CHAPTER 3.0 RESEARCH AND METHODOLOGY
[bookmark: _Toc39597956][bookmark: _Toc39599864]3.0 INTRODUCTION
Chapter three seeks to gain understanding on the different pathways to conduct research by doing so the chapter will summarise the most favourable approach to achieve the overriding aim of this dissertation. The chapter will underpin the research that is being conducted, providing justification and clarity as to the methods selected with the purpose of achieving the following objective:
To investigate the correlation between consumer attitudes and awareness with consumer buying behaviour when purchasing fashion. 
[bookmark: _Toc39597957][bookmark: _Toc39599865]3.1 RESEARCH 
Research as defined by Saunders et al (2009) is a process conducted by individuals through a systematic approach to enhance their knowledge; therefore, data collected in this systematic way is logical and not based solely on beliefs (Ghauri & Grønhaug, 2005). Walliman (2005) underlines that research is not conducted without purpose, thus it is undergone in order to solve a problem (Ariola, 2006). 
[bookmark: _Toc39597958][bookmark: _Toc39599866]3.2 RESEARCH ONION
As shown in Figure 3.1 The research onion developed by Saunders et al (2009), is an illustrative model of data collection and data analysis. Broken down into stages it depicts the different pathways of research and can be utilised to develop an effective research strategy. The research onion will be used when conducting research for this dissertation in order to best ascertain the most suited methodology to achieve the objectives and frame the remainder of this chapter. 
[image: ]
Figure 3.1 The Research Onion. (Saunders, et al., 2009)
Table 3.1 depicts an overview of the approach that will be taken for this research, based upon the pathways presented in the Research Onion.
	Layer
	Approach

