


Research Proposal



The Influence of International Strategies on Consumer Purchasing Behaviour in Apparel Retail Industry in Romania and the UK





Student name: Nicoleta Mirela Iliescu
Student Number: 1910351
Supervisor: Dr Hossein Shokri
Submission Date: 26 October 2020
Table of Contents
Working Title	1
Purpose of research	1
Research Objectives:	1
Literature Review/Problem Definition:	2
Research Questions:	3
Research Design	4
Overall Aproach:	4
Type of Investigation:	4
Quality Considerations:	5
Ethical Consideration:	6
References	7
Appendices	8
Appendix 1:	8
Appendix 2	9
Appendix 3	9

 

Working Title
The Influence of International Strategies on Consumer Purchasing Behaviour in Apparel Retail Industry in Romania and the UK.
Purpose of research
The purpose of this study is to explore the influence of international strategies on consumer behaviour on Apparel Retail Industry in Romania and UK. According to Marketline the apparel retail industry consists of outerwear, essentials, casual wear and formal wear clothing for women, men and children, baby and todler clothing, toddler clothing and excludes some specific sports clothing. It is very important that international fashion companies to improve their strategies to strengthen their competitive advantage while maintaining high customer satisfaction and increase their loyal clients base. This research will critically analyse the applicable international strategies used by the companies in apparel retail industry and their influence on customer purchasing behaviour of two european markets through both theoretical and empirical analyses.
Research Objectives: 
This study aims to examine the influences of international strategies on consumer satisfaction and to find and analyse the most relevant, from a shopper satisfaction point of view, international strategy in the Romania and UK retail apparel market.
The objectives of this research are outlined below:
Concluding a literature review to show the relevant theories and literature related to international strategies and consumer purchasing behaviour
Analyzing and comparing different international strategies of few important players within fashion industry in Europe
Evaluating these data to find the influence of these strategies on consumer satisfaction in apparel retail market in Europe, more specifically in UK and Romania.
Identyfing the most relevant international strategy from customers satisfaction point of view and if international strategy is the best strategy in this industry
Concluding this study and making sugestions which might help companies in deciding the best international strategy
Establishing an area for further research
Literature Review/Problem Definition:
This paper topic was influenced by the lack of researches focused on examining the buyer behavior of some apparel retail international companies in Europe , specifically in Romania and UK. Multinational enterprises (MNE) have great opportunities to increase their market share within the european fashion. However within the fashion industry there is significant competition, which requires companies to recognise and fulfil consumer needs. On the other hand, when MNE move into a new teritory or they try to expand in a known market  , they have to establish their international strategy, which will determine the company behaviour on the chosen market. European fashion industry experienced weak growth in the recent years but the performance of the fashion industry is forecast to accelerate in the next five-year period 2018 – 2023. Also nowadays consumers demand roughly four times the amount of clothing comparing with 1980s. This development shows how fast moving the industry operates and how driven are the consumers regarding the apparel retail industry .
According to Daniels, et al  in the current market four main genereic strategies used by the companies could be identified. As shown in Figure 1, these strategies are: global standardization strategy, transnational strategy, international strategy and localization strategy. Usually the companies implement an international strategy “when they leverage core competencies around the globe in an industry marked by low pressure for global integration and local responsiveness” . Appendix 1 shows the characteristic of each strategy.Figure 1 shows the market conditions where each of these strategies is most applicable.


Source: Hill 
There are different definitions of consumer buying behaviour and researchers had different definitions of this notion from different perspectives However according to Burnett  consumer behavior refers to those buyers who are purchasing products for personal, family, or group use. Consumer behavior could be defined as the combination of efforts and results related to the consumer's need to solve problems. Another definition of customer behaviour represents all the activities of individuals, groups or organisations to choose and purchase products, services and ideas. Consumers’ buying behaviour is primarly influenced by social, cultural, psychological , personal factors. The cultural factors have the deepest and largest influence . Appendix 2 shows in details how these factors could influence the buying decision process.

