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ABSTRACT

This study contributes to the growing body of literature of the consumer behaviour of
ethnic minorities in the UK. The current study investigates the role of social influences
in explaining consumer behaviour of a specific ethnic minority group in the UK (i.e.
British Muslims) in a specific product context (i.e. clothing). Specifically, this study
examines the relationship of susceptibility to interpersonal influence as an intervening
variable between the selected clothing benefits sought variables (i.e. uniqueness,
conformity, self congruity, and modesty) and status consumption in the context of
clothing. This study also investigates moderating roles of individual differences (i.e.
religiosity, acculturation and ethnic identity) on these relationships.

This study focuses on clothing choices among relatively young British Muslims aged
between 18 and 30 years old. This study had two phases of data collection: firstly, a
qualitative phase which involved a focus group and interview methods; and secondly, a
quantitative phase, which was implemented via a survey questionnaire. Data for the
present study was collected through web based and drop off questionnaires. Two
hundred and twenty-two completed questionnaires were received and analysed using
Structural Equation Modelling (SEM).

The findings reveal that susceptibility to interpersonal influence is significantly
predicted by clothing benefits sought, which are: uniqueness, conformity, self congruity
and modesty. The findings also show that susceptibility to interpersonal influence
predicts status consumption. The moderating effects of individual differences (i.e.
religiosity, acculturation and ethnic identity) results suggest that an individual’s level of
religiosity and acculturation moderate the relationship between selected clothing
benefits sought variables (i.e. uniqueness, conformity, self congruity and modesty) and
susceptibility to interpersonal influence, and also moderate the relationship between
susceptibility to interpersonal influence and status consumption. However, an
individual’s strength of ethnic identity does not moderate these relationships.

Overall, the findings of the study generate numerous implications for theorists and
practitioners, such implications being qualified by the limitations of the research.

Keywords: British Muslim, Ethnic Minority, Clothing Benefits Sought, Susceptibility
to Interpersonal Influence, Status Consumption, Religiosity, Acculturation, Ethnic
Identity, Structural Equation Modelling.
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Chapter One
Introduction and Research

Background




1.1 Introduction

This research project aims to investigate the role of social influences in explaining
consumer behaviour of a specific ethnic minority group in the UK (i.e. British Muslims)
in a specific product context (i.e. clothing). Many have called for an understanding of
ethnic minority subcultures and the associated cultural dimension for marketing (e.g.
Burton, 2000, Penaloza and Gilly, 1999, Costa and Bamossy, 1995). This research
project aims to contribute towards a growing body of literature focusing on exploring
the consumer behaviour of ethnic minorities in the UK (e.g. Jamal, 2003, Lindridge,
2010, Sekhon and Szmigin, 2005).

This chapter introduces the reader to the context of this research. The chapter is divided
into nine sections. Section 1.2 provides an overview of the context of this research.
Following this, Section 1.3 presents the motivation and rationale of research for
conducting this study. Then, Sections 1.4 and 1.5 describe the research questions of the
study and research objectives, respectively. In Sections 1.6 and 1.7, the study’s research
methodology is explained and the contributions of the study are considered. Section 1.8

presents the structure of this thesis and, finally, Section 1.9 concludes the chapter.

1.2 Research Context
1.2.1 Social Influence and Consumer Behaviour

The central focus of this research is the notion of social influence, which is defined as
change in an individual’s thoughts, feelings, attitudes, or behaviours that results from
interaction with another individual or group (Rashotte, 2007). In the consumer
behaviour literature, the relevance of social influence in consumer behaviour is well
established (e.g. Bearden and Etzel, 1982, Mangleburg et al., 2004, Burnkrant and
Cousineau, 1975). The conclusion from this previous research demonstrates that
consumer behaviours, such as brand preferences (Stafford, 1966), purchase decisions

(Bearden and Etzel, 1982), shopping behaviour (Mangleburg et al., 2004), product



evaluations (Burnkrant and Cousineau, 1975) and investment decisions (Hoffmann and
Broekhuizen, 2009), are subjected to influences from various people including family

members, friends, or even celebrities that an individual aspires to belong to.

Maslow’s hierarchy of needs is a theoretical framework which is relevant to explaining
the effects of social influence on consumer behaviour. This theory argues that
individuals have a need for love, affection, belonging, and affection (Schiffman and
Kanuk, 2007); hence, individuals tend to associate themselves with a particular group
and may change their purchasing behaviour under the influence of this group.
Furthermore, Festinger's (1954) theory of social comparison is also relevant to this
research project because it argues that there is a drive within individuals to look to
outside images in order to evaluate their own opinions and abilities. In addition, Jones
and Gerard (1967), cited in Moschis (1976), proposed that the motivation for social
comparison leads the individual to be more likely to compare themselves with an
individual or group who are at about the same level on given attributes than to compare
themselves with an individual who is either greatly superior to or greatly inferior to
oneself. The Theory of Reasoned Action (TORA) is another relevant framework in
explaining the effects of social influences. The TORA specifies that an individual’s
behavioural intentions (i.e. with regard to the purchase of product or service) may be
influenced not only by one’s own attitude about a product but also on their motivation

to comply with the wishes of others (Ajzen and Fishbein, 1980).

Social influence in the consumer context is often referred to as reference group
influence. A reference group is defined as a person or a group of people that can
significantly influence one’s behaviour (Bearden and Etzel, 1982). Reference groups
may also include groups to which a person actually belongs, to which he aspires to
belong to, or dissociative groups to which he aspires not to belong (Stafford, 1966).
Reference groups serve as frames of reference for individuals in their purchase or
consumption decisions (Schiffman and Kanuk, 2007). Through reference groups a
person is exposed to new behaviour, and lifestyle which influences the person’s
attitudes and create pressures to conform that may affect the person’s buying behaviour.

Group membership involves the individuals in the acceptance of a degree of conformity,



and the group itself evolves norms of behaviour which specify the ideal actions to which

members should conform (Evans et al., 2009).

People differ in their responses to social influence. Some individuals are naturally more
inclined to social influence than others. The extent to which social information affects
consumers’ decisions depends on their susceptibility to interpersonal influence.
Susceptibility to interpersonal influence is defined as the need to identify or enhance
one’s image with those of significant others through the acquisition and use of products
and brands, the willingness to conform to the expectations of others regarding purchase
decisions, and the tendency to learn about products and brands by observing others and
seeking information from others (Bearden et al., 1989). Susceptibility to interpersonal
influence has been conceptualised into two dimensions: normative influence (which
relates to how much people change to meet the expectations of others) and
informational influence (which relates to how much people look to others for
information) (e.g. Bearden et al., 1989, D'Rozario, 2001, Bearden et al., 1990).

Previous studies of existing consumer susceptibility to interpersonal influence have
focused on products such as cars (Bearden and Rose, 1990), mobile phones (Yang et al.,
2007), investments (Hoffmann and Broekhuizen, 2009) and drinks (i.e. beers) (Kropp et
al., 1999, Kropp et al., 2005). With a few exceptions (Mangleburg et al., 2004, Batra et
al., 2001), little research exists which explores the relevance of consumer susceptibility
to interpersonal influence when shopping for clothing (which represents a socially
conspicuous product category) (Bearden and Etzel, 1982). Hence, this research focuses
on clothing as a useful context for investigating the relevance of susceptibility to
interpersonal influence in consumer behaviour. This is mainly because as human beings
we belong to some groups and we may express our affiliation through many methods,
including the clothing we wear (Forney and Rabolt, 1986, Eicher and Sumberg, 1995).
Clothing is useful in providing information to others (Kefgen and Touchie-Specht,
1986) and it can make a statement about an individual’s personal and social identities
(Chattalas and Harper, 2007) to others. As such, consumers’ clothing choices are more
likely to be influenced by other people (Leigh and Gabel, 1992, Bearden and Etzel,
1982).



Prior research also suggests that consumer susceptibility to interpersonal influence is
determined by several factors, such as: tendency to conform (Clark and Goldsmith,
2005), attention to social comparison (Bearden et al., 1990), values (Kropp et al., 2005,
Batra et al., 2001) and cultural orientation (Mourali et al., 2005). However, none of
these studies have addressed clothing benefits sought as an antecedent of consumer
susceptibility to interpersonal influence. Clothing benefits sought reflects the outcomes
that clothing attributes may provide (Park and Sullivan, 2009, Kinley, 2010) that satisfy
consumer needs (Foxall et al.,, 1998, Sheth et al.,, 1991). Consumers may adopt or
purchase certain clothing for its symbolic meaning (Levy, 1959) as a means of
conveying certain attributes of the self to others given that clothing is high in visual
display and indicates something about the user (Holman, 1980). As such, the variety of
benefits that a consumer seeks from clothing, which may reflect the wearer’s identity,
may explain an individual’s tendency to be susceptible to interpersonal influence.
Therefore, this study fills the gap in the existing literature by identifying four selected
clothing benefits sought; uniqueness, conformity, self congruity and modesty, as
determinants of consumer susceptibility to interpersonal influence in the context of

shopping for clothing.

In addition, the impact of consumer susceptibility to interpersonal influence on different
groups of consumers has also been explored in the previous studies, such as students
and housewives (Park and Lessig, 1977), teenagers (Mangleburg et al., 2004) and
children (Bachmann et al., 1993). Furthermore, most of the previous research is North
American in origin and application. To date, little research has been conducted in a
specific subcultural context in which interpersonal influences make sense for
consumers. Worldwide immigration patterns of recent decades have led to the creation
of large ethnic minority subcultures in a number of Western countries (Cui, 1997,
Jamal, 2003). In the UK, the ethnic minority community is diverse and the key ethnic
minority groups (e.g. Indians, Pakistanis and etc.) originate from collectivist cultures,
such as India and Pakistan (Jamal, 2003, see also Hofstede, 1981). People brought up
and raised in a collectivist cultural environment are likely to be more affected by
significant others (Hofstede, 1981, Mourali et al., 2005) when making clothing choices.

Therefore, this research explores the role played by consumer susceptibility to



interpersonal influence on buying behaviour of clothes among one of the fastest
growing ethnic subculture in the UK, which is British Muslims. The next section

discusses the significance of studying ethnic subculture consumers in the UK.

1.2.2 The Significance of Studying Ethnic Subculture Consumers in
the UK

This current research project investigates the role of social influences in explaining
consumer behaviour of a specific ethnic minority group in the UK. The prior research
argues that members of specific subcultures possess beliefs, values, and customs that set
them apart from others in the same society (Schiffman and Kanuk, 2007). Therefore,
understanding the consumer behaviour of subculture members is important so that their
specific needs, motivations, perceptions and attitudes can be effectively addressed by

marketers.

In the UK the study of ethnic subcultures has not attracted significant amounts of
attention in either theory or practice and it still tends to be dominated by research
undertaken in the USA (Burton, 2002). The reasons cited for the lack of studies
involving ethnic minorities in the UK include: it is not financially feasible to direct
marketing resources on the ethnic minorities which account for a small percentage of
the British population; a pervading ideology surrounding some ethnic groups (i.e.
Britain’s Afro Caribbean and Pakistani population have been described as one of the
foremost examples of the underclass in Europe); and, the ethnic minorities can be
treated as part of the indigenous population (Burton, 2000). More recently, another
problem could be that increasing xenophobia and a moral panic which is mainly created
by frequent and negative representations of ethno-religious minorities in the UK by
media and politicians, particularly since the 9/11 and the 7/7 London bombings, has
been disruptive to the study of these groups (Sirkeci, 2009). In addition, a further
reason for the lack of attention given to the ethnic market could be the absence of ethnic

minority managers in senior marketing positions (Burton, 2002).

Despite the lack of attention given to the study of ethnic subculture in the UK, there is

sufficient evidence to highlight the importance of investigating the consumer behaviour



of ethnic minorities in the UK and, consequently, to justify conducting ethnically based
marketing strategies (Burton, 2002). The significance of studying ethnic subculture
consumers in the UK as a market segment might perhaps due to the fact that there is a
change in the demographic profile of ethnic subcultures population in Britain.
According to UK National Statistics (2001), ethnic subcultures represent the fastest
growing population in the UK. The size of the ethnic minority population was 4.6
million in 2001, or 7.9% of the total population of the UK (UK National Statistics,
2001). The majority of those minorities are South Asian (Indians, Pakistanis and
Bangladeshis), Chinese, Black Caribbean and other (UK National Statistics, 2001).
Although this group represents less than 10% of the total population of the UK, the
ethnic minority population grew by 53% between 1991 and 2001, and from 3 million in
1991 to 4.6 million in 2001 (UK National Statistics, 2001), they are expected to make
up 20% of UK population by 2051 (Tran, 2010).

Members of ethnic minority groups are generally much younger than the rest of the
population. In 2001, half of the white population was under 38 years old while half of
the ethnic minority population was under 27 years old (Carvel, 2001). Hence, the
younger age profile reflected by the ethnic minority as compared to the mainstream
population means that they can also be attractive for some goods and service markets
(Burton, 2002) and may be indicative of the next ‘marketing battleground’ (Nwankwo
and Lindridge, 1998).

Moreover, most of Britain’s ethnic minority populations are concentrated in the large
urban centres (UK National Statistics, 2001). For instance, nearly half (45%) of the
total ethnic minority population lived in the London region, where they comprised 29%
of all residents (UK National Statistics, 2001). After London, the second largest
proportion of the ethnic minority population lived in the West Midlands (with 13% of
the ethnic minority population), followed by the South East (8%), the North West (8%),
and Yorkshire and the Humber (7%) (UK National Statistics, 2001). This situation
makes it relatively easy for the marketers to reach large numbers of these consumers

because they are concentrated in certain areas.