	Philosophy
	Positivist

	Approach
	Deductive

	Method
	Mono Method

	Strategy
	Survey 

	Time Horizon
	Cross-sectional

	Technique and Procedure
	Questionnaire 


Table 3.1 The Research Approach. (Authors own)
[bookmark: _Toc24817951][bookmark: _Toc39597959][bookmark: _Toc39599867]3.2.1 PHILOSOPHY
Research philosophy refers to the development of knowledge through the perpetuation of beliefs and assumptions (Saunders, et al., 2016; Saunders, et al., 2009). When undertaking research it is vital to remain mindful of the philosophical commitment made through the selection of research strategy as it impacts the understanding of the topic being researched  (Johson & Clark, 2006).
The research will adopt a positivist position, collecting data through a highly replicable (Gill & Johnson, 2002) quantitative method. Resulting in measurable observations, pertaining to social reality (Remenyi, et al., 1998), that can be analysed statistically, leading to the development of theory that could be tested by further research (Saunders, et al., 2009). There will be an element of an interpretivist philosophy through the collection of qualitative data from the questionnaire, allowing the researcher to gain opinions surrounding the topic and develop understanding on the behaviour gap.
[bookmark: _Toc24817952][bookmark: _Toc39597960][bookmark: _Toc39599868]3.2.2 RESEARCH APPROACH 
Three research approaches exist; a deductive approach is when you develop a research strategy to test theory often read in academic literature (Saunders, et al., 2016). Whereas an inductive approach occurs when you set about collecting data in order to build a theory (Saunders, et al., 2016). The third approach is abductive where data is collected to investigate a phenomenon, recognising common themes and patterns to update or produce a theory which is then tested through data collection (Saunders, et al., 2016).
The research will adopt a mostly deductive approach as it correlates with the research philosophy (Saunders, et al., 2009). The researcher will be collecting data in order to understand consumer buying behaviour and thereby testing theory relating to this topic; however, theory will be developed through the collection of qualitative data from the survey, whereby respondents can give their opinions surrounding their own buying behaviour requiring an element of an inductive approach.  
[bookmark: _Toc39597961][bookmark: _Toc39599869][bookmark: _Toc24817953]3.2.3 RESEARCH METHOD 
Research methods can be made up of quantitative and qualitative techniques (Saunders, et al., 2009). Qualitative techniques generate non-numerical data, exploring attitudes, behaviour and experiences attempting to gain in-depth opinions (Dawson, 2009). Contrarily quantitative research produces numerical data, such as percentages and numbers of consumers who are aware of a phenomenon or product (Proctor, 2005). 
The researcher is taking on a mono method approach, the primary research will be conducted via one single collection technique, relying on quantitative data obtained from a questionnaire (Saunders, et al., 2009). The research will be analysed through a triangulation method, referred to by theorists as the observation of research through the use of more than one perspective in order to build a more comprehensive understanding of a phenomenon (Carter, et al., 2014; Denscombe, 2010; Flick, et al., 2004). The data will be that of quantitative data obtained from the researchers own questionnaire, as well as the qualitative data simultaneously gathered from this questionnaire and secondary data compiled in the previous chapter.
[bookmark: _Toc39597962][bookmark: _Toc39599870]3.2.4 RESEARCH STRATEGY 
A research strategy is defined by Saunders et al (2016) as the approach designed by the researcher on how they will conduct their research to answer the proposed research question. It is important to note that no one approach is fundamentally superior to another (Saunders, et al., 2009) though it is vital that the selected strategy will illicit the research question being answered (Saunders, et al., 2009). Time, available resources, prior knowledge, philosophical underpinnings as well as the research question and objectives are all influential factors (Saunders, et al., 2009). 
The researcher will be employing the use of surveys. A survey enables the collection of a considerable amount of quantitative data (Saunders, et al., 2009). 
[bookmark: _Toc39597963][bookmark: _Toc39599871]3.2.5 TIME HORIZON 
Time horizon relates to whether research is conducted at one particular time or over a given period in time, otherwise known as cross-sectionally and longitudinally (Saunders, et al., 2009). Cross-sectional occurs when a phenomenon is studied at one period in time (Saunders, et al., 2009), which due to the time constraints of this research paper is what the researcher will be bound to. 
[bookmark: _Toc39597964][bookmark: _Toc39599872]3.2.6 TECHNIQUE AND PROCEDURE 
This study looks to utilise the technique of questionnaires. The use of a questionnaire will be adopted to collect quantitative data to be used for statistical analysis in order to test theory surrounding consumer buying behaviour. 
[bookmark: _Toc24817954][bookmark: _Toc39597965][bookmark: _Toc39599873]3.3 SAMPLE 
When conducting research, it is impractical to research a whole population due to the size, hence samples are adopted in order to find a relative representative of the population (Saunders, et al., 2009). The research is looking to investigate 18-25-year-old females therefore, a purposive sample, which is a non-probability sample, due to the fact the researcher selects the respondents (Saunders, et al., 2009) is most suitable to fulfil the research objectives. 
[bookmark: _Toc24817955][bookmark: _Toc39597966][bookmark: _Toc39599874]3.4 DATA COLLECTION METHODS AND ANALYSIS
[bookmark: _Toc39597967][bookmark: _Toc39599875]As previously stated this dissertation will use a mono method. Employing quantitative methods of research along with industry statistics at the researcher’s disposal. Analysis will take place via software packages SPSS and NVivo and triangulated to reach more logical findings. 
3.4.1 QUESTIONNAIRE DESIGN 
The questionnaire has been created through the use of Google forms, an online survey software that allows for complete anonymity from respondents. Online deliverance allows for a more considerable reach mitigating the time constraints of this dissertation and allows for a suitable sample of respondents to be achieved.  
	Question
	Answers
	Relation to Chapter two

	Q2. What is the nature of your occupation?
	· Student 
· Full-time work 
· Part-time work 
· Unemployed 
· Other…
	Provides an indication into the financial background of respondents, it has been argued fast fashion and unethical consumption can be linked to lower income (O'Connell, 2020; House of Commons, 2019; Summers, 2016).

	Q3. Would you consider yourself ethically/environmentally aware?
	· Yes, I am ethically aware
· No, I am not ethically aware
· Yes, I am environmentally aware
· No, I am not environmentally aware
· I am ethically and environmentally aware
· I am neither ethically nor environmentally aware
	Recently there has been an increase in ethical and environmental awareness, though consumption behaviour reflecting this is not guaranteed (Wiederhold & Martinez, 2018).

	Q4. Are you aware of which shops are considered ethical?
	· Yes
· No

	Ethical consumption is a growing trend (Wiederhold & Martinez, 2018). Gathers information on whether the general awareness translates knowledge in regard to fashion houses (Peattie, 2001).

	Q5. Which of the following would you consider to be ethically/environmentally friendly fashion consumption? Please tick all that apply.
	· Fast-fashion retailers (Asos, Boohoo, Missguided) 
· Slow-fashion brands (Tala, Raeburn) 
· Charity/Vintage Shops
· Resale websites (Depop, Ebay)
· Supermarkets
· Outlet shops 
· High street shops (Topshop, River Island)
	Gives an indication to the knowledge of consumers  about sustainable choices (Harrison, et al., 2005; Gordon & Hill, 2015; Bly, et al., 2015) which can be compared with later questions relating to consumption habits to see the link between awareness and behaviour (Wiederhold & Martinez, 2018; Vermeir & Verbeke, 2008; Peattie, 2001).