Research Questions:
This research will firstly focus on questions regarding consumer understanding and their association with some major companies in the fashion industry. According to Marketline , fast fashion is a new trend within this industry where Primark is a leader on the British high street. Also there is a growing popularity of online shopping and companies like ASOS and Bohoo had a strong growth on the UK market. Europe is the home of two widely known fast fashion players like H&M and Inditex (mainly through Zara, Pull & Bear, Bershka, Stradivarius). The research questions will mainly focus on these companies which are popular in all European countries.In the following some question samples are provided:
What is the order of  the outlined factors, when you make a choice on a clothing brand: Price, look, quality, customer services, promotions, brand, trendy, distance ?
Do yo prefer online or in store shopping?
Is the brand image important to you? Choice of answers yes,  no, whatever
Are you interested in fashion? Choice of answers yes, no, whatever
Which of the following brands are in line with your tastes? Choice of answers : Zara, H&M, Next, ASOS etc
Which of the following brands do you prefer? Multiple choice of answers
Do you prefer luxury brands or fast fashion and cheap brands?
Are your sociocultural factors affecting your shopping behaviour? 
Research Design
Overall Aproach:
Business and management research engages the undertaking of a systematic study to detect things in a transdisciplinary mode and this research engage both practice and theory . Generally, academic research is a multi-stage process, and distinct types of approaches could be used in this process. The deductive approach will be used in this academic paper for theory development. The deductive approach could be defined as a “primary form of valid reasoning, which starts with a hypothesis or general statement and examines the possibilities to attain a logical and specific conclusion” . Here a number of research question will be developed and applied by the researcher, and then the research strategy will be designed to examine the answers. Access is a critical aspect for the handling of the research. The key elements of what the researchers choose to analyze and how will conduct the research, are sufficiency and feasibility. The required and necessary data could be acquired in different ways such as traditional access and internet mediated access. All type of acceses are associated with distinctive concerns that may affect the analyst capability to obtain valid, suitable and high quality data . In the process of this study , both traditional access and internet access will be used. For instance, questionnaires in hard copy format will be given to participants and others questionnaires will be sent and accessed online. This will help to increase the Romanian and British people participation in research and enable the researcher to access bigger and better data sources. Thus, this research will use both primary and secondary data to answer the question and find a feasible solution to the problem raised. The primary data will be gathered through face-to-face questionnaires and internet questionnaires, which are created exclusively for this research. Secondary data will be obtained from multiple several sources like academic journals, market research papers, magazines, websites and government reports.
Type of Investigation:

In the process of a research study scholars can use two main research methods qualitative and quantitative. Quantitative research is a numerical-oriented and structured method of gathering and analysing data obtained from various sources. The quantitative research is an accurate and reliable measurement method to test different hypotheses and answer the raised questions. Qualitative research could be defined as a social science or behavioral research, where the analyst explores the processes which affect human behaviour by applying exploratory techniques such as interviews, case studies, surveys, and other rather personal methods. . Appendix 3 shows the differences between qaulitative and quantitative research. Actually, a large number of researchers’ designs in the business field are inclined to combine both qualitative and quantitative data, and this is called a mixed method . In this study the quantitative research method will be used in order to obtain and analyse numerical data from different primary and secondary sources. This method is suitable for the aims and objectives of the study and will help the analyst to establish and gather the required quality research in an appropriate time frame.
The quantitative research method is generally associated with the survey research strategies. In this dissertation project the researcher will use the survey strategy . This is usually associated with the deductive approach. This strategy is quite common and very popular and it is the most frequently used strategy in business and management research. This survey strategy will use questionnaires as these are quite popular and are suitable to seek explanation, to collect consistent data (in the more economical way) from a sizeable population. They will also provide the necessary data for testing hypotheses and answer questions raised . Thus, a questionnaire based  strategy will be applied in this project as will help the analyst to explore the factors influencing the customer behaviour in an easy and cost-effective way.
In order to specify the eligibility of subjects for a particular study, all experimental, observational and qualitative research strategies related to human subjects demand a clear definition of the study sample community or population. Most important, a more accurate and carefully designed the reasearch sample population, the more enhanced will be the validity of the completed research. There are two types of different sampling tehniques: probability sampling and non-probability sampling. In this particular project will be using the probability sampling technique based on a systematic random as the data accessed will be easily accessible, accurate,  in a suitable size and relatively low cost. The data will be collected from high street shopping customers in two big cities London and Bucharest and via email.  


Quality Considerations:

Data quality issues could arise by using a questionnaire-based survey strategy in the process of this research. The analyst will gather the data from both internet and face-to-face questionnaires, therefore the data validity and reliability could be effectively managed. The researcher has conducted a comprehensive assessment to select the topic for the dissertation and made sure there is not any bias of past studies. It is relatively a challenging and new area in consumer behaviour context linked to a company international strayegy, hence the collected data should be reliable and valid. Also a consistent internal quality control will be applied to ensure that by using different strategies and methods, which have been already fully validated and documented, quality data will be produced.
Ethical Consideration:
Ethics and access are the two main important aspects of any research paper. The scholars define research ethics as “the standards of behaviour that guide your conduct in relation to the rights of those who become the subject of your work or are affected by it”. These two aspects should be considered by the researchers should consider these for their entire duration of their research. Also the researcher should consider different ethical consideration about a research project such as the anonymity of participants, confidentiality of data, management and analysis of collected data, and reporting of findings. The development and progression of this research will be based on an ethically correct behaviour, which considers all aspects related to research participants (for example anonymity and confidentiality), data findings, reporting, referencing and interpreting. 
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Appendix 1: 
Characteristics of the Strategy types used by MNE



Source: Daniels, et al 







Appendix 2
Factors which influence the buyer decision
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Appendix 3
Differences between quantitative and qualitative research

Source: Lovely Professional University 
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International Strategy
Leverage core competencies
and home country
innovations into competitive
positions abroad.

Concentrated; value
activities are set and
directed by the home
office.

Centralized coordination
processes as parent retains
control of value actiities to
apply, regulate, and protect
core competences.

Faciltates the transfer of
skills and expertise from
the parent company to
international units.

Centralizing the value chain
in the home country often
‘weakens configuration
efficiency and coordination
flexioilty.

Pressure for global
integration: low. Pressure for
national responsiveness: low.
Kraft, Google, P&G, Nucor,

Harley Davidson, Baidu,
Apple, Carrefour

Multidomestic Strategy

Differentiate products
0 respond to national
differences in customer
preferences, industry
characteristics, or
government reguiation.

Dispersed; subsidiaries
command discretion to
adapt value activities to local
conditions.

Subsidiaries operate quasi-
independently. Autonomy lets
them adapt activity to local
marketplace circumstances.

Reduced need for central
support to manage local
activities. Greater sensitiity
to local preferences.
Encourages “mini-me”
phenomenon that replicates
value activities across
subsidiaries.

Pressure for global
integration: low. Pressure for
national responsiveness: high.

Unilever, Nestle, Heinz, The
Body Shop, McDonald's,
Johnson & Johnson, Plizer,
Embraer, Ranbaxy

Global Strategy

Target universal needs or
wants that support selling
standardized products
worldwide. Emphasize
volume, cost minimization,
and efficiency.

Concentrated; value chain
configuration exploits location
‘economics.

Industry pressures to
maximize standardization
and contain costs require
coordinating value activities
operations from a global
perspective.

Make low-cost, high-quality
products that differ itle,
but appeal to consumers
worldwide.

Reduced leamning
opportunities given the
dominance of global
standard. Requires rigorous
coordination to regulate global
matrix of inputs and outputs.

Pressure for global
integration: high. Pressure for
national responsiveness: low.

Toyota, Canon, Haier, Texas
Instruments, Caterpillar,
Cemex, Infosys, Walmart,
Huawei, Haier, LVMH,
American Express, Nokia,
Cisco.

Transnational Strategy

Simutaneously manage the
tensions of global integration
and local differentiation in
ways that leverage specialized
knowledge and promote
worldwide learning.

Concentrated to tap location
‘economies. Dispersed,
‘subject to minimum efficiency
standards, to meet local
preferences.

Simultaneous goal of
integration and responsiveness
calls for sharing coordination
between headquarters or
‘subsidiaries.

Supports efficiency, compels
effectiveness, and leverages
learning that drives innovations
through units worldwide.

Requires elaborate
mechanisms to integrate
dispersed operations.
Difficult to configure, tough
to coordinate, and prone to
performance shortfalls.

Pressure for global integration:
high. Pressure for national
responsiveness: high

GE, Tata, Zara, IBM




image4.png
Social Factors
* Reference

Cultural Factors
= Culture

= Subculture Buying Decision Process Groups
= Social Class ~A = Family
t = Roles &

status

Problem Recognition

Information Search

v

Identification & Evaluation of
Alternatives

v

Personal Factors Purchase decision Psychological
= Age A Factors

= Occupation = Motivation
= Lifestyle Post Purchase Behaviour Perception

.
= Learning
= Attitude

= Personality





image5.png
Qualitative Research

Quantitative Research

Main techniques
used for data
collection

Kinds of
questions asked

Interviewer’s role

Questions asked

Number of
interviews

Nature of
findings

Focus groups and in-depth interviews

Why? Through what thought process?
In what way? What other behaviour or
thoughts?

Interviewer must think carefully and
quickly frame questions and probes in
response to whatever respondents say.
Highly trained professionals required

Position of questions may vary in
sequence and phrasing from group to
group and in different interviews. New
questions are included and old ones
dropped

Fewer interviews but the duration of
each interview is more

Develop a hypothesis, gain insight,
explore language options, refine
concepts, add numerical data, provide
diagnostic for advertising copy

Surveys and scientific sampling

How much? How many?

Critical role is important, but
interviewers need only be able to read
scripts. They should not improvise or
deviate. Little training needed,
responsible personnel are most suitable

No variation. Must be the question for
each interview. Sequence and phrasing
of questions must be carefully
controlled.

Many interviews to ascertain scientific
sample that is worth projecting

Test hypothesis, arrange factors
according to priority, furnish data for
mathematical modelling and
projections





image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