Apart from the growing number of ethnic minority consumers in comparison to the
mainstream population, ethnic minority groups have significant disposable incomes and
recent figures have indicated that by 2011 that total will be as much as £300 billion
(Weber Shandwick, 2007). For instance, Black and Asian consumers are estimated to
earn up to £156 billion after tax income, with young men being the bigger consumers
and spending £32 billion every year (Weber Shandwick, 2007). Consequently, the
increase and rapid growth in the ethnic minority population, and subsequent buying

power of this group, has made them attractive marketing opportunities.

In terms of the consumption pattern of the ethnic minorities in the UK, it was reported
that in certain sectors ethnic minority consumers tend to spend more per head than the
national average. For example, Black and Asian consumers spend 44% more on
clothing per month than white consumers (Weber Shandwick, 2007). Major purchases
are subject to strong family based decision making and they show a strong status
orientation and conspicuous consumption, which makes certain brands
disproportionately important compared with the mainstream (Fletcher, 2003).
Therefore, the strong influence from the family on an ethnic minority consumer’s
decision making demonstrates the importance of studying the role of social influences

on the ethnic minority consumer behaviours.

Nwankwo and Lindridge (1998) claimed that the ethnic minority population in Britain is
sizeable and represents a viable and untapped market segment. Companies are missing
out on great opportunities if they do not tap into the ethnic market (Considine, 2003,
Jamal, 2003). Nevertheless, ethnic marketing has been underdeveloped, if not neglected
in many European countries, including the UK (Sirkeci, 2009), and little effort is made
by British businesses in targeting the specific minority niches (Curtis, 2001). For
example, at least three quarters of Asian (77%) and Black (78%) people and half (51%)
of Chinese people in the UK are worried that marketing by mainstream brands has little
or no relevance to them (Weber Shandwick, 2007). Consequently, it is essential for
marketers and academics to give attention to the ethnic consumer market given the

untapped potential that the ethnic group in the UK represents.



1.2.3 Studies Involving the Ethnic Minority Consumers in the UK

A review of the previous literature suggests that studies involving ethnic minorities in
the UK are considerably less when compared to the USA. However, more recently a
number of researchers have started to show an interest in studying the ethnic minority
consumer behaviour in the UK (e.g. White and Kokotsaki, 2004, Lindridge and Dibb,
2003, Jamal, 1998). This growing interest is perhaps due to the fact that the ethnic
minorities offer significant marketing potential (e.g. Burton, 2000, Nwankwo and
Lindridge, 1998, Sirkeci, 2009, Chaudhry and Crick, 2004, Burton, 2002) and the

current research contributes to this growing body of scholarly work.

Table 1.1 presents a summary of key findings reported from existing research involving
ethnic minority consumers. For instance, some studies have investigated the
consumption patterns (White and Kokotsaki, 2004, Klemm and Kelsey, 2002, Omar et
al., 2004) and responses to advertising (Sudbury and Wilberforce, 2006) of ethnic
minority consumers. Another area of study included the attempt to target the ethnic
minorities (Nwankwo and Lindridge, 1998, Sirkeci, 2009, Burton, 2002, Chaudhry and
Crick, 2004) while several studies have examined the impact of ethnicity of minority
consumers, strength or ethnic identification affiliation on decision making and
consumption (Lindridge and Hogg, 2006, Sekhon, 2007, Jamal, 1998, Sekhon and
Szmigin, 2005). In general, the conclusion from these studies has revealed that an
ethnic minority culture has a significant impact on various consumer behaviours,

implying the importance of studying ethnic minority consumer behaviour in the UK.



_Table .1: Suie Ethnic ioimr Behaviour in teUK

T Lindridge

To investigate the

British Indians

i3 oS

Hindu particiants’ religion having

(2010) relationship between (Hindu, Sikh little influence on their
acculturation, and Islam) consumption, whilst Sikh
consumption, and (Interview) participants consumed products
religion. that affirmed an ethnic rather than

religious identity. In contrast,
Muslim participants consumed
products that they felt rejected their
Indian cultural identity and
affirmed their British and Muslim
identities.

Z Sirkeci * To present an analysis | Not applicable This study demonstrates that the

(2009) of the ethnic ethnic minority market in England
breakdown of the and Wales has rich opportunities to
population in England offer.
and Wales and show
the potential of ethnic
market segments.

8: Krug (2008) | ® To advance the ethnic British Pakistani | Brand loyalty is affected by several
minorities consumer (Survey antecedents including generation,
behaviour by studying | questionnaire) acculturation, ethnic identity,
brand loyalty and its independent/ interdependent self,
antecedents in the UK. susceptibility to interpersonal

influence, self congruity, brand
trust, and brand attitude.

4. Makgosa * To investigate British White, The majority of British White

(2007) differences in conflict British Indian, husbands and wives use bargaining
resolution in joint and British more than Indians and African
purchase decisions African Black Blacks. Additionally, compared
across ethnic groups (Mail surveys) with the British White husbands,
(British Whites, Indians both Indian and African Black
and African Blacks). husbands tend to combine

bargaining, assertiveness and
playing on an emotion or all the
conflict resolution strategies,
whereas British White and African
Black wives use all the four
strategies more than Indian wives.

5. Sekhon = To investigate the role | Asian Indians Consumption is directly affected by

(2007) of ethnicity and (Interview) intergenerational influences. These
intergenerational influences can be linked to the
influences on the strong Indian cultural value system
consumption patterns that is a part of the participants’
of Asian Indians living daily lives.
in the UK.

6. Emslie etal. | » To understand ethnic Not applicable Marketers need to understand

(2007) consumers and their better how to target different
impact on the market minority ethnic groups, what they
place. have in common with the

mainstream and where the
differences lie.

¥ Lindridge * To examine the British Indian The daughters’ stories identified the

and Hogg interrelationships (Interview) polarisation of parental positions

(2006) between culture, over a number of key issues,
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consumption within
the context of diasporic
Indian families living
in Britain.

notably language, media and
consumption (e.g. food, alcohol,
and clothing); showed the
importance of understanding
gender as performance across the
family /societal boundaries; and
demonstrated the centrality of
communities and networks in
supporting and restraining different
interpretations of culture,
consumption and gender by
mothers and fathers.

8. Sudbury = To explore the Black Caribbean | Black people are actually over
and perceptions of Black / African/Others | represented in UK television
Wilberforce people in UK television | (Interview and advertisements, although this is not
(2006) advertisements. focus group) the case for all sectors. However,

the role type given to black
spokespersons was found to be
limited.

9 Lindridge = To explore religiosity’s | British Indians, | Declining levels of religiosity
(2005) effect on culture and Asian Indians produced mixed results for Indians

consumption by and British living in Britain, when compared to

comparing Indians Whites (Survey | Asian Indians, indicating that:

living in Britain, with questionnaire) attendance at a religious institution

Asian Indians and is not akin to viewing religion as an

British Whites. important aspect of daily life, a
diversity of religiosity determined
consumer behaviours across the
Indian sample groups, and religion
is an acculturation agent.

10. | Sekhonand | ® To study the ethnicity | Asian Indians These findings suggest that levels of
Szmigin and acculturation of (Interview) integration of second generation
(2005) second generation immigrants are not based just on

Asian Indians from the acculturation but also needs to take
Punjabi community. account of ethnicity and how it is
influenced by varying situations.

11. | Chaudhry * To provide an insight Not applicable This paper has provided a case
and Crick into how a major bank study of HSBC's attempts to
(2004) has addressed the recognise cultural diversity in its

needs of particular banking operations and forge

ethnic communities in linkages with a cross section of

the UK. ethnic communities in the UK,
particularly the Asian community.

12. | White and * To explore the British White The personal values ‘social life’,
Kokotsaki consumption of Indian | and British ‘health’, ‘adventure’, ‘enjoyment’
(2004) foods among groups of | Indian (Focus and ‘savings’ were found to be the

English and Indian group) most important for English

people living in the respondents whereas ‘enjoyment’,

UK. ‘good life’, ‘health’, ‘religion’ and
‘culture’ were the most desirable
value ends for Indians.

13. | Jamal (2003) | ®= To investigate the British Pakistani | Marketing facilitates this culture
acculturation of and British swapping and contributes towards
consumption White the tolerance and acceptance of
experiences of one (Ethnographic lifestyle among consumers.
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S A N
ethnic minority and a
mainstream consumer
group in Bradford.

dy with
interviews and
focus groups)

However, traditional racial or
ethnic segmentation could become
problematic due to the fact that
consumers no longer conform either
individually or as a group to any
one specific or category.

14. | Lindrigde ® To investigate whether | British Indian Although a significant difference
and Dibb culture should be used | and British was found between British Indians
(2003) as a market Caucasian and Caucasians in the use of brown

segmentation variable | (Survey goods (television sets, music

by assessing cultural questionnaire) system), the amount of similarity
values towards the between the two sample groups
family and their suggests culture should not be used
manifestation through as a segmentation variable.

buying behaviour.

15. | Burton * To highlight the Conceptual This paper demonstrated that the

(2002) potential of the ethnic paper ethnic minority market in Britain
market by assessing offers significant marketing
demographics, social potential.
and economic factors
and existing
consumption patterns.

16. | Klemmand | ® To investigate the Asian (Focus * People from the Asian
Kelsey holiday tastes and group, survey community in Bradford were
(2002) choices of a group of and interview) interested in western style

people of South Asian holidays but that UK travel

origin in Bradford, businesses were not using

England. appropriate channels and

= To investigate the promotional methods to reach

attitudes of travel this community.

agencies and tour = This study found a highly

operators to non white segregated industry in the

ethnic customers Yorkshire region and indicated a
number of barriers that divide
the industry on ethnic lines.

17. | Chudry and | * To measure the British Pakistani | Attitudes towards direct mail differ
Pallister attitudes of Pakistani and British considerably between the
(2002) community in the UK White (Focus indigenous and the Pakistani

towards direct mail. group, communities. Marketers are
interviews and advised not only to consider ethnic
questionnaire) groups as a viable segmentation
opportunity but also as the
evidence of this research shows
Pakistanis wish to be targeted
according to their ethnicity.

18. { Jamal and * To explore ethnic British Pakistani | Ethnic minority consumers
Chapman minority feelings in a and British experience multiple states of being
(2000) Western society and White which inform their interactions with

how it affect day to day | (Ethnographic their own ethnic group as well as
consumption choices of | study) the host society. Furthermore, there
consumers belonging is no single everlasting outcome of
to the ethnic minorities. acculturation.

19. | Burton = To examine reasons for | Not applicable The concepts of ethnicity and
(2000) the lack of attention identity are poorly developed

given on ethnicity and within the marketing literature,
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identity in the British

within financial
institutions of the
Asian pensions market
and to evaluate
strategies which
financial institutions
are using to attract
these consumers.

and interview)

marketing literature.

20. | Jamal (1998) | ®= To explore food British Pakistani | The first generation of British
consumption (Participant Pakistanis perceives their own food
experiences of an observations to be traditional, tasty but oily and
ethnic minority group | and in depth problematic. The English foods are
in Bradford, UK. interviews) perceived by the same generation as

foreign, bland, but healthy. The
young generation of British
Pakistanis is increasingly
consuming mainstream English
foods while also consuming
traditional Pakistani food.

21. | Nwankwo * To explore the state of | Not applicable This paper provides a literature
and ethnic marketing in overview of the crucial issues likely
Lindridge Britain. to become the important
(1998) determinants of success in

developing ethnic marketing
programs.

22. | Burton * To consider the extent | White, Black, Financial institutions appear to be
(1996) of occupational and Pakistani, unaware of considerable variations

personal pension Bangladeshi and | in occupational and personal
scheme membership others (Data pension scheme membership
within various ethnic from General between different ethnic groups
groups in the UK and Household and have made few attempts to
to assess the awareness | Survey [GHS] explore the financial needs of

diverse ethnic groups.

Source: This Study

A number of gaps can be identified in the existing literature (see Table 1.1) which are

relevant to the current study. Firstly, although a few exceptions can be found (Sekhon,

2007, Sekhon and Szmigin, 2005), the prior research has largely focused on exploring

consumer behaviour of first generation immigrants (e.g. Makgosa, 2007) or comparing

between the first and later generations of ethnic minority consumers (e.g. White and

Kokotsaki, 2004, Jamal, 1998). However, a key issue remains whether the findings

from research involving older generation of immigrants can equally apply to second,

third or younger generations, and whether special attention should be given to the later

generations or should they be treated the same as the indigenous group (Burton, 2002).
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Therefore this research focuses on exploring the impact of social influences in the
context of shopping for clothing among relatively young (aged between 18 and 30 years
old) ethnic minority consumers. This is significant given that relatively young ethnic
minority consumers face almost an identity crisis because their existence in Britain is
strongly influenced by their culture of origin values which they experience daily against
a Western cultural force (Sekhon, 2007). The pressure of negotiating between parental
and community demands for respectability on the one hand, and the exceptions of the
majority culture on the other hand, can be intense (Sekhon and Szmigin, 2005) among
relatively young ethnic minority consumers. However, prior research involving
relatively young ethnic minority consumers remains limited. This research aims to fill

this gap in the existing literature.

Secondly, prior research has placed a strong emphasis on the effect of ethnic identity
(i.e. the extent to which aspects related to the culture of origin are maintained) and
acculturation (i.e. the acquisition of aspects of the host or mainstream culture) (Laroche
et al., 1998), neglecting other important constructs (such as religion) which might
influence the behaviour of ethnic minority consumers (Lindridge, 2010). Burton (2002)
noted that the relationship between religion, ethnicity, and consumer behaviour has not
been adequately addressed in marketing research. Religion poses an important
consideration to the market segmentation of ethnic groups (Emslie et al., 2007). To
many ethnic consumers, religion is a central part of their life, dictating many aspects of
consumption from product types, decision making, to time and places of shopping (Cui,
1997).