	Q6. Do you know how to find accurate information regarding sustainable fashion 
	· Yes 
· No 
· I have never looked 
	Highlights whether consumers know how to find the information linking awareness and behaviour (Wiederhold & Martinez, 2018) also provides a basis for possible recommendations regarding the transparency from organisations about sustainable processes as greenwashing is rife. 

	Q7. I avoid certain shops as a result of negative sustainability issues surrounding them.
	· Strongly Agree
· Agree
· Neither agree nor disagree
· Disagree
· Strongly disagree 
	Highlights theory that social value and emotional value shapes buying behaviour (BSR, 2012; Sheth, et al., 1991) similarly the attitude behaviour context suggests negative attitudes would have a complementary behaviour (Peattie, 2010; Fielding, et al., 2008; Stern, et al., 1995).

	Q8. How many individual items of clothing did you purchase on average in the last year?
	· 0-10 
· 11-20
· 21-30
· 31-40
· 41-50
· 51-60
· 61-70
· 71+
	Consumer appetite is one of the biggest issues causing mass production and mass consumption. (Bradshaw, 2019; WRAP, 2017; Goworek, 2011; Niinimaki, 2010; Mayell, 2004). 

	Q9. How many of those items do you still own?
	· All of them 
· Half of them 
· Fewer than half 
· None of them 
· Other…
	To gain an understanding on the consumption patterns of consumers and the throwaway culture common in fashion (Bianchi & Birtwistle, 2011; Birtwistle & Moore, 2007).

	Q10. Have you ever brought multiple items of the same clothes in different sizes knowing it is easy to return items when purchasing online?
	· Yes
· No
· On occasion 
	High levels of clothes returned to online brands are sent to landfill instead of being resold (Vasil, 2019)

	Q11. Would you describe yourself as someone who keeps up with fashion trends?
	· Yes 
· No 
· Other… 
	Fast fashion encourages the desire to remain in trend (House of Commons, 2019).

	Q12. When purchasing clothing which factors are most important to you?
	· Price
· Brand name 
· Promotion/ offers
· Fashionability/ trend 
· Quality 
· Sustainability/ environment
· Comfort
· Fabric Type/ feel 
· Social influence 
· Other…
	Ethical consumption is often driven by a variety of factors (Summers, 2016; Harrison, et al., 2005; Carrigan, et al., 2004; Cooper-Martin & Holbrook, 1993). Whereas, unsustainable behaviour is motivated by aesthetics (Ertekin & Atik, 2015; Holbrook & Hirschmann, 1982). 

	Q13. Do your personal values and morals have an impact on the purchases you make?
	· Yes
· No 
· Other…
	Values are a commonly considered when purchasing ethically (Groening, et al., 2018; Long & Schiffman, 2000).

	Q14. Where do you normally shop?
	· High street shops
· Online retailers
· Charity/vintage shops
· Department shops 
· Independent retailers 
· Outlets 
· High end/ luxury shops 
· Sustainable brands 
· Supermarkets
· Other…
	For identification of which is the preferred model of fashion, fast or slow (House of Commons, 2019; SFF, 2019; Defra, 2008) . To gather an indication on the shopping habits to draw a relationship between attitude and behaviour. 

	Q15. Typically, how long do you keep clothes?
	· 0-3 months
· 4-7 months 
· 8-11 months 
· 12+ months
· Other…
	Highlights the consumption patterns of consumers and shows the product life cycle of clothing (Bianchi & Birtwistle, 2011; Defra, 2008; Birtwistle & Moore, 2007).

	Q16. Do you buy clothing to fit an occasion 
	· Yes 
· No 
· Other…
	Gives an insight into consumption patterns and highlights factors for over consumption driven by fast fashion retailers that encourage impulse buying (Foroohar & Stabe, 2005; McAfee, et al., 2004).

	Q17. How do you discard of unwanted clothing?
	· Clothing bins 
· Charity shops 
· Resale websites
· General waste 
· Garment collection schemes 
	Gives an insight into ethical consumption patterns (Gordon & Hill, 2015). If consumers are concerned about what happens after consumption as the post-purchase component of consumer behaviour is important to analyse (Jacoby, et al., 1977) and important to the sustainability of the industry.

	Q18. What do you think would increase your consumption of ethical clothing?
	
	Gather an understanding of what consumers think prevents them from consuming sustainably. Therefore, demonstrates the factors resulting in an attitude-behaviour gap.

	Q19. Do you follow any influencers on social media?

Q20. If yes do you trust their opinions?

Q21. Do the influencers you follow discuss sustainable fashion or promote ethical brands?
	· Yes 
· No

· Yes 
· No

· Yes, often
· Occasionally 
· Rarely
· No 
	Social media has a compelling effect on consumer behaviour, important to understand how much consumers consult influencers before purchases and if any of this content is sustainable or mostly that of fast fashion brands (Djafarova & Rushworth, 2017; Sudha & Sheena, 2017).


Table 3.2 Questionnaire Matrix. (Authors own)
The questionnaire compiles 21 questions. The majority of the questions are close ended (Fink, 2013) multiple choice, which are beneficial in obtaining data quickly and easily as well as producing comparable data (Saunders, et al., 2015). The questionnaire compiles different styles of questions, such as, list questions, rating questions and category questions, acquiring valuable data pertaining to behaviour (Saunders, et al., 2015). There is also an open-ended question gaining qualitative data, allowing respondents to offer an opinion uninfluenced by observer bias (Foddy, 1993) resulting in more spontaneity from respondents (Reja, et al., 2003).
See Appendix 1 for the distributed questionnaire. 
[bookmark: _Toc39597968][bookmark: _Toc39599876]3.4.2 PILOT STUDY 
Before distributing the questionnaire, the researcher piloted it among peers to gauge its suitability and clarity. A pilot questionnaire is carried out in order to test reliability and validity (Brace, 2008) preliminary to the future research, a small sample quantitative study is conducted for exploratory purposes and to shape the future research (Connelly, 2008; Polit & Hungler, 2003).
[bookmark: _Toc24817956][bookmark: _Toc39597970][bookmark: _Toc39599878]3.5 LIMITATIONS
Cost and time are two factors that pose a limitation to this project. Due to the deadline of this dissertation there is a limitation in regard to the collection of primary research as this is a timely process, particularly the analysis of such data. A Gantt Chart will be utilised to ensure a timely completion of the project. Furthermore, there is no budget for this dissertation which limits the research that can be collected. 
Coronavirus has presented the biggest limitation to this research project and as such the research plan has had to change. Initially the researcher sought to carry out a mixed method approach; however, as a result of Covid-19 and the difficulties that it has presented interviews have not taken place. With that being said the sole use of questionnaires has been sufficient as it has provided plentiful amounts of data both quantitative and qualitative in nature. 
[bookmark: _Toc24817957][bookmark: _Toc39597971][bookmark: _Toc39599879]3.6 ETHICAL CONSIDERATIONS
We are morally obligated to be ethically considerate; this is paramount when conducting primary research. As stated by Saunders et al (2009) the collection of data should not cause harm or present any risk to participants; therefore, any research carried out for this dissertation will meticulously adhere to ethical regulations and practices, supported by an ethics document. 
There are minimal ethical risks that could arise from this research as the population used for primary research will not be that of a vulnerable nature. Participants will be between the ages of 18 and 25 and participation is completely voluntary, all data that is collected will be anonymous and stored on a password protected computer. 
[bookmark: _Toc24817958][bookmark: _Toc39597972][bookmark: _Toc39599880]3.7 RELIABILITY AND VALIDITY 
Reliability and validity are two important facets of research. Reliability refers to the consistency of research, in other words can the research be replicated, yielding consistent findings (McAvoy & Brace, 2017; Saunders, et al., 2009). Reliability faces four threats, participant, error and bias as well as observer error and bias (Robson, 2002). Reliability of the research will be ensured through the deliverance of a theoretically underpinned questionnaire so to limit observer bias. Additionally, the range of questions allows for a more honest questionnaire as respondents can offer their true opinions which is also helped through the promise of anonymity. Validity is concerned with whether the research question is being fulfilled (McAvoy & Brace, 2017). The validity of research is being ensured through the thorough review of existing literature to assist in the design of the questionnaire thereby ensuring that the questions being asked are relevant and that the research question is being answered. 
[bookmark: _Toc39597973][bookmark: _Toc39599881]3.8 CONCLUSION
To conclude, chapter three has explored the theory of research methodology and ascertained the most suited approach. Chapter four will collect and analyse the primary research collected by the researcher. 
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