CCC21. I am willing to give advice to other consumers regarding the product. 3.70 0.890

CCC22. I am willing to accept the product if it does not meet my expectations. 2.35 1.106

CCC23. I am willing to be patient if the seller makes a mistake with the delivery of the product. 3.19 1.061

CCC24. I am willing to wait if the product takes longer to arrive than I expected. 3.18 1.100

CPV1. Using sportswear products enhances my image and status. 3.30 0.945

CPV2. Using sportswear products generates positive feelings. 3.66 0.857

CPV3. Sportswear products meet my standards. 3.73 0.863

FI1. I usually have one or more sportswear outfits of the very latest style. 3.59 1.182

FI2. Dressing smartly is an important part of my life and activities. 3.95 0.913

FI3. I like to shop for clothes. 3.67 1.024

FI4. I think I’m a bit of a trendsetter. 3.31 0.985

CS1. The function of the product meets my expectations. 3.70 0.726

CS2. I am satisfied with my decision to purchase the product. 3.78 0.748

CS3. The sportswear is my preferred choice for clothing. 3.18 1.068

N = 385. 

Remarks: row in Blue is the highest marks of variables 

Source : Constructed by the author

Consumer Perceived Value

Fashion Involvement 

Consumer Satisfaction

Consumer Cocrelation 

 Information Seeking 

 Information Sharing 

 Responsible Behaviour

 Personal interactions 
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Source: Constructed by the author

Table 4.5 Overview of Average Consumer Satisfaction by gender 
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Source: Constructed by the author

Figure 4.5 Average Consmer Satisfaction Distrubution by Gender
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Source: Constructed by the author

Table 4.6 Overview of Average Consumer Satisfaction by Age group
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Source: Constructed by the author

Figure 4.6 Average Consumer Satisfaction Distrubution by Age Group
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Source: Constructed by the author

Table 4.7 Overview of Average Consumer Satisfaction by Monthly Personal Income group
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Source: Constructed by the author

Figure 4.7 Average Consumer Satisfaction Distrubution by Monthly personal income 
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Source: Constructed by the author

Table 4.8 Overview of Average Consumer Satisfaction by Education level
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Source: Constructed by the author

Figure 4.8 Average Consumer Satisfaction Distrubution by Education level
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Source: Constructed by the author

Table 4.9 Overview of Average Consumer Cocreation by Gender
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Source: Constructed by the author

Figure 4.9 Average Consumer Cocreation Distrubution by Gender
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Source: Constructed by the author

Table 4.10 Overview of Average Consumer Preceived Value by Gender
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Figure 4.10 Average Consumer Preceived Value Distrubution by Gender
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Source: Constructed by the author

Table 4.11 Overview of Average Fashion Involvement by Gender
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Source: Constructed by the author

Figure 4.11 Average Fashion Involvement Distrubution by Gender
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Source: Constructed by the author

Figure 4.12 Impact of Consumer Co-Creation on Consumer Satisfaction
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Source: Constructed by the author

Figure 4.13 Impact of Consumer Preceived Value on Consumer Satisfaction
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Source: Constructed by the author

Figure 4.14 Impact of Fashion Innovation on Consumer Satisfaction
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Figure 4.15: The framework of reliability level 

Reliability Level

HIGH HIGH

LOW LOW

Source : Constructed by the author

Cronback’s alpha

Excellent 

a >0.9

Good 

0.7 <a < 0.9

Acceptable 

0.6 <a < 0.7

Poor

0.5 <a < 0.6

Unacceptable 

a < 0.5
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Table 4.12 : Summary of Reliability Results

Variables # of questions Cronbach's alpha

Consumer Co-creation 

24

0.913

Consumer Perceived Value 

3

0.806

Fashion Involvement 

4

0.744

Customer Satisfaction

3

0.685

Overall 34 0.926

Source : Constructed by the author
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Figure 4.16: Interpretation of Correlation Coefficient (r) value

r Value Interpretation

1 Absolute positive correlation

0.90

Very high positive correlation

0.70

High positive correlation

0.50

Moderate positive correlation

0.30

Low positive correlation

Negligible correlation

0 No correlation

Negligible negative correlation

-0.3

Low negative correlation

-0.50

Moderate negative correlation

-0.70

High negative correlation

-0.90

Very high negative correlation

-1 Absolute negative correlation

Source : Constructed by the author
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Table 4.13 : Hypotheses on the relationships among variables

Item Hypotheses on the relationships among variables

H1 Consumer co-creation positively influences consumer satisfaction

H2 Consumer perceived value positively influences consumer satisfaction

H3 Fashion involvement positively influences consumer satisfaction

Source : Constructed by the author
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Table 4.14 : Pearson correlation coefficient r among variables

Hypotheses  Variables Relationship Pearson's r Result

H1 Consumer Cocreation influences Consumer Satisfaction .503** Moderate positive correlation

H2 Consumer Preceived Value influences Consumer Satisfaction .606** Moderate positive correlation

H3 Fashion Innvoation  influences Consumer Satisfaction .370** Low positive correlation

The sample size N: 385

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

Source : Constructed by the author
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Table 4.15 : Result of average CCC, CPV and FI impact on average CS.

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .652

a

0.426 0.421 0.51351

a Predictors: (Constant), Average of FI, Average of CPV, Average of CCC

b Dependent Variable: Average of CS

Sum of Squares df Mean Square F Sig.

Regression 74.433 3 24.811 94.091<.001b

Residual 100.467 381 0.264

Total 174.9 384

a Dependent Variable: Average of CS

b Predictors: (Constant), Average of FI, Average of CPV, Average of CCC

Unstandardized B

Coefficients

Std. Error

Standardized Coefficients

Beta t Sig. Tolerance VIF

(Constant) 0.911 0.171 5.326 <.001

Average of CCC 0.26 0.053 0.23 4.854 <.001 0.673 1.487

Average of CPV 0.404 0.041 0.452 9.78 <.001 0.707 1.414

Average of FI 0.085 0.038 0.098 2.22 0.027 0.777 1.287

a Dependent Variable: Average of CS

Source : Constructed by the author

1

Model Summary

b

ANOVA

a

Coefficients

a

Model

Model

Collinearity Statistics

1
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Figure : 4.17 : Histogram and Scatterplot of Regression Standardized Residuals for CS

Source : Constructed by the author
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Table 4.16 : Result of average CCC, CPV and FI impact on average CS1, CS2 and CS3

b Dependent Variable: Model R R Square Adjusted R SquareStd. Error of the Estimate

 CS1. The function of the product 

meets my expectations. 1 .542

a

0.294 0.288 0.613

CS2. I am satisfied with my 

decision to purchase the product. 1 .582a 0.339 0.334 0.611

CS3. The sportswear is my 

preferred choice for clothing.

1 .477a 0.228 0.222 0.942

a Predictors: (Constant), Average of FI, Average of CPV, Average of CCC

a Dependent Variable: Sum of Squares df Mean Square F Sig.

Regression 59.571 3 19.857 52.877<.001b

Residual 143.078 381 0.376

Total 202.649 384

Regression 72.932 3 24.311 65.147<.001b

Residual 142.175 381 0.373

Total 215.106 384

Regression 99.81 3 33.27 37.483<.001b

Residual 338.18 381 0.888

Total 437.99 384

b Predictors: (Constant), Average of FI, Average of CPV, Average of CCC

a Dependent Variable:  Unstandardized B

Coefficients

Std. Error

Standardized Coefficients

Beta

t Sig. Tolerance VIF

(Constant) 1.269 0.204 6.214 <.001

Average of CCC 0.277 0.064 0.228 4.346 <.001 0.673 1.487

Average of CPV 0.319 0.049 0.331 6.463 <.001 0.707 1.414

Average of FI 0.094 0.046 0.1 2.056 0.04 0.777 1.287

(Constant) 1.034 0.204 5.078 <.001

Average of CCC 0.357 0.064 0.285 5.609 <.001 0.673 1.487

Average of CPV 0.3 0.049 0.302 6.107 <.001 0.707 1.414

Average of FI 0.125 0.046 0.129 2.73 0.007 0.777 1.287

(Constant) 0.431 0.314 1.374 0.17

Average of CCC 0.145 0.098 0.081 1.474 0.141 0.673 1.487

Average of CPV 0.593 0.076 0.419 7.828 <.001 0.707 1.414

Average of FI 0.037 0.07 0.027 0.522 0.602 0.777 1.287

Source : Constructed by the author

1

 CS1. The function of the product 

meets my expectations.

CS3. The sportswear is my 

preferred choice for clothing.

 CS1. The function of the product 

meets my expectations.

CS2. I am satisfied with my 

decision to purchase the product.

1

1

1

Model Summary

b

ANOVA

a

Coefficients

a

Collinearity Statistics

Model

Model

CS2. I am satisfied with my 

decision to purchase the product.

1

CS3. The sportswear is my 

preferred choice for clothing.

1
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Figure : 4.18 : Histogram and Scatterplot of Regression Standardized Residuals for CS1, CS2 and CS3

Source : Constructed by the author
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expectations.
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Figure 4.19 : Research result on the Conceptual Framework

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

Source : Constructed by the author 
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Table 5.1: Summary of Research Hypotheses

Item Hypothese Result 

H1+ Consumer co-creation influences consumer satisfaction Positive

H2+ Consumer perceived value influences consumer satisfaction Positive

H3+ Fashion involvement influences consumer satisfaction Positive

Source : Constructed by the author 
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Focus group discuss     This focus group involves seven participants who have experience in apparel purchases in  Hong Kong. The primary objective is to explore the key factors influencing consumer  satisfaction and to gather insights on the co - creation experience within the appare l industry.  The discussion  aim s   to identify important elements that affect consumer perceptions and  interactions with apparel brands.     Date: 12 th   January   2025   Time: 15:00  - 16:00   Venue:  HKMA Tsim Sha Tsui Centre       

Name Gender Answers Signature

1 Please share your favourite apparel brands. Zara

2 When purchasing apparel, which factors do you 

consider most important?

Product Design, Material , Brand 

reputation 

3 Have your participated in the cocreation process of 

apparel purchase?  If so, please describe your 

experience.

No experience

4 Are you willing to participate the cocreation process 

with apparel brands?

Neutral, as prefer to purchase ready 

to wear items

5 Can you share an apparel purchase experience that you 

found satisfying?

- User friendly online purchase

- Efficient goods return service

1 Please share your favourite apparel brands. Zara

2 When purchasing apparel, which factors do you 

consider most important?

Product Design, Material , Brand 

reputation 

3 Have your participated in the cocreation process of 

apparel purchase?  If so, please describe your 

experience.

No experience

4 Are you willing to participate the cocreation process 

with apparel brands?

Willing to try

5 Can you share an apparel purchase experience that you 

found satisfying?

- Excellent online purchase plateform 

& goods pick up service in stores

- Additional customer service 

provided in stores

1 Please share your favourite apparel brands. Uniqlo

2 When purchasing apparel, which factors do you 

consider most important?

Product Design, Material , Brand 

reputation 

3 Have your participated in the cocreation process of 

apparel purchase?  If so, please describe your 

experience.

No experience

4 Are you willing to participate the cocreation process 

with apparel brands?

Willing to try

5 Can you share an apparel purchase experience that you 

found satisfying?

Positive customer service experience 

in stores

Questions

Jacky Male



J Y

Interviewees

Female Cherrie

Frebie Female
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Interviewees

Name |Gender]| Questions Answers Signature
Please share your favourite apparel brands. Adidas
When purchasing apparel, which factors do you Product Design, Material, Brand
consider most important? reputation
Have your participated in the cocreation process of No experience

Kathy | Fomale| |2PParelpurchase? Ifso, please describe your % g
experience.
Are you willing to participate the cocreation process Willng to try
with apparel brands?
Can you share an apparel purchase experience that you | Efficient online purchase system
found satisfying?
Please share your favourite apparel brands. New Balance
When purchasing apparel, which factors do you Product Design, Material , Price
consider most important?
Have your participated in the cocreation process of No experience

Lucas | Male apparel purchase? 1f so, please describe your
experience.
‘Are you willing to participate the cocreation process Willng to try
with apparel brands?
Can you share an apparel purchase experience that you | Convenitent goods return service
found satisfying? stores
Please share your favourite apparel brands. G2000
When purchasing apparel, which factors do you Product Design, Material , Price
consider most important?
Have your participated in the cocreation process of No experience

stove | Male apparel purchase? 1f so, please describe your
experience.
Are you willing to participate the cocreation process Neutral, as time consumption
with apparel brands?
Can you share an apparel purchase experience that you | Quality customer sevice i stores.
found satisfying?
Please share your favourite apparel brands. Uniglo
When purchasing apparel, which factors do you Product Design, Material , Price
consider most important?
Have your participated in the cocreation process of No experience )

Tommy| Mae apparel purchase? If so, please describe your fl <

experience.
Are you willing to participate the cocreation process Willng to try
with apparel brands?
Can you share an apparel purchase experence that you | Staff's product knowledge and
found satisfying? assitance
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Consumer Preferences in the Hong Kong Sportswear Market Survey   消費者對香港運動服裝市場的 喜 好調查     Hello!  I am a Master of Business Administration student at UWTSD, UK.  I am conducting a  study on consumer preferences in the sportswear market in Hong Kong for my  dissertation.  The objective of this research is to enhance our understanding of consumer satisfaction and  provide actionable recommendations to the sportswear industry in Hong Kong, enabling brands  to meet the needs and expectations of their consumers.     您好 !  感謝您參加本次問卷調查。   本人現正修讀英國   UWTSD 工商管理碩士課程   ,  我正 準備 一 份 關於消費者對香港運動服裝市場的偏好研究的畢業論文。本研究的目的是 加 強了解 消費者 對 香港運動服裝行業 的 滿意度，並向行業提供可行的建議，以 助 品牌 更 符 合 消費者的需求和期望。     This questionnaire consists of two sections and will take approximately 5 - 10 minutes to  complete:   •    Section 1: Please  circle the correct number that corresponds to your answer.   •    Section 2: Please tick the appropriate answer box.   本問卷由 兩 個部分組成，所需時間為 5 - 10 分鐘 :   •      第一部分：請圈出適當答案   •      第二部分：請在適當的答案畫上剔號     This survey is anonymous.    Please note that a ll information collected will be kept confidential  and used solely for academic research; it will not be disclosed publicly or used for commercial  purposes. Thank you very much for your cooperation!   此問 卷採取不記名的方式 填寫 。 所有收集的資訊將被保密 及 僅用 作 學術 研究 ,  不會對外 公開及作商業用途 ,  敬請 放心填寫 。 再次 感謝您的 協助 ！  


image88.emf
1

Strongly 

Disagree

2

Disagree

3

Neutral

4

Agree

5

Strongly

Agree

Consumer Co-creation 

   Information Seeking (

尋求資訊

)

I always ask the seller for information about the sportswear being offered.

我經常詢問賣家運動服裝的資料。

I always search for information on where to find sportswear.

我經常搜尋在哪裡可以找到運動服裝。

I often review product videos and product catalogues before purchasing sportswear.

我經常在購買運動服裝前瀏覽有關的產品視頻和產品目錄。

    Information Sharing (

分享資訊

)

I often explain to the seller what I want from the sportswear.

我經常在購買運動服裝前瀏覽有關的產品視頻和產品目錄。

I provide correct information to the seller about my sportswear preferences.

我經常向賣家解釋我對運動服裝的要求。

I always share my preferences to help create a product that meets my expectations.

我經常分享我的喜好，幫助製作符合我期望的運動服裝。

I often answer all the seller’s questions about the quality of the product.

我經常回答賣家所有關於運動服裝質量的問題。

Responsible Behaviour (

負責任的做法

)

I always share the information needed to get the sportswear I want.

我經常分享需要的資訊以獲取我想要的運動服裝。

I often complete all necessary actions, like following the ordering process and providing feedback on sportswear.

我經常完成全部必要的步驟，例如跟從訂購流程和提供有關運動服裝的反饋。

I always help improve sportswear by sharing my ideas and feedback.

我經常分享我的意見和反饋協助改善運動服裝。

I often follow the seller's instructions regarding the technical for using and maintenance sportswear

我經常跟從賣家提供的運動服裝使用說明和保養資訊。

Personal interactions (

互動交流

)

I was friendly to the seller and other consumers.

我對賣家和其他消費者很友善。

I was polite to the sellers and other consumers.

我有禮對待賣家和其他消費者。

I didn’t act rudely to the sellers and other consumers.

我不會對賣家和其他消費者做出無禮的行為。

Feedback (

意見回饋

)

I let the seller know if I have any useful ideas to improve product quality.

如果我有任何改善運動服裝產品質量的想法，我會告訴賣家。

I comment on the sportswear when I receive a good quality product.

當我收到質量好的運動服裝時，我會評論該產品。

I notify the seller when I have a problem with a sportswear.

如果我對運動服裝產品有欵問，我會告知賣家。

Advocacy (

擁戴

)

I always provide positive comments about products to others.

我總是提供運動服裝的正面評論予他人。

I always recommend products to others.

我總是推薦運動服裝產品予他人。

I always encourage friends and relatives to use sportswear.

我經常鼓勵朋友和家人使用運動服裝。

Helping (

幫助

)

I often assist other consumers if they need my help with the sportswear

我經常協助其他運動消費者。

I am willing to help other consumers if they seem to have a problem with sportswear.

我願意幫助對運動服裝有疑問的消費者。

I am willing to share experience with other consumers to help them use the sportswear product properly.

我願意與其他消費者分享正確使用運動服裝產品的經驗。

I am willing to give advice to other consumers regarding sportswear

我願意提供有關運動服裝的建議予其他消費者。

Tolerance (

容忍

)

I am willing to accept the product if it does not meet my expectations.

我願意接受不符合我要求的運動服裝產品。

I am willing to be patient if the seller makes a mistake with the delivery of sportswear.

我對賣家於運動服裝交貨出錯抱持耐心。

I am willing to wait if the sportswear takes longer to arrive than I expected.

即使運動服裝產品的到達時間超過我的預期，我仍願意等待。

Consumer Perceived Value (

消費者感知價值

)

The price of sportswear products aligns with their quality.

運動服裝產品的價格與其質量相符。

Using sportswear products enhances my image and status.

使用運動服裝產品提升我的形象和地位。

Using sportswear products generate positive feelings.

使用運動服裝產品為我帶來正面的感受。

Sportswear products meet my standards.

運動服裝產品符合我的標準。

Fashion Involvement (

時尚參與度

)

I usually have one or more sportswear outfits of the very latest style.

我通常會擁有一套或多套最新款式的運動服裝。

Dressing smartly is an important part of my life and activities.

穿著得體是我生活日常的重要部分。

I like to shop for clothes.

我喜歡購買服裝。

I like to think I’m a bit of a trendsetter

我認為自己有點時尚。

I’m shopping more at boutiques and specialty fashion stores for my clothing needs instead of department stores.

我愈來愈喜歡在精品店或時尚專賣店購買服裝，而不在百貨公司。

When I must choose between the two, I usually dress for fashion, not comfort.

當我必須在時尚與舒適之間選擇時，我通常會選擇前者

Customer Satisfaction (

顧客滿意度

)

Sportswear meets my expectations.

運動服裝符合我的期望。

I am satisfied with my decision to purchase the product.

我對購買運動服裝的決定感到滿意。

The sportswear is my preferred choice for clothing.

運動服裝是我的首選服飾。

I would recommend sportswear to others.

我會向他人推薦運動服裝。

I am extremely satisfied with the sportswear.

我對運動服裝非常滿意。
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