In particular, religiosity (which reflects the degree to which a person adheres to his or
her religious values, beliefs, and practices and uses them in daily living) (Worthington
Jr. et al., 2003) has been shown to have played a significant role in determining a
variety of consumer behaviours such as shopping orientation, food consumption, store
choice and advertising effectiveness (e.g. Mokhlis, 2006a, Michell and Al-Mossawi,
1995, Mokhlis, 2006b, Bonne et al., 2007). Therefore, it is necessary that ethnicity
should be considered with religion and ethno-religious because it will provide finer and
more meaningful categories for marketers (Sirkeci, 2009). Hence, the present study fills

the gap in the existing literature by investigating the consumer behaviour of British
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Muslims, who have not attracted much attention even though they have been recognised
as the fastest growing ethnic minority in the UK population (UK National Statistics,
2001). This study also aims to investigate the moderating roles of religious
commitment in addition to acculturation and ethnic identity on the ethnic minority

consumer behaviour.

Thirdly, prior research finds that ethnic minority consumers, especially among Asian
immigrants, tend to purchase goods that symbolise status (Fletcher, 2003, Sekhon,
2007). For instance, in the context of British Muslim consumers, Jamal (2003) reported
various instances of competitive pride in material possessions to the extent of
conspicuous consumption (Veblen, 1994) as a reflection of achieving social status via
consumption. This is further supported by Sekhon (2007) who found that the pursuit of
status and conspicuous consumption amongst second generation immigrants is
important because it reflects the first generation’s status in the Indian community.
However, no prior research has specifically investigated the extent to which ethnic
minority consumers, such as the British Muslims, engage in status consumption when
shopping for clothing. This study aims to fill this gap by investigating the impact of
social influences on relatively young British Muslims status consumption given that
younger consumers are driven by the need to possess and display status brands (O'Cass
and Frost, 2002a).

Fourthly, the majority of the previous studies have used qualitative methods (Lindridge
and Hogg, 2006, Sekhon, 2007, Sudbury and Wilberforce, 2006, Jamal, 1998) providing
a richer description of consumer behaviour. However, the number of studies
investigating the role of social influences among ethnic minorities using quantitative
methods remains limited. This study aims to contribute by incorporating a combination
of both qualitative and quantitative methods with a view to providing a comprehensive

understanding of antecedents and outcomes of social influences in the clothing context.

Finally, while previous research has examined the consumer behaviour of ethnic
minority in terms of purchase decisions, attitude, and consumption pattern (e.g. Sekhon,
2007, Makgosa, 2007, Chudry and Pallister, 2002), the role of social influences in

explaining ethnic minority consumer behaviour remains limited. Understanding the role
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of social influence in the context of ethnic minority is important because the social
environment in which relatively young ethnic minority consumers live inevitably
contains many contradictions since it is made up of a mixture of Western and Eastern
values. This is based on Penaloza’s (1994) work who argued that ethnic minority
consumers tend to face dual sets of agents of acculturation. On the one hand, relatively
young British Muslim consumers may face a pressure to conform to the values and
traditions of their culture of origin (mainly collectivist in orientation). On the other
hand, through interaction with mainstream friends, media and other cultural institutions,
they may also face pressure to conform to the values and traditions of the mainstream
society. Jamal (2003) reported that relatively young British Muslim consumers tend to
navigate in between different cultural identities and it could be that relatively young
British Muslim tend to resolve any potential tensions when negotiating their identities
via clothing choices. Therefore, this research aims to fill this gap by investigating the
antecedents and outcomes of social influences on relatively young British Muslim
consumers in the context of clothing choice. The next section describes the British

Muslim population and their features in more detail.

1.2.4 British Muslims in the UK
a) Demographic profile of Muslims in the UK

In 2001, the total UK population was estimated at 57.1 million of which the number of
Muslims in the UK was 1.6 million, which equates 2.8% of the total population (UK
National Statistics, 2001). Muslims make up the second largest population in the UK
after Christians (see Figure 1.1 for the breakdown of religion by ethnic group in UK).
Until 1981 the majority of Britain’s Muslims came from South Asia, in particular
Pakistan, Bangladesh and India, or were descendants of immigrants from that area;
however, this has changed in the last decade with an increase due to the arrival of
refugees and asylum seekers from countries such as Afghanistan, Iraq and Somalia
(Lewis, 2007). According to the UK National Statistics (2001), three quarter of
Muslims (74%) were from an Asian ethnic background, predominantly Pakistani (43%),
Bangladeshi (16%), Indian (8%) and other Asian (6%).
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Figure 1.1: Religion by Ethnic Group in the UK (2001)
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It was also reported by Lewis (2007) that in the last fifty years the Muslim population
has growing quickly, from 21,000 to 1.6 million, and this is likely to double by 2021 to
around 3 million. The tremendous increase is not surprising because Islam is claimed to
be the fastest growing religion in Europe, with an annual European growth rate of

around 6.5% (Mintel International Group Limited, 2002).

The UK National Statistics (2001) also indicates that 1,536,015 Muslims lived in
England and Wales where they form 3% of the population; in Scotland they represent
0.84% of the population (42,557) while the Northern Ireland census indicates 1,943
Muslims. The majority of Britain’s Muslims live in the city, with around two fifths of
Muslims (38%) who live in London, 14% in the West Midlands, 13% in the North
West, and 12% in Yorkshire and the Humber.

In terms of gender, Muslims were the only religious group in Britain where the men
outnumber the women — 52% compared with 48% (UK National Statistics, 2001).
Muslims also have the youngest age profile of the entire religious group in UK. About
a third of Muslims (34%) were under 16 years of age, 37% of the population were
between 16 and 34 years of age in 2001 and only 6% of the Muslims population aged
over 60, compared with 21% for the population as a whole (see Figure 1.2 for Muslim
population composition in the UK compared with other religion). Muslim households

in the UK are larger than the households of any other religion. In 2001, households
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headed by a Muslim were largest, with an average size of 3.8 people. A third of Muslim
households (34%) contained more than five people. In terms of spending power, it was
reported that Muslims population represented a combined spending power of £20.5

billion in 2001 (Salzman, 2007).

Figure 1.2: Religion by Age in the UK (2001)
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Source: UK National Statistics (2001)

b) Muslims migration to the UK

Muslim migration to the UK has been reported in several sources (e.g. Lewis, 2007,
Ansari, 2004, Hussain, 2007). The first large group of Muslims arrived in Britain about
300 years ago (Hussain, 2007). They were seamen from Yemen, Gujarat, Assam and
Bengal who were recruited by the East India Company. A number of them created
small settlements in port town and cities in Britain. Later in the 1920’s, many South
Asian seamen were recruited and some of these remained in the UK after World War I1.
The mass migration of Muslims to Britain took place during the 1950s to the 1970s, and
mainly consisted of Muslims from South Asia. It was also during the 1970s that large
communities from Turkey, the Middle East and North Africa migrated. Substantial
Somali, Iranian, Arab and Bosnian communities have since established themselves in

the UK.

The new migrants took manual labour positions during Britain’s industrial boom.

Individuals from Pakistan, Bangladesh and India came to the industrial cities of the
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Midlands, Strathclyde, and the textile towns of Yorkshire and Lancashire. Later, they

dispersed to the more prosperous cities of London and the South East (Hussain, 2007).

Many Muslims held the ‘myth-of-return’ to their home countries, with the intention of
going back to Pakistan, India or Bangladesh once sufficient funds were raised in the
UK; however, those who remained in the UK eventually brought their families over to
UK (Hussain, 2007). Many Muslims still maintained their Muslim identity even though
they faced negative social and moral challenges in the new host country (Hussain,

2007). A summary of Muslims migration to the UK is illustrated in Figure 1.3.

Figure 1.3: Muslims Migration to the UK (1700-2000)
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c) Why study British Muslim consumers?

Other than the rapid growth of the British Muslim population in the UK (UK National
Statistics, 2001), which is potentially attractive to the marketers, this research intends to
study British Muslim consumer behaviour for several reasons. Firstly, several previous
studies have shown that religion has had a very important impact on Muslim population
in the UK. For instance, when the ethnic minorities were asked about the importance of
religion in their lives, the majority of the Pakistani and Bangladeshi consumers

described themselves as Muslims (UK National Statistics, 2001), thereby indicating that
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religion had a very important impact on the way they lived their lives (Raj, 2000). This
finding ties in with work by Jacobson (1997) who noted that among young British
Pakistanis, religion can be more important than ethnicity in defining their identity. The
finding implies that religion can be influential in determining consumption and

consumer behaviour of Muslims (Burton, 2002).

If religion is considered more important than ethnic minority background, then this
could have some important implications for the current study involving clothing which
represents a socially conspicuous product category. It could be that many young British
Muslims treat religion as something in relation to which they should orient their
behaviour in all spheres of their lives and which, therefore, demanding higher levels of
self consciousness and an explicit commitment towards the religious ethos. In contrast,
the ethnicity may generally be perceived as more peripheral aspect of their sense of
identity. Although ethnicity may undoubtedly shape many experiences of British
Muslim consumers and their responses to those experiences, it may not be seen as the
basis of an all encompassing frame of reference which explains or establishes their
place in the world (Jacobson, 1997). Since British Muslim’s clothing is a visible form
of public consumption, and has been the subject of much debate and discussion in
recent years (Ruby, 2006, Tarlo, 2010), reinforcing and ring fencing religious identity
may make more sense to many British Muslims than simply associating with ethnic

origin.

Secondly, it was decided in this study to focus only on relatively young British Muslim
consumers (aged between 18 and 30 years old) because several previous reports have
revealed that they have completely different views, attitudes, and behaviour from their
parents and grandparents, who migrated into UK from overseas (Guardian, 2004,
Hussain, 2007). According to Hussain (2007), the younger generation of Muslims is
now entering the mainstream of British culture whilst still maintaining their Muslim
identity. They are becoming clearer about their religious identity, having gained a more
sharpened understanding of what Islam is about and how to apply it in their lives
(Hussain, 2007), which can also include the way they behave in the market. Hence, the
behaviour and attitude of relatively young British Muslims differs substantially enough

from that of immigrants of the older generation of British Muslims to warrant their

20



separate treatment. Furthermore, special attention should be given to the younger
segments of British Muslim society since marketers are always interested in instilling
brand loyalties in their target customers, particularly when they are relatively young
(Evans et al., 2009).

Thirdly, to date there has not been much research been done on the Muslim population
in the UK although the results from one survey have indicated that Muslim population
exhibits a more positive attitude toward brands than the general population in the UK
(Salzman, 2007). The results of this previous study also show that the respondents are
hardly aware of any campaign for a mainstream brand that shows a Muslim in the ads
and they felt that a lot of advertising is actually offensive to Muslims (Salzman, 2007).
Thus, the present study aims to fill the gap in the existing literature by investigating

British Muslim consumer behaviour.

Finally, in this study the consumer behaviour of British Muslims in relation to clothing
is researched for several reasons. British Muslim’s clothing is a visible form of public
consumption and prior research suggests that clothing choices are the result of an
intersection of different factors including ethnic heritages, socio economic class,
parental or familial attitudes, religious beliefs, political affiliations and personal
orientations (Dwyer, 1999). Islam prescribes specific rules for clothing and, in
particular, it emphasises modesty. Islamic dress can be viewed as a symbol of identity
by many British Muslims. Therefore, this study aims to investigate the role of social
influences in explaining the behaviour of British Muslim consumers in the context of
clothing. This can be particularly significant for British Muslims, for whom no prior

research exists, by exploring the role of social influences on their clothing choices.

In addition, clothing provides a rich context for the study of how consumption is used in
self construction and reconstruction in everyday life (Ger and Ostergaard, 1998). This
is particularly important for relatively young British Muslims living in the UK because
they are caught and move between two cultures: one aligned with their country of origin
and the other with the UK (Jamal, 2003). In that in between state, maintenance,
expression and visibility of one’s ethnic identity may or may not be desirable. In

addition, because this study deals with relatively young British Muslim consumers,
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products in the fashion industry (i.e. clothing) can have a potentially high level of
appeal to this age group (Nwankwo and Lindridge, 1998) because they generally place
more emphasis on their appearance than older people and are more involved in fashion
clothing (O'Cass, 2004). Hence, clothing seems to be the most suitable product

category to be studied in the context of this research.

1.3 Motivation and Rationale of Research

Islam is not a belief system or a ‘religion’ in the commonly understood sense of the
word. Rather, it is what in Arabic is called a ‘deen’, which is a total frame of reference,
a complete system and way of life which embraces the entirety of the human being’s
existence (Haneef, 1996). One of the important Islamic teachings requires the follower
to dress modestly. This thesis is inspired by a curiosity to understand Muslim consumer
behaviour in the context of clothing when living in a Western country. Given that an
individual’s decision making is frequently subjected to other people’s influence, this
researcher believes that Muslims living in Western societies are exposed to different
types of social influence in maintaining the religious values. Thus, the researcher is
keen to understand the role of interpersonal influences as an intervening variable
between selected antecedents of clothing benefits sought; uniqueness, conformity, self
congruity, and modesty, and status consumption in the context of shopping for clothing
among relatively young British Muslim consumers. In addition, since the majority of
Muslims in the UK are immigrants, the researcher is also interested to understand how

cultural backgrounds play a role in British Muslim consumers’ decision making.

1.4 Research Questions

For the purpose of this study, the following research questions are developed:

1. How can we model and explain the role of social influences on relatively young

British Muslim consumers’ clothing choices?
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2. What are the key drivers and outcomes of social influences impacting on

relatively young British Muslim consumers’ clothing choices?

3. What is the role of religion, ethnic identity and acculturation in explaining

relatively young British Muslim consumers’ clothing choices?

4. What are the implications for marketers aiming to target relatively young British

Muslim consumers?

1.5 Research Objectives

In order to answer the above research questions, the following research objectives are

developed:

1. To identify and empirically test a conceptual model of antecedents and outcomes
of social influences on relatively young British Muslim consumers’ clothing

choices;

2. To investigate the specific role of uniqueness, conformity, self congruity and
modesty in explaining relatively young British Muslim consumers’

susceptibility to interpersonal influences;

3. To examine the specific role of susceptibility to interpersonal influences in
predicting status consumption among relatively young British Muslim

consumers;

4. To examine the moderating effects of religiosity, ethnic identity and
acculturation on relatively young British Muslim consumers’ tendencies to get

influenced by others and engaging in status consumption; and,

S. To discuss the implications for theory development and practice concerning

relatively young British Muslim consumers.

23



1.6 Research Methodology

This study has employed a deductive approach in its research strategy whereby a
conceptual framework was developed and hypotheses were tested through the
epistemological and ontological assumption of the positivist paradigm. The study
involved two phases of data collection: a qualitative phase which involved focus group
and interview methods, and a quantitative phase which was implemented via a survey
questionnaire. Focus groups and interviews were conducted with the aim of exploring
British Muslim’s clothing consumption, to have an understanding on several concepts

(e.g. religiosity), and to develop items for the survey questionnaire development.

The data for the present study was collected through a web based and drop off
questionnaire. Two hundred and twenty-two completed questionnaires were received
and analysed using Structural Equation Modelling (SEM). This statistical analysis was
chosen because it estimates interrelated dependence relationships in a single model, it
has the ability to represent unobserved concepts in these relationships, and it is able to
correct for measurement error in the estimation process (Hair et al., 2010, Kline, 1998,
Byrne, 2010). In addition, SEM allows the researcher to validate the measurement
model before making any attempt to evaluate the structural model. SEM provides a
better way of empirically examining a theoretical model by involving both the

measurement model and the structural model in one analysis.

1.7 Contributions of Present Research

This research intends to make a contribution to both the theory and practice of
marketing by providing a thorough analysis of the role of social influences in explaining
consumer behaviour of a specific ethnic minority group in the UK (i.e. British Muslims)

in a specific product context (i.e. clothing). In particular, the present study will:

1. Provide evidence that clothing benefits sought; uniqueness, conformity, self
congruity and modesty, strongly influence relatively young British Muslim

consumers’ susceptibility to interpersonal influences in the context of clothing.
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This leads to a better understanding of why relatively young British Muslims
differ in their response to interpersonal influence, providing practical knowledge
for retail managers if they wish to target ethnic groups such as the one studied in

this research.

Contribute by supporting the effect of susceptibility to interpersonal influence on
relatively young British Muslim consumers’ status consumption. This offers
further understanding of why relatively young British Muslim consumers are

engaged in status consumption.

Establish that highly religious and less religious relatively young British Muslim
consumers differ in their tendencies to get influenced by others and engaging in
status consumption. This explains the important role of religion in ethnic minority

consumer behaviour which is an under researched area in consumer behaviour.

Provide supports that highly acculturated and less acculturated relatively young
British Muslim consumers differ in their tendencies to get influenced by others
and engaging in status consumption. This explains the important role of

acculturation in ethnic minority consumer behaviour.

Provide marketing implications concerning the targeting of relatively young

British Muslim consumers.

1.8 Structure of the Thesis

This thesis consists of ten chapters (see Figure 1.4). Brief information on each chapter

follows:

Chapter One - introduces the research background and discusses the importance of

investigating the current research. It also presents research questions and main

objectives that this study aims to achieve.
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Chapter Two - presents a discussion on clothing benefits sought. The chapter
provides discussion on the four main clothing benefits sought which are identified in

this study, which are: uniqueness, conformity, self congruity and modesty.

Chapter Three — reviews the topic of social influence, susceptibility to interpersonal

influence and status consumption.

Chapter Four - highlights the role of moderating variables of individual differences

(i.e. religiosity, ethnic identity and acculturation) in consumer behaviour.

Chapter Five - presents the conceptual model which is derived from research
objectives mentioned in Chapter One and the construction of specific hypothesised

relationships among the variables.

Chapter Six - outlines a detailed, step by step procedural examination of the
methodology employed in obtaining the required information for this empirical
research. This chapter is organised into six major topics of methodology, which are:
research paradigm, research design, research strategy, data collection method,

reliability, and validity of the measures and data analysis.

The analysis of data is divided into two chapters: Chapter Seven - presents the
descriptive statistics of the data and provides a general picture of the survey participants
and their response to the survey questions. Chapter Eight - reports the findings for the
hypothesised relationships using SEM.

Chapter Nine - provides a discussion of the key research findings from Chapter Seven
and Chapter Eight.

Chapter Ten - explains the research implications for research and practice. This
chapter also highlights the limitations of this study. In addition, the contributions of the

present study are discussed together with some guidance for future research.

26



Figure 1.4: Structure of the Thesis
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1.9 Summary

This introductory chapter has presented a general overview of this research.
covered the topics of: the social influence in consumer behaviour, the significance of
study on ethnic subculture consumers in the UK, it has reviewed studies involving
ethnic minorities in the UK, and it has given an overview of the British Muslim
population in the UK as a whole. The research questions, research objectives, research

methodology and contribution of the research were then discussed. Finally, this chapter

concluded with a presentation of the thesis structure.
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The next three chapters present a review of the literature on clothing benefits sought,
social influence, susceptibility to interpersonal influence and status consumption, and
role of moderating variables of individual differences (i.e. religiosity, ethnic identity and

acculturation) in consumer behaviour.
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Chapter Two

Clothing Benefits Sought
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2.1 Introduction

The research aimed to investigate key drivers of social influences in the context of
shopping for clothing. An extensive review of the literature revealed clothing benefits
sought to be key motivating factors influencing the purchase of clothing. The chapter
therefore reviews and discusses literature relevant to clothing benefits sought. Section
2.2 draws upon the motivation and consumer behaviour literature in addressing the
question of what makes people purchase clothing. This is followed with a discussion on
symbolic interactionism in Section 2.3. Sections 2.4, 2.5, 2.6 and 2.7 present detailed
discussion of more specific clothing benefits sought identified in this study, which are:
uniqueness, conformity, self congruity and modesty, respectively. Finally, Section 2.8

provides a summary of this chapter.

2.2 What Makes People Purchase Clothing?

A review of the literature suggests that consumers may purchase clothing for different
reasons including clothing attributes (or evaluative) criteria as consumers’ reasons for
purchasing clothing (e.g. Chang et al., 1996, Eckman et al., 1990, Chae et al., 2006,
Wang and Heitmeyer, 2006). On the one hand, consumers may place importance on
concrete attributes that represent tangible, physical characteristics of clothing (such as
fabric type, fibre content, size and price) (Zhang et al., 2002, Kwan et al., 2004,
Karpova et al., 2007, Kamenidou et al., 2007). On the other hand, clothing might be
purchased for its abstract attributes that represent more subjective, intangible
characteristics (such as style, fashion, quality and comfort of clothing) (Lee and Burns,
1993, Chae et al., 2006, Shim et al., 1989, Karpova et al., 2007). The findings from
these studies (e.g. Zhang et al., 2002, Eckman et al., 1990, Kamenidou et al., 2007)
demonstrate that the consumer’s decision to purchase clothing is based on the attributes
or characteristics of clothing which may be preferred or sought by consumers (Shim and
Bickle, 1994).
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Others argue that products (and clothing in this case) should be viewed as ‘bundles of
benefits’, or a combination of attractions that all give something of value to the
customer (Hooley et al., 1998, Peter and Olson, 2005). This stream of research
contends that consumers are less interested in the technical features of a product or
service than in what benefits they get from buying, using, or consuming the products
(Hooley et al., 1998). Benefits are whatever products provide consumers and represent
the reason they want them (Foxall et al., 1998). Benefits are the desirable consequences
which consumers seek when buying and using products or brands (Peter and Olson,
2005), or those outcomes that product attributes may provide (Park and Sullivan, 2009,
Kinley, 2010). Shim and Bickle (1994) argued for the importance of examining the
benefits that consumer’s seek from clothing because they might have different reasons
for preferring certain attributes over others. For example, a consumer could indicate the
importance of a brand name in purchasing clothing. However, this approach fails to
provide information concerning ‘why’ the brand name is important to the consumer.
Some believe that brand name is important because the brand links to group affiliation
while others believe it is because of the prestige they confer on their owners (e.g.

Piacentini and Mailer, 2004, Shim and Bickle, 1994).

Consumers seek different benefits to satisfy many needs and wants simultaneously,
these include: physiological, social, symbolic, hedonic, cognitive and experiential needs
(Foxall et al., 1998). In a similar vein, Bhat and Reddy (1998) support the idea and
propose two types of benefits: self image benefits (i.e. this product will make me look
or feel great, intelligent or rich) and functional benefits (i.e. this product will save me
time or money, do a better job, or provide a more enjoyable experience). In another
study, Sheth et al. (1991) distinguish five consumption values: functional value,
conditional value, social value, emotional value, and epistemic value. Despite the
inconsistencies in terminology (i.e. value and benefit), their natures appear to be very
similar and both explain why consumers make the choices that they do. The various
benefits sought by consumers in their clothing purchasing suggests that the benefits that
the firm believes the product offers may not be the same as the ones which the

consumers believe they get (Hooley et al., 1998).
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Clothing is high in visual display and indicates something about the user (Holman,
1980). As a result, consumers may purchase clothing not only to keep them dry and
warm but also because they are able to express their personality, social status, or
affiliation and it fulfils their psychological and emotional needs (such as the need for
change or newness). In relation to this, the topic of symbolic interactionism will be
presented in the following section in order to understand how clothing acts as symbols

of their owners.

2.3 Symbolic Interactionism

Clothing has been called a silent language (Kefgen and Touchie-Specht, 1986). As a
silent language it has a silent vocabulary which takes the form of symbols (e.g. signs,
cues or icons) that are used by individuals as tools for social interaction (Kefgen and
Touchie-Specht, 1986). Goffman (1951) described such symbols as ‘sign vehicles’ or
‘cues’ that select the status to be assigned to individuals and defines the way others treat
them. Therefore, people use clothing in order to convey the self in such a way that the

desired impression is achieved.

Many theories have been suggested to explain clothing behaviour in general. One of the
most fruitful to the study of clothing symbolism, and to our understanding of the
communicative aspects of clothing, is symbolic interactionism theory. Symbolic
interactionism, which is also called ‘interactionism’, is a major theoretical perspective
in sociology. This perspective maintains that people exist in a symbolic environment,
and the meaning attached to any situation or object is determined by the interpretation
of these symbols (Solomon and Rabolt, 2009). In a simple form, people act based on

the symbolic meanings they find within a given situation.

In relation to clothing, this theory explains how styles and modes of dress become
meaningful through the three core principles of symbolic interactionism: a) human
beings act toward things on the basis of the meaning they have; b) the meaning

attributed to those things arises out of social interaction with others; and, c¢) these
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meanings are modified through an interpretive process (Blumer, 1969). This means that
a piece of clothing has no meaning in or of itself. Meaning arises only in the process of
interaction between people. For example, the meaning of clothing is not determined
until several people define the meaning, interpret them, and then act based on those
interpretations. Therefore, clothing can be an expression of personal qualities of
individuals (e.g. that they are conservative, adventurous or sporty); however, the
meaning of clothing with respect to the wearer’s personal qualities must be socially
shared in order for them to function as symbols (Dittmar, 1992, Leigh and Gabel, 1992).
Similarly, people are exposed to new fashion or styles worn by famous celebrities
through magazines or the television. Famous celebrities who wear fashions assist to
give that style meaning as ‘cool’ or ‘stylish’. Thus, it is people interacting who derive
meanings of new styles on the market as fashionable and categorise some forms of

clothing as cool, trendy, or weird.

Along with symbols, meaning, and interaction, symbolic interactionists view self as a
process such that individuals are not born with a sense of self but develop self concepts
through social interaction (Blumer, 1969). An individual’s self concept is shaped by the
reactions of significant others and by the individuals’ perceptions of their reactions. As
illustrated in Figure 2.1, taking clothing as an example, an individual tries out a new
style of clothing and receives reaction from others. Then, the individual reflects on the
reaction to understand their meanings. Based on these meanings, the individual may

decide to continue wearing the new style of clothing or try out other styles of clothing.
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’F_igure 2.1: Simplistic Version of Symbolic Interaction
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Consumer behaviour is meaningful and it makes sense in a given collective system,
such as culture which is defined as a system of shared meanings by McCracken (1986).
Culture is also learned (i.e. not something that a person is born with), collective (shared
with others), dynamic; it changes as new ideas come along and as the environment
changes (Evans et al., 2009). Culture is transmittable (i.e. passed down from one
generation to the next) and transmutable (i.e. changed or altered in the process) (Hom
and Gurel, 1981). McCracken (1990) argues that a culture is the lens through which all
phenomena are seen. It is also a blueprint of human activity which determines how the
world is fashioned by human efforts. In short, culture constitutes the world by

supplying it with meaning (McCracken, 1990).

According to McCracken (1990), meaning can be characterised by either cultural
categories or cultural principles. Cultural categories represent the basic distinctions
with which a culture divides up the phenomenal world and they are substantiated
through material objects (such as clothing, food, housing or technology). Cultural
principles are the ideas with which category creation is performed (for example clothing
differences to distinguish men and women or between high classes and low). Clothing
is, then, a means by which cultural categories and principles are encoded and made

manifest. Because it serves in these capacities, clothing is also a valuable means of
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communication for ritual in general, and rites of passage in particular (McCracken

1990).

2.3.1 Symbolic Consumption

The theory of symbolic interactionism is manifested in consumer behaviour in the form
of symbolic purchasing behaviour, which is also known as symbolic consumption.
Symbolic consumption research in consumer behaviour covers a range of topics, such
as: the role of products as social stimuli (Solomon, 1983), movement of meaning
(McCracken, 1986, McCracken, 1990), consumption typologies (Holt, 1995), identity
reconstruction (Schouten, 1991), and the semiotics of consumption (Mick, 1986). Much
of the symbolic consumption in consumer behaviour has focused on the symbolic
meaning products have for the consumer, specifically the owner or user, because
products have been conceived as vessels of meaning that signify similarly across all
consumers (Holt, 1995). This idea does not suggest that the functionality of the product
is not important, but, rather, that the roles which the products play in a consumer’s mind
are far more meaningful than the functions that they are intended to performed

(Piamphongsant, 2006).

Studies involving symbolic consumption see products as symbols and consumers as
interpreters and creators of meaning. For example, Hirschman (1986) investigates how
products have obtained symbolic meanings. In her study Hirschman (1986) proposes
that a creative system (i.e. creator of the product) first give a product its meaning. Then,
a managerial system, which consists of a specialist in the manufacture and distribution
management of the products, attempts to give the product a meaning that the public will
presumably react favourably to, and third, a communication system, which functions to
provide information about products to consumers, gives products their own meanings
(i.e. through promotions). Finally, the consumers may also be active contributors to
symbolic meaning, although the meanings are not necessarily in congruence with the
meanings which these three systems have attempted to give the product. Consumers
can create meaning based on personal, idiosyncratic criteria, or through shared
meanings that come out of an interpersonal group of which they are a part. For

instance, a consumer may associate a dress as ‘unique’ or ‘expensive’, which are not
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portrayed in the advertisement. These associations constitute their personal contribution

to the meaning of the product.

The purchase of certain products can have symbolic meanings for different social or
cultural groups (McCracken, 1990). This means that the purchase of a particular
product may hold entirely different meanings depending on whether the observer is
considered to be inside or outside of a particular social group. As proposed by Leigh
and Gabel (1992), the symbolic meaning of products is ultimately defined by society.
The authors noted that a shared symbolic meaning by society at large is not necessary
for symbolic definition to occur. Shared symbolic meaning within a relevant reference
group is sufficient for meaningful symbolic definition among group members (Leigh
and Gabel, 1992). This view is supported by Elliott (1993) who argues that in order for
a product to function as a symbol it must have commonality of meaning among
consumers, such that those in the reference group who must have in common a shared
conception of the product’s meaning. In essence, many products hold symbolic
meaning in many contexts, and sometimes this meaning is critical in certain social

situations and certain groups.

McCracken (1986) proposes a framework for understanding how meaning becomes
attached to products. McCracken (1986) suggested that the meaning of consumer goods
is ‘constantly in transit’ as it flows from the culturally constituted worlds, through the
goods, and ends up with the individual consumer. He further argues that the principles
of a culture are exhibited through its goods and that culture is where meaning ultimately
comes from. For instance, the USA has been classified as an individualistic society
which values independence and freedom from others. A study conducted by Schouten
and McAlexander (1995) shows that riders of Harley Davidson typically felt that the
Harley Davidson symbol represents personal freedom, patriotism, and American
heritage. Thus, the cultural principle (i.e. individualistic) is evident in the investigation
of the meaning of goods in the USA. McCracken (1986) argues that this cultural
meaning becomes transferred to products through advertising and the fashion system.
Meaning is then transferred from the products to the consumers through an exchange

ritual, a possession ritual, grooming rituals, and divestment rituals.
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Clothing, especially fashionable apparel, often represents an important symbolic
consumption area for consumers (Goldsmith et al., 1999, Leigh and Gabel, 1992). The
symbolic meanings attached to clothing can play an important role in what we wear,
when we wear it, and with whom we socialise. Clothing choices can reflect symbolic
aspects as against utilitarian benefits because consumers are frequently judged by others
based upon their use of certain clothing styles (Piamphongsant, 2006, Piacentini and
Mailer, 2004). For instance, in a qualitative study conducted by Piacentini and Mailer
(2004), the authors found that clothes act as signals that the wearer is similar to other

people who wear similar clothes.

Other studies demonstrated that clothes could be used to gain approval and acceptance
from peers (Cox and Dittmar, 1995), as a direct expression of one’s self concept
(Goldsmith et al., 1999, Goldsmith et al., 1996), personality, occupational status, and
affiliation with a group (Horn and Gurel, 1981). Similarly, Shim and Bickle (1994)
reported that self improvement, sex appeal, social status/prestige, figure flaw
compensation, and fashion image were considered as the clothing benefits factors
sought. Kinley (2010) identified four main benefits sought by consumers, including:
fashion forwardness, sexy, reputation, and individualist. Such findings confirm the
view that clothing is used by consumers as more than simply protection for the body
(Horn and Gurel, 1981, Lurie, 2000). They also corroborate Levy’s (1959) view on
buying products, which is that ‘people buy things not only for what they can do, but also
Jfor what they mean’. Clearly, a consumer adopts or purchases certain clothing for its

symbolic meaning as a means of conveying certain attributes of the self to others.

2.3.2 Possessions as the Extension of Self

As has been discussed earlier, clothing can have meanings that go beyond their
utilitarian function. Another aspect of the symbolic meaning of a product is that of
possessions as a part of one’s identity. Belk (1988) suggests that possessions can be
used to: present various aspects of self to others, to define the self, to create a sense of
identity, to communicate with others, to uphold cultural values, to represent

interpersonal ties, to symbolise personal history, to display status, to represent
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achievement, to provide a spiritual link to higher forces, and to serve ritualistic

purposes.

Belk (1988) suggests that there are three ways in which possessions may be
incorporated into the extended self. The first way is through appropriating or
controlling an object for personal use, this includes purchasing and consuming products
as well as gift giving. In choosing, wrapping and presenting someone with a gift, a part
of the self is also given. A second way of having an object and incorporating it into the
self is by creating it; this refers to both physical objects (e.g. carving a chair) and
thoughts (e.g. writing a journal article). The use of patents and copyrights help to
codify identity in this sense. Whether the thing created is a material object or an
abstract thought, the creator retains an identity in the object for as long as it retains a
mark or some other association with the person who brought it into existence. The third

way in which objects become a part of self is by knowing the person, place, or thing.

Dittmar (1992) also discusses possessions as part of the self. She argues that
‘possessions symbolise not only the personal qualities of individuals, but also the
groups they belong to and their social standing general’ (Dittmar, 1992, p. 10). This
means that people express their personal and social characteristics through material
possessions, both to themselves and to others. It also means that we make inferences
about the identity of others on the basis of their possessions. In other words,
possessions serve as mediators between the self and other. This is illustrated below in

Figure 2.2:

Figure 2.2: Material Possessions as Symbols of Identity

Material
possessions =
Symbols of
identity

oure: Dittmar ( 99) -1
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Dittmar (1992) proposes that: a) the meanings of possessions as symbols of identity are
socially shared and individuals gradually internalise them in interaction with other
people from social institutions, such as the mass media; b) other people respond to an
individual in terms of the material possessions that surround him or her; thus, an
individual’s evaluation of meaning assigned by others to the self is influenced by the
possessions which they own; c) a person comes to adopt the perspective of the objects
they own to gain a view of who they are through the symbolic meanings of their
possessions; d) the identity of others is visible in objectified form (as well as one’s own
identity); and, ¢) the meanings of material objects are established through social
processes. The socially constituted and socially shared meanings of possessions as

symbols of identity reflect social power relationships.

Dittmar’s (1992) argument shows that not only do possessions fulfil instrumental and
utilitarian functions, but their symbolic dimensions also have important implications for
the personal and social identity of their owners. As such, clothing, perhaps more than
any other goods, are often seen as part of the ‘extended self’ because it represents the

personal and social identity of the wearers (Feinberg et al., 1992).

Having discussed the two important concepts of symbolic consumption and possessions
as the extension of self, the following sections will discuss the four selected clothing
benefits sought identified in this study, which are: consumers’ need for uniqueness,

clothing conformity, self congruity and modesty.

2.4 Consumers’ Need for Uniqueness

Snyder and Fromkin (1977) introduced the need for uniqueness as a positive striving for
abnormality relative to other people. The theory posited that people seek to establish
and maintain a sense of moderate self distinctiveness because perceptions of either
extreme similarity or extreme dissimilarity to others are experienced as being
unpleasant (Snyder and Fromkin, 1980). This means that as people perceive more

similarity between themselves and others they become increasingly motivated to
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reaffirm their distinctiveness (Lynn and Snyder, 2002). According to Snyder and
Fromkin (1977), individuals with a need for uniqueness have strong desires to not
always follow the rules and they also have a willingness to publicly defend their beliefs

or actions without concern for the reactions of others.

Consumers often pursue their distinctiveness through consumption that will distinguish
them from the multitude of other consumers (Lynn and Harris, 1997a, Lynn and Snyder,
2002) because people often purchase products for their symbolic meaning (Levy, 1959)
and possessions are perceived as part of the ‘extended self’ (Belk, 1988). Snyder and
Fromkin (1980) argued that material possessions are often extensions of the self. They
also argued that one source of self uniqueness is the possession of consumer goods that
are available to only a few others. Research has documented that need for uniqueness
affects behaviours, such as a desire for scarce products, new products, customised and

unpopular products (Lynn and Harris, 1997a, Workman and Kidd, 2000).

The notion of consumer need for uniqueness emerged out of the more general theory of
need for uniqueness (Snyder and Fromkin, 1977) and, therefore, it is an application of
the need for uniqueness in the consumer behaviour context. The consumer’s need for
uniqueness is defined as the trait of pursuing differentness relative to others through the
acquisition, utilisation, and disposition of consumer goods for the purpose of developing
and enhancing one’s self image and social image (Tian et al., 2001). This definition
implies that the establishment of uniqueness through consumption satisfies the
individual’s self image and social image. These two images are embedded in each other
and, unlike other related traits (e.g. individualism and independence), they cannot be
separated. Enriching a consumer’s self image through products is an internal, subjective
process and it will occur if the consumer sees the product as having symbolic meaning
as well as symbolic public importance (Ruvio, 2008). Thus, the purchasing or wearing
of a piece of clothing can serve as an expressive symbol of uniqueness (Snyder and
Fromkin, 1977).

Unlike the desire for unique consumer products, which focuses on purchase behaviour
(Lynn and Harris, 1997b), the consumer need for uniqueness can be displayed in three

behavioural dimensions: a) creative choice counterconformity; b) unpopular choice
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counterconformity; and, c) avoidance of similarity (Tian et al., 2001). This means that
consumer’s may use clothing to manifest uniqueness through these three dimensions.
Firstly, creative choice counterconformity reflects an individual’s ability to create a
personal style, which expresses self image through material products (Lynn and Harris,
1997a).  Although creative choice counterconformity consumers will seek social
differentness from most others, they will still make selections that are likely to be
considered good choices by others (Tian et al., 2001). For instance, Roux and Korchia
(2006) found that some consumers acquire second hand clothing which is sometimes
unique or peculiar because they were worried about being dressed ‘like everyone else’

and losing their identity.

Secondly, unpopular choice counterconformity consumers will select or use products
and brands that deviate from group norms and, therefore, risk social disapproval in
order to establish differentness from others. Although such differentiation is sometimes
used by those unable to distinguish themselves in a socially appropriate manner, Tian et
al. (2001) argue that, like creative choice counterconformity, unpopular choices may
also enhance self image and social image. The logic underlying this argument is that
people who take social risks to express their uniqueness often possess strong characters,
so uniqueness seeking behaviour may enhance their self image. Taking clothing as an
example, Thompson and Haytko (1997) report that some consumers avoid being a
fashion conformist (i.e. fashion follower) to foster a sense of standing out from the

crowd.

Finally, the third dimension is the avoidance of similarity, which describes consumers
who will avoid buying and consuming commonly used products and brands in search of
differentiation from others. Such individuals lose interest in, avoid purchasing, or
discontinue using those brands when they become common or popular. Solomon and
Rabolt (2009) for instance, established that people may try to portray a unique identity
by deliberately not buying market leaders. Likewise, Thompson and Haytko (1997)
report that some consumers maintain their fashionable status by disposing of fashion
items once they become popular and seek out emerging innovations in an effort to resist

conformity.
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In summary, Tian et al. (2001) conceptualise the consumer’s need for uniqueness as a
three dimensional behavioural tendency construct that underlies the different ways in

which individuals can express their individuality and uniqueness through consumption.

2.4.1 Individual Differences in the Need for Uniqueness

A number of researchers have shown that individuals acquiring and displaying material
possessions to feel differentiated from others have several personal characteristics.
Some of these consumers tend to be fashion change agents such as fashion opinion
leaders, fashion innovators, and innovative communicators (Bertrandias and Goldsmith,
2006, Clark and Goldsmith, 2005, Workman and Kidd, 2000, Goldsmith and Clark,
2008, Workman and Caldwell, 2007, Goldsmith et al., 1996). In addition, Clark and
Goldsmith (2005) found some empirical evidence to show that the consumer’s need for
uniqueness is negatively related to the tendency to conform. This is consistent with
Snyder and Fromkin’s (1977) findings which show that a high, as compared to a low,
unique person should be less responsive to conformity pressures and are not concerned

about the reactions of others.

The consumer’s need for uniqueness through material possessions is different between
Western and Eastern countries and cultures. Western cultures tend to exhibit a higher
need for uniqueness because the culture emphasises individuality, personal success,
originality, and uniqueness; meanwhile, Eastern cultures value group benefits, harmony,
and family integrity (e.g. Burns and Brady, 2001, Lee and Kacen, 2000). As has been
argued by Snyder and Fromkin (1980), people learn to value a sense of uniqueness in

the environment that encourages freedom and rewards independence.

Following on from this, clothing for uniqueness is particularly relevant in the context of
this study because relatively young British Muslims living in the UK face dual sets of
agents of cultural change while acculturating to consumption experiences in the UK:
one aligned with mainly Eastern cultures (their country of origin) and the other aligned
with Western culture (in this case, the UK) (Jamal, 2003, Sekhon, 2007). Hence, in
their effort to create and express a desired image of separate identity and differentiation

from their parents (who symbolise their Eastern culture) as well as their peers (who
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represent the UK mainstream culture) relatively young British Muslims may develop a
need for uniqueness through clothing. Furthermore, because this study is concerned
about relatively young population, clothing for uniqueness is a crucial factor because
the late teens and early twenties are the periods of highest interest in clothing. This is a
time in their lives when the previous ‘follow the herd’ tendencies begin to depart and
individuality is more often expressed (Kefgen and Touchie-Specht, 1986). The next
section will discuss on clothing conformity; another important clothing benefits sought

identified in this study.

2.5 Clothing Conformity

Conformity is defined as the tendency of group members to establish a group norm and
the tendency of individuals to comply with the respective norm (Burnkrant and
Cousineau, 1975). Conformity has also been described as a change in the consumer’s
product evaluations, purchase intentions, or purchase behaviour as a result of exposure
to the evaluations, intentions or purchase behaviour of referent others (Lascu and
Zinkhan, 1999). Both definitions associate conformity with adhering to group norms in
the purchasing decision of a product or brand (Kahle, 1995b). For the purpose of this
study, in the context of clothing, clothing conformity is defined as the acceptance of, or
adherence to a clothing norm, that is, dressing in accordance with the norm of a

specified group (Horn and Gurel, 1981).

Consumers use the symbolic qualities of clothing to satisfy two opposing functions:
social identification with (approach) groups, and distinction from less desirable
(avoidance) groups (Banister and Hogg, 2004). In other words, clothing conformity
provides a consumer with a sense of belonging to, and identification with, the group as
one of its members, or aspiring members, while simultaneously distinguishing the
consumer as a non member of avoidance groups (Solomon and Rabolt, 2009). Since
clothing conformity can serve to identify group members, in this study Muslims are
expected to place more importance on compliance to clothing norm since Islam has

specific rules in terms of dressing (dressing requirement according to Islamic rules will
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be discussed in more detail in Section 2.7). Violation of the rules signifies a
questioning and abandoning of the rules that are rooted in the religious identity of the
group (Dambhorst et al. 1999, cited in Solomon and Rabolt, 2009).

Several studies have shown that clothing is a useful mechanism for conforming. For
instance, Piacentini and Mailer (2004) explore the subject of symbolic consumption
with specific reference to clothing in the teenage market. They found that clothing is
used to symbolise the link between an individual and the group they wish to be accepted
by. In Piacentini and Mailer’s (2004) study the participants emphasised that clothing
played a particularly important role when meeting others and when trying to establish
friendship with others. In addition, clothing is also used to tell others who they are and
what group they belong to. Similarly, Elliott and Wattanasuwan (1998) confirmed that
individuals use the symbolic content of chosen consumption objects to reflect their
affiliation, or connection, to a particular social group. Clearly, clothing may be
considered as one of the means by which social groups communicate their identity as a
social group to other social groups (Barnard, 1996). Conformity is both necessary and
desirable to the extent that it provides for the transmission and functional normative
patterns and it gives the individual a sense of belonging (Horn and Gurel, 1981). Thus,
conformity through clothing tends to help people fit into their social needs (Horn and
Gurel, 1981).

Clothing is widely recognised as a vehicle that communicates the wearer’s identity (e.g.
Horn and Gurel, 1981). This implies that an individual who purchases clothes for
conformity are also usually willing to conform in many areas (Bearden et al. 1989). As
noted by Bearden and Rose (1990), consumer’s with a high tendency to conform act on
the social cues available at the time a purchase or consumption decision is being made.
The authors illustrated that such individuals are more likely to conform to the decisions
of other consumers, regardless of whether those consumers are physically present or

not.

Clothing conformity has been found to be a motivating factor in clothing purchases
among teenagers (Piacentini and Mailer, 2004), adolescents (Chen-Yu and Seock, 2002,
MacGillivray and Wilson, 1997), and young people (Aiken, 1963). In addition, young
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people are most likely to yield to conformity pressures (Lascu and Zinkhan, 1999, Park
and Lessig, 1977). Since this study is concerned about young people, it can be
understood that clothing conformity is an important construct in studying relatively
young people’s clothing behaviour. The following section will review the next clothing

benefits sought identified in this study which is self congruity.

2.6 Self Concept and Self Congruity

People purchase products and services to create and enhance their self identity (Belk,
1988). Therefore, it is likely that the consumer’s reason for making a purchase will
depend on their self concept. Self concept is defined as a person’s perception of their
own abilities, limitations, appearance and characteristics, including their own
personality (Graeff, 1996). It also involves the ideas and feelings that a person has
about themselves in relation to others in a socially determined frame of reference

(Onkvisit and Shaw, 1987).

A variety of different conceptualisations of self concept have been used in the previous
literature. Some researchers have regarded self concept as a single construct while
others have regarded self concept as consisting of multiple constructs. For instance,
Grubb and Stern (1971) have discussed self concept as a single construct which can be
referred to as the actual self, real self, basic self, or extant self (Sirgy, 1982). However,
other researchers view self concept as consisting of multiple components (e.g. Ross,
1971, Hong and Zinkhan, 1995). Most of these researchers (e.g. Hong and Zinkhan,
1995, Ross, 1971) identify two dimensions within the idea of self concept: the actual
self and the ideal self. Actual self can be defined as how a person sees themselves,
whereas ideal self refers to how a person would like to see themselves. Other
researchers have gone beyond these two dimensions of actual and ideal self. For
example, Sirgy (1982) referred to four dimensions of self: actual self, ideal self, social
self (i.e. how an individual feels others see them), and ideal social self (i.e. how an
individual wants others to see them). Generally, according to self concept theory, an

individual sets up a reference point with an ideal self and then compares this to an actual
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self. A gap between the actual and ideal self stimulates the individual to strive towards
an ideal state (Hong and Zinkhan, 1995).

Self concept in the sense of self image is of interest to marketers because many
consumers select products and brands that fit or match their images of themselves
(Goldsmith et al., 1999). As was highlighted earlier, clothing can fulfil a number of
functions beyond mere functional performance (Horm and Gurel, 1981); hence,
consumers often purchase clothing for their symbolic meaning (Levy, 1959).
Consequently, the consumer’s may evaluate what they see by comparing themselves
with others. After deciding how they wish others to see them, the consumer’s then
attempt to select a pattern, dress or style that will reinforce their self image, or be

consistent with the image they wish to project.

Products are assumed to have personal images which reflect the stereotype of the
generalised users of that product, which is known as product-user image (Sirgy et al.,
1997). The interaction between consumer self concept and product-user image
generates a subjective experience which is referred to as self congruity (Sirgy et al.,
1997). This subjective meaning is expected to tie in closely with one’s self image in
order to have an impact on the consumer’s preference and choice (Kleijnen et al., 2005,
Heath and Scott, 1998, Sirgy et al., 1997). Self congruity can be categorised as high or
low (Sirgy et al., 1997). High self congruity is experienced when the consumer
perceives that the product-user image matches that of their own self image. On the
other hand, when there is high discrepancy between product-user image and self image,

it results in low self congruity.

According to Sirgy (1982), there are at least four different approaches can be identified
in self concept studies that deal directly with product image: a) product image as it
relates to the stereotypic image of the generalised product user; b) product image in
direct association with the self concept; c) sex-typed product image; and, d)
differentiated product image. For the purpose of this study, product image as it relates
to the stereotypic image of the generalised product user was adopted because many self
concept researchers have argued that a product image is defined as the stereotypic

image of the generalised product user (e.g. Grubb and Stern, 1971, Sirgy et al., 1997).
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Self congruity appears to affect consumer behaviour through self concept motives,
which are: needs for self consistency and self esteem (Sirgy, 1982). From a self
consistency perspective, the consumer will be motivated to purchase a product with an
image (positive or negative) that is in congruence with their self image belief. On the
other hand, self esteem indicates that a consumer is motivated to buy a positively valued
product to maintain a positive self image or to enhance themselves by approaching an
ideal image. The resultant motivational state toward a given product is, therefore, the

net effect of the motivational state arising from self consistency and self esteem needs.

A number of previous studies have shown that self congruity is an important factor in
directing consumer preference and choice (e.g. Kleijnen et al., 2005, Heath and Scott,
1998). According to Zinkhan and Hong (1991), products which have a strong symbolic
character and are publicly consumed might lend themselves more easily to a self
concept moderator. If the symbol of a product does not tie in closely with one’s self
image then it may have little influence on purchasing behaviour, irrespective of its
potential symbolic richness. Self congruity in the context of this study is important
because clothing is generally consumed publicly (Bearden and Etzel, 1982) and is high
in visual display (Holman, 1980). Moreover, Johar and Sirgy (1991) suggests that self
congruity can best be utilised when applied to products displaying a high degree of
expressiveness; that is, where consumers have a stereotypical image of the generalised
users of the product. Self congruity is also relevant in the context of this study since
clothing choices are central to the creation and communication of a person’s identity
(Chattalas and Harper, 2007). Hence, relatively young British Muslims living in the UK
are more likely to observe other people’s clothing style in achieving a balance between

blending in and being different from other ethnic groups in the society.

2.7 Modesty in Clothing from the Islamic Perspective

Clothing for the purpose of modesty is the fundamental basis for all clothing (Horn and
Gurel, 1981). Modesty theory suggests that people wear clothing to conceal the private
parts of their body (Solomon and Rabolt, 2009). In other words, modesty revolves

47



around the idea that certain body parts are indecent or shameful and should be covered
so that they cannot be seen (Barnard, 1996). It has been argued that modesty differs
from culture to culture (Horn and Gurel, 1981). What is covered or left uncovered

varies among societies (Horn and Gurel, 1981).

In the context of this study, modesty in clothing among Muslims means that dress must
cover the whole body except for the areas specifically exempted (Badawi, 1980).
Although modesty has not been identified as the most important underlying motives in
women’s choice of dress (Barr, 1934), it is expected that modesty would be very much
important in this study because individuals who place great emphasis on religious
values will place importance on modesty (Creekmore, 1963, cited in Horn and Gurel,
1981). Modesty in clothing is expected to be an important clothing benefits sought
among Muslims because the importance of religion in British Muslim’s lives have been

recognised as more important than their ethnic identity (Robinson, 2005).

The foundations regarding Islamic clothing are mentioned in the Quran (the divinely —
revealed Scripture of Islam) and through the Prophet Muhammad’s teachings and

practices:

“Say to the believing of men and women that they should lower their gaze and guard
their modesty: that will make for greater purity for them: and Allah is well acquainted
with all that they do.” [24:30].

“And say to the believing women that they should lower their gaze and guard their
modesty that they should not display their beauty and ornaments except what must
ordinarily appear thereof; that they should draw their veils over their bosoms and not

display their beauty to their husbands....” [24:31].

“O Prophet! Tell thy wives and thy daughters and the women of the believers to draw
their cloaks close round them. That will be better, so that they may be recognised and
not harassed. Allah (SWT) is ever Forgiving, Merciful.” [33:59].
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The above three verses require Muslims to dress according to the Islamic requirement
whereby they are expected to dress modestly. Modesty in clothing includes several
aspects. Firstly, clothing should not be worn for the purposes of attracting attention or
to show off. It should not be a dress of fame, pride, and vanity. Such fame may be
sought by wearing an excessively fancy dress as a status symbol or by wearing an
excessively ragged dress in order to gain others’ admiration of one’s own selflessness.
Both motives are improper by Islamic standards (Badawi, 1980). The Prophet
Muhammad says:

“Whoever wears a dress of fame in this world, Allah will clothe him with a dress of

humiliation in the day of resurrection, then set it afire”.

Secondly, for women, clothing must cover the entire body; only the hands and face may
remain visible for women (Badawi, 1980). In addition, the dress must be loose enough
so0 as not to describe the shape of a woman’s body. This is consistent with the intent of
the verses cited above (24: 30-31). These verses require women to cover the whole

body except for the areas specifically exempted.

Thirdly, in terms of the material, it should not be so thin that one can see through it.
This requirement can be seen from the intention of the verses cited above (24: 30-31)
whereby the dress should be thick enough so as not to show the colour of the skin it
covers or the shape of the body which it is supposed to hide. Other than that, women’s
clothing must not resemble men’s clothing, nor should the men’s clothing resemble the

women’s. Ibn’ Abbas narrated this point:

“The Prophet cursed the men who act like women and the women who act like men.”

In addition, a Muslim should not wear clothing to look like a non Muslim because the
Prophet Muhammad was against Muslims copying these styles. Moreover, the design
must not consist of bold designs which attract attention (Badawi, 1980).

In summary, modesty in clothing from the Islamic perspectives includes the following;

a) clothing should not be worn for the purposes of attracting attention or to show off; b)
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clothing must be loose and cover the entire body, only the hands and face may remain
visible for women; c) material used to cover the body parts should be thick so that no
one can see through it; d) women’s clothing must not resemble men’s clothing, nor
should the men’s clothing resemble women’s; and, €) Muslims should not wear clothing

to look like a non Muslim.

Based on the Islamic requirement on clothing, Muslims are not constrained to wear a
particular form of dress and they are free to improve on or invent new types of dresses
as long as it meets the Islamic guidelines and requirements. Therefore, it is expected
that Muslim consumers are particular in terms of their clothing choice because they are
required to observe the dress requirements as laid down in the Quran (the divinely —
revealed Scripture of Islam) and Sunnah (the practice of the prophet, consisting of what
he himself did, recommended or approved of in others). Although modesty in clothing
may reflect the fundamental basis for all clothing (Horn and Gurel, 1981), wearing
modest clothing among Muslims may symbolise the wearer’s commitment to his or her
religion. In this sense, modesty in clothing should be considered as one of the important

clothing benefits sought among Muslims.

2.8 Summary

This chapter presented various literature relevant to key drivers of social influences
including the clothing benefits sought. The chapter began with discussion on what
makes people purchase clothing. Then, followed by discussion on symbolic
interactionism and four selected clothing benefits sought; uniqueness, conformity, self
congruity and modesty. The next chapter reviews and discusses literature relevant to

social influence, susceptibility to interpersonal influence and status consumption.
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Chapter Three
Social Influence,
Susceptibility to

Interpersonal Influence and
Status Consumption
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3.1 Introduction

The previous chapter reviewed the relevant literature on consumption of clothing and, in
particular, the topic of clothing benefits sought. This chapter will discuss other
important concepts guiding this research, which include: social influence, susceptibility
to interpersonal influence, and status consumption. This chapter begins in Section 3.2
with a review of the literature related to social influences in consumer behaviour.
Section 3.3 will discuss the concept of susceptibility to interpersonal influence. This is
followed by a review of the antecedents of individual susceptibility to interpersonal
influence in Section 3.4. Section 3.5 discusses the impact of susceptibility to
interpersonal influence on product and brand purchase decisions. Section 3.6 reviews

the topic of status consumption. Finally, Section 3.7 concludes the chapter.

3.2 Social Influences in Consumer Behaviour

The influence of others on consumer behaviour has long been a subject of interest to
academics and marketers (e.g. Bearden and Etzel, 1982, Park and Lessig, 1977,
Stafford, 1966). From marketing and consumer behaviour perspectives, the influence of
others is referred to as reference group influence (e.g. Bearden and Etzel, 1982, Childers
and Rao, 1992, Park and Lessig, 1977), social group influence (e.g. Ford and Ellis,
1980), or interpersonal influence (e.g. Bearden et al., 1989). For the purposes of this
study, reference group, social group, and interpersonal influence are treated as

synonymous constructs.

A reference group is defined as an actual (or imaginary) individual (or group) conceived
of having significant relevance upon an individual’s evaluation, aspirations, or
behaviour (Park and Lessig, 1977). Reference groups may also include groups to which
a person actually belongs, to which he aspires to belong, or dissociative groups to which
he aspires not to belong (Stafford, 1966). Bearden and Etzel (1982) defined a reference
group as a person (or group of people) that significantly influences an individual’s

behaviour. Consumers are potentially influenced by a diverse range of people that they
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come in contact with (or observe), such as: friendship groups, shopping groups, virtual
groups or communities, consumer actions groups, and family. The family is probably
the most compelling reference group for consumer behaviour (Schiffman and Kanuk,

2007, Childers and Rao, 1992).

3.2.1 The Importance of the Influence of Reference Groups

Marketers have generally accepted that the reference group construct is important in at
least some types of consumer decision making (Bearden and Etzel, 1982). According to
Stafford (1966), reference groups influence behaviour in two major ways: firstly, they
influence aspiration level and thus play a part in producing satisfaction or frustration;
and secondly, reference groups influence the types of consumer behaviour by
establishing approved patterns of behaviour. This means that a reference group serves
as frames of reference for individuals in their purchase or consumption decision
(Schiffman and Kanuk, 2007).

Consequently, the impact of reference group influence on different aspects of consumer
behaviour has been examined by numerous researchers. For instance, some researchers
have investigated the impact of reference groups on: brand preference (Ford and Ellis,
1980, Stafford, 1966), purchase decisions (Bearden and Etzel, 1982), shopping
behaviour (Mangleburg et al., 2004), product evaluation (Burnkrant and Cousineau,
1975, White and Dahl, 2006), the number of investment transactions made (Hoffmann
and Broekhuizen, 2009), and advertising implications (Lessig and Park, 1978).

A number of researchers have also demonstrated the importance of reference group on
the purchase of different types of products and brands, ranging from bread (Stafford,
1966), services (Mehta et al., 2001, Lalwani, 2002), designer apparel (Khan and Khan,
2005), to mobile phones (Jia et al., 2007). In addition, the impacts of reference groups
on different demographic profiles (e.g. students, housewives, teenagers, and children)
have also been explored in several previous studies (Park and Lessig, 1977, Mangleburg
et al., 2004, D'Rozario, 2001, Bachmann et al., 1993). The findings from these studies

show that individuals’ decision, attitude, and behaviour are frequently influenced by
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other people. Indeed, interpersonal influences play a major role in shaping consumer

choice decisions (Mourali et al., 2005).

Many marketing and advertising strategies use group influences to persuade consumers
to ‘buy this brand because this group recommends it’. They do this because many
purchases are subject to group pressure, for example: consumers tend to try to buy those
products that others want them to have; that they think will make others accept them,
approve, or envy them; or, because they have learnt something important about the
product from others (Park and Lessig, 1977). In summary, social group or reference

group influence is an important construct to be studied in consumer behaviour.

It has been suggested that people differ in their responses to social influence, with some
individuals being naturally more inclined to social influence than others. The
underlying concept of susceptibility to interpersonal influence (which will be discussed
in the next section) has since been proposed as a general trait that varies across

individuals (Bearden et al., 1990, Bearden et al., 1989).

3.3 Susceptibility to Interpersonal Influence

Consumer susceptibility to interpersonal influence is viewed as a general trait that varies
across persons. A person’s relative influenceability in one situations tends to have a
significantly positive relationship to his or her influenceability in a range of other social
situations (Bearden et al., 1989). The construct of consumer susceptibility to
interpersonal influence is defined as the need to identify with, or enhance, one’s image
in the opinion of significant others through: the acquisition and use of products and
brands; the willingness to conform to the expectations of others regarding purchase
decisions; and, the tendency to learn about products and services by observing others or

seeking information from others (Bearden et al., 1989).

Generally, susceptibility to interpersonal influence has been conceptualised into two

dimensions, which are: normative and informational influence (e.g. Bearden et al.,
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1990, Bearden et al., 1989, D'Rozario, 2001). In a study conducted by Bearden et al.
(1989), susceptibility to interpersonal influence was measured using 12 items
comprising four informational and eight normative items. Bearden et al. (1989) found
that value expressive and utilitarian influences were not measurably distinct.
Consequently, the authors collapsed items measuring susceptibility to value expressive
and utilitarian influence into a single measure of susceptibility to interpersonal
influence, known as normative influence. For this reason, and following the work of
Bearden et al. (1989) and Bearden et al. (1990), in this study normative influence is
conceptualised as being composed of both value expressive and utilitarian components.
The following sections will provide details about the two dimensions of susceptibility to

interpersonal influence, which are: normative and informational influence.

3.3.1 Normative Influence

Normative influence involves a desire to conform to the expectations of people in the
group (Burnkrant and Cousineau, 1975). A group can exert normative influence in the
purchase of clothes, furniture, and appliances because these items are visible (Assael,
1995, Lessig and Park, 1978). As mentioned earlier, a number of researchers have
distinguished between two forms of normative influence: utilitarian and value
expressive influence (Childers and Rao, 1992, Burnkrant and Cousineau, 1975).

a) Utilitarian influence

Utilitarian influence is reflected in an individual’s attempt to comply with the
expectations of others in order to receive rewards or avoid punishments, and it operates
through the process of compliance (Bearden et al.,, 1989, Burnkrant and Cousineau,
1975). An individual would be expected to comply with the preferences, or
expectations, of another individual, or group, if: a) they perceive that they mediate
significant rewards or punishments; b) they believe that their behaviour will be visible
or known to these others; and, c) they are motivated to realise the reward or to avoid the
punishment (Park and Lessig, 1977, Childers and Rao, 1992). In summary, in a product
evaluation situation an individual would be expected to comply with the prior
evaluation of others only where their evaluation is visible to others who are perceived

by them as mediators of significant rewards or punishments.
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b) Value expressive influence

Value expressive influence relates to an individual’s motive to enhance or support his
self concept (Park and Lessig, 1977). Value expressive influence operates through a
process of identification in two ways. Firstly, an individual utilises reference groups to
express themselves or bolster their ego. In this case, there should be a consistency
between the desire to express one’s self and the psychological image attached to the
reference group. Secondly, an individual is influenced by a value expressive reference
group because of his simple affect (liking) for that group. This does not require
consistency between one’s self image and the psychological image attached to the
reference group. Thus, an individual responds (e.g. adopts the recommendations) to the
reference group even though the content of their responses (e.g. acceptance of
recommendations) is irrelevant to the group (Park and Lessig, 1977). In contrast to the
process of compliance, the visibility of their performance would be unrelated to
occurrence of identification. What is crucial here, however, is that the presentation
provides information about the behaviours or expectations of others who are significant
referents for the individual (Burnkrant and Cousineau, 1975). In other words,
identification differs from compliance in that the individual actually believes in the
attitudes and behaviours adopted. Therefore, value expressive influence is likely to

occur whether or not the person’s behaviours are public or private.

3.3.2 Informational Influence

Informational influence has been defined as an influence to accept information obtained
from another as evidence about reality (Deutsch and Gerard, 1955, Bearden et al.,
1989). In consumer research informational influence was found to affect product
evaluation and brand selection (e.g. Burnkrant and Cousineau, 1975, Bearden and Etzel,
1982, Park and Lessig, 1977). Consumers are motivated by informational social
influence, rather than normative social influence, to seek information from other people.
An influence is internalised if it is perceived as enhancing the individual’s knowledge of

their environment (such as purchasing a product) (Park and Lessig, 1977).

Informational influence can appear in several different modes. The first mode happens

when a consumer actively searches for information from opinion leaders or a group with
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the appropriate expertise (Park and Lessig, 1977). For example, information on product
characteristics could be obtained directly from a retailer or from knowledgeable friends
who have relevant product related experience. The second mode happens where an
individual makes inferences relating to such things as the brand’s quality by observing
an individual’s group’s endorsement (Lessig and Park, 1978). Mourali (2001) argued
that the informational dimension is fairly close to the concept of preference for personal
sources; however, preference for personal sources does not reflect a general trait but is,

rather, a variable choice.

Having established the differences between normative and informational influence, it
can be summarised that susceptibility to interpersonal influence can impact on
consumer behaviour through three different processes, which are: compliance,
identification, and internalisation (Burnkrant and Cousineau, 1975, Bearden et al.,
1989). The following section will review the antecedents of individual susceptibility to
interpersonal influence because an individual’s susceptibility to interpersonal influence

differs across individuals.

3.4 Antecedents of Individual Susceptibility to
Interpersonal Influence

A number of previous studies have identified several antecedents of individual
susceptibility to interpersonal influence (e.g. Clark and Goldsmith, 2006b, D'Rozario
and Choudhury, 2000). For the purposes of this study these antecedents have been
categorised into two main categories, which are: consumer characteristics (i.e.
personality, values and demography) and task/situational characteristics. The following

sections address the two main categories in detail (as summarised in Table 3.1).

57



Table 3 1: Antecedents of InlelduaI Susce ersonal Influence

tibility to Inter

_ - L : i , egative Effect |
Consumer characterlstlcs = ngh self morutormg =  Assimilation
(i.e. personality, values *  Young = Self esteem
and demography) *  Collectivist = Self confidence
*  Attention to social * Individualist
comparison information * Innovators
(ATSCI) » Individual values
=  Individual values (external (internal values)
values) = Role relaxed
=  Tendency to conform
s Interpersonal orientation
Task/situational . Uncertainty » Perceived brand
characteristics . Lack of knowledge distinction
- High perceived risk * Low perceived risk
. Product/service complexity

Source: This Study

3.4.1 Consumer Characteristics (i.e. personality, values, and
demography)

In the literature, one of the main factors that determine consumer susceptibility to
interpersonal influence is consumer characteristics. This includes consumer personality,

values and demography. Examples of each category are explained next.

a) Self monitoring

Several previous studies have suggested that people high in self monitoring are sensitive
to the self images that they project in social situations (Snyder, 1974) and are more
likely to be influenced by interpersonal influence than the low self monitoring people
(Bearden et al., 1990). This happens because consumers who portray a high self
monitoring trait are sensitive to the expression and self presentation of relevant others in
social situations and are often uncertain about how they should act and, therefore, look

to others for guidance.

b) Assimilation

D’Rozario and Choudhury (2000) examined the effect of assimilation (which is a
process whereby individuals who move from one culture to another are absorbed by the
new (host) culture) on consumer susceptibility to interpersonal influence. The results of

their study of Chinese immigrants and Anglo Americans show that assimilation is
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negatively related to an immigrant consumer’s susceptibility to interpersonal influence.
That is, as an immigrant consumer assimilates into the host culture he or she becomes

less susceptible to influence from members of the host culture.

c) Self esteem and self confidence

A person’s influenceability often appears as a consequence of personality variables,
such as self esteem or self confidence (Clark and Goldsmith, 2005, Bearden et al.,
1990). Self esteem measures the extent to which a person has a positive attitude about
themselves (Rosernberg 1979, cited in Clark and Goldsmith, 2005). Previous studies
found that individuals who were low in self esteem were generally more susceptible to
normative influence from others (Clark and Goldsmith, 2005, Rose et al., 1998).
Individuals with low self esteem will comply with the suggestions of others as an ego
defence mechanism to avoid social disapproval (Cox and Bauer, 1964). Consistent with
this finding, Bearden et al. (1989) found weak negative correlations between Eagly’s
(1967, cited in, Bearden et al., 1989) self esteem measure and both the normative and

informational components of interpersonal influence.

Another personality variable that determines an individual’s susceptibility to
interpersonal influence is self confidence. Consumer confidence is defined as the
individual’s perceived ability to choose the best buy from available brands (Bearden et
al., 1990). Bearden et al.’s (1990) study has shown an inverse relationship between self
confidence and susceptibility to interpersonal influence whereby highly self confident
consumers are more likely to be confident in their decision making than less confident

consumers, which makes them less likely to be influenced by others.

d  Age

Age is an important demographic factor that is negatively related to an individuals’
influence by a reference group. Out of all the age groups, young people are more likely
to be susceptible to interpersonal influence (Park and Lessig, 1977, Mangleburg et al.,
2004, Clark and Goldsmith, 2006b) because they tend to have more social contact than
other groups (Park and Lessig, 1977). Moreover, since young people have limited

consumption knowledge and prior purchase experience, they may be expected to be less
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capable of coping with uncertainty and risk than are more mature individuals, which in
turn leads them to be more influenced to others’ suggestions in consumption (Park and
Lessig, 1977).

e) Cultural orientation

The potential influence of others is also thought to be affected by individual cultural
orientation. Using a sample of French and English Canadians, Mourali et al. (2005)
found that susceptibility to interpersonal influence varied systematically across cultures
with varying degrees of individualism-collectivism. Their study shows that a culture
with a less individualistic orientation would be more susceptible to normative influence.
That is, the members of a collectivist culture tend to have a greater need to identify or
enhance their image with significant others through the acquisition and use of products
and brands, and they tend to be more willing to conform to the expectations of others
regarding purchase decisions than are individualistic cultures. Similar findings were
also demonstrated in studies conducted by Kongsompong et al. (2009) using samples
from Thailand, Singapore, USA, and Australia. The emphasis that collectivists place on
harmony and conflict avoidance suggests that susceptibility to social influence is a
natural outcome of such characteristics (Kongsompong et al., 2009, D'Rozario, 2001,
D'Rozario and Choudhury, 2000).

f) Attention to social comparison information

Clark and Goldsmith (2006b) found a positive effect of attention to social comparison
information (ATSCI) on both normative and informational influence. Individuals
scoring high in ATSCI have a tendency to be more observant of social cues as a referent
in product selection because they are aware of others’ reactions to their behaviour and
are concerned about the nature of the respective reactions (Bearden and Rose, 1990). It
follows that they would be actively seeking information from knowledgeable others in
the marketplace. Several previous studies have found that people who have a general
tendency to conform and fear the evaluations of others (i.e. ATSCI) are also likely to
exhibit a high degree of normative and informational influence (Bearden et al., 1990,
Clark and Goldsmith, 2006a, Bearden et al., 1989).
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g) Innovators

Innovativeness is the degree to which an individual makes innovation decisions
independently of the communicated experience of others (Midgley and Dowling, 1978).
Midgley and Dowling (1978) suggest that innovators are unlikely to be influenced in
their new product choices by the opinions and actions of others. This is supported by
Clark and Goldsmith (2006b) who found consumer innovativeness to have a negative
relationship with the overall construct of consumer susceptibility to interpersonal
influence. The authors found that innovators appear to be less attentive observers of
others’ product and brand choices, and they rely less on the opinions of others regarding

their purchases.

h) Individual values

Individual values have also been identified as an antecedent of individual susceptibility
to interpersonal influence. Batra et al. (2001) and Kropp et al. (2005) examined the
relationship between individual values and susceptibility to interpersonal influence.
The results of these studies show that individual external values (which consist of
security, sense of belonging, warm relationships with others and being well respected)
have a positive relation with susceptibility to normative influence. In addition, internal
values (which reflect self fulfilment, self respect, and sense of accomplishment values)
are inversely related to the normative component of consumer susceptibility to

interpersonal influence (Kropp et al., 2005, Orth and Kahle, 2008).

i) Role relaxed

Kahle (1995b) proposes that role relaxed consumers are less susceptible to interpersonal
influence than non relaxed consumers. Clark and Goldsmith’s (2006b) empirical study
confirms that there is a negative relationship between role relaxed consumer and
susceptibility to interpersonal influence. The role relaxed consumers view themselves
as educated, knowledgeable, logical, sensible, intelligent and are more concerned with
utilitarian aspects of a product than superficial aspects (e.g. style, brand name, sex
appeal) (Kahle, 1995b, Kahle, 1995a) . Thus, they are unconcerned with conforming to

social expectations.
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j) Tendency to conform

Clark and Goldsmith (2005) defined tendency to conform as a global, enduring
personality trait in which the individual is predisposed to acquiesce to the social norms
which are prescribed by reference groups that are relevant and important to the
individual. Their study shows that tendency to conform positively affects consumer

susceptibility to normative interpersonal influence.

k) Interpersonal orientation

Interpersonal orientation is defined as the willingness to interact with others regarding
consumer related topics (Bearden et al., 1990). Bearden et al. (1990) found a positive
relationship between consumer interpersonal orientation and susceptibility to

interpersonal influence.

3.4.2 Task/Situational Characteristics

Consumer susceptibility to interpersonal influence also depends on task or situational

characteristics. The following sections provide the details of each characteristic.

a) Uncertainty

Consumers tend to rely on both informational and normative interpersonal influence in
the event of uncertainty regarding product and brand decisions, especially if they lack
the necessary information to make an informed purchase decision (Deutsch and Gerard,
1955). In a laboratory experiment study Venkatesan (1966) indicated that consumer
decision making in the absence of any objective standard meant that individuals tended
to conform to the group norm (although the author did not specify the nature of the
influence). Therefore, the more uncertain the individual is about the correctness of his

judgment, the more likely they are to be susceptible to interpersonal influence.

b) Lack of knowledge

Park and Lessig (1977) argued that people who have limited consumption knowledge

and prior purchase experience are expected to be less capable of coping with uncertainty
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and risk, which in turn leads them to be more influenced to other’s suggestions in
consumption. Similar results have been empirically found in the context of making
investment decision, whereby the amount of the consumer’s investment related
knowledge is negatively associated with their susceptibility to both informational and
normative influences (Hoffmann and Broekhuizen, 2009). Knowledgeable consumers
depend less on others to obtain relevant product information because they tend to be
more confident about making correct decisions and demonstrate less interest in others’

information and opinions (Bearden et al., 1990, Clark and Goldsmith, 2006b).

c) Perceived brand distinction

Perceived brand distinction refers to the perceived ability to distinguish among different
brands of the same product (Lessig and Park, 1982). Lessig and Park (1982) found that
the relevance of a reference group influence increases as the ability to distinguish

among brand decreases.

d) Product/service complexity

The significance influence from others also varies depending on product/service
complexity. Product/service complexity relates to the difficulty involved in evaluating a
product due to the absence of objective standards and to the individual’s incompetence
in product evaluation which results from the product’s many technical or obscured
characteristics (Lessig and Park, 1982). Lessig and Park (1982) found that the

relevance of reference group influence increases as product complexity increases.

e) Perceived risk of product

Perceived risk represents the consumer’s pre purchase uncertainty which relates to the
degree of expected loss resulting from the purchase, and the type and use of a product or
service (Murray and Schlacter, 1990). Consumers are more likely to utilise fewer
referents if the purchase was small than if the decision involved a high risk product,
such as cars (Stafford, 1966). In another study, Perry and Hamm (1969) found that the
greater the perceived risk of the purchase decision was then the greater the importance

of personal influence will be.
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In summary, consumer susceptibility to interpersonal influence is determined by several
factors which can be summarised into two main factors: consumer characteristics and
task/situational characteristics. Because this study investigates antecedents and
outcomes of social influence, the next section will provide a discussion on impact of
consumer susceptibility to interpersonal influence on product and brand purchase

decision.

3.5 Impact of Susceptibility to Interpersonal Influence
on Product and Brand Purchase Decision

The impact of the individual’s susceptibility to interpersonal influence on product and
brand purchase decisions has received considerable attention (Batra et al., 2001, Orth
and Kahle, 2008, Bearden and Etzel, 1982). For instance, Batra et al. (2001) found that
high susceptibility to normative influence leads to a greater importance for those
product attributes that provide socially visible benefits (i.e. reputation and style). By
extending Batra et al.’s (2001) work from product attributes to brand benefits, Orth and
Kahle (2008) showed that more susceptibility to normative influence tends to exhibit a
desire for social benefit in a brand since they have a higher need to enhance their image

in the opinion of others and tend to conform more to the expectations of others.

The findings from both studies (Orth and Kahle, 2008, Batra et al., 2001) are consistent
with the study by Bearden and Etzel (1982) which shows that reference group influence
on a product and brand purchase decision differs between publicly and privately
consumed products, and between luxuries and necessitiecs. They concluded that for
publicly consumed luxuries (i.e. products consumed in public view and not commonly
owned or used, such as golf clubs) the reference group influence is likely to be strong
on product ownership and on specific brand choice. For publicly consumed necessities
(i.e. products consumed in public that virtually everyone owns, such as a wrist watch),
the reference group influence is likely to be weak on product ownership but stronger on
specific brand choice. In the case of privately consumed luxury (product consumed out
of public view and not commonly owned or use, such as trash compactor), the reference

group influence is likely to be stronger on product ownership but weaker on specific
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brand choice. Finally, for privately consumed necessities (i.e. products consumed out of
public view that virtually everyone owns, such as a mattress) the reference group
influence is likely to be weak on both product ownership as well as specific brand

choice.

It appears that consumer consumption is strongly influenced and shaped by reference
group influence and the individual proneness to interpersonal influences. In particular,
interpersonal influence on consumer consumption is stronger for publicly consumed
luxuries. This could be happening because products consumed publicly (such as
clothing) can be associated with the personal characteristics of their users more than
those products that are consumed in private. In addition, the luxury element in a
product ensures that peers exert a strong interpersonal influence. The consumption of
those who set standards of taste and quality influences an individual’s demand for
socially conspicuous products (O’Cass, 2001). This is significant in the context of this
present study which intends to examine the impact of individual susceptibility to
interpersonal influence on consumption of status goods. Hence, the next section will

review the topic of status consumption.

3.6 Status Consumption

The idea of purchasing, using, displaying and consuming of goods and services as a
means of gaining status was first discussed by Veblen in 1899 in his book title ‘Theory
of the Leisure Class’ (Veblen, 1994). Veblen (1994) described conspicuous
consumption as the use of money or other resources by people to display a higher social
status than others. This consumption related need for status reflects the tendency to
purchase goods and services for the status or social prestige value that they confer on
their owners, regardless of income or social class level (Eastman et al., 1999).
Therefore, the consumption of conspicuous goods differs from many frequently
purchased goods because they satisfy not just material needs but also social needs, such
as prestige (Belk, 1988, Grubb and Grathwohl, 1967).
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Status is frequently thought of as the position or rank in society which is awarded to an
individual by others (Dawson and Cavell, 1987). In the context of a consumer decision,
Eastman et al. (1999) argued that consumers may acquire status through possession.
The acquisition of material goods is one of the strongest measures of social success and
achievement (O'Cass and McEwen, 2004). Status is derived from the evidence of
wealth provided by conspicuous consumption and the power that results from the
associated respect, consideration, and envy of others (Veblen, 1994, Eastman et al.,
1999). The conspicuous consumption of luxury goods provides the consumer with
satisfaction from others’ reactions to the wealth displayed, rather than from the value of
the product itself (Mason, 2001).

Previous research has treated status and conspicuousness as two separate but related
constructs (Truong et al., 2008, O'Cass and McEwen, 2004). For instance, O’Cass and
McEwen (2004) describe status consumption as the personal nature of owning status
laden possessions, which may or may not be publicly displayed, while conspicuous
consumption is more oriented toward the evident display of expensive possessions.
Meanwhile, other researchers have described status and conspicuousness as one and the
same (Eastman et al., 1997, Vigneron and Johnson, 2004, Eastman et al., 1999). For the
purpose of this study, status and conspicuousness are treated as one and the same and
are referred to as status consumption, which reflects the motivational process by which
individuals strive to improve their social standing through the conspicuous consumption
of consumer products that confer and symbolise status, both for the individual and for

surrounding significant others (Eastman et al., 1997, Eastman et al., 1999).

The concept of status consumption is often associated with materialism. Although these
constructs are interrelated, some studies have shown that these concepts are different
(Eastman et al., 1997, Heaney et al., 2005, Nguyen and Tambyah, 2011, Eastman et al.,
1999). Status consumers place importance only on those possessions which they feel
have status qualities (i.e. increasing the consumers’ perceived level of status) (Eastman
et al.,, 1997). In other words, status consumers buy those products which are associated
with status in order to make themselves more visible in the eyes of significant others
(Shukla, 2010). On the other hand, a materialistic person views ownership of products

as playing a more central role in their life (Belk, 1984b, Eastman et al., 1997).
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3.6.1 What Constitutes Status Goods?

It has been suggested that certain products and brands convey status to consumers
(Chao and Schor, 1998, Fontes and Fan, 2006). For instance, Chao and Schor (1998),
Coelho and McClure (1993), and Deeter-Schmelz et al. (2000) demonstrated that the
signal of status goods is that products must be more expensive to suggest higher quality
or higher status. In addition to the price of the product, consumption of status goods
also includes brands that confer status (O'Cass and Frost, 2002a). In this sense, an
expensive brand name that is attached to the name of a famous fashion designer may
contribute to the owner’s perceived sense of an increase in status in the eyes of others,
based upon the owner’s ability to purchase prestige goods. In turn, this may be
perceived as identifying the owner as part of an elite or as a status symbol identified
with certain upper class social groups (Chang et al., 1996). In addition, some goods are
categorised as status goods based on the country of origin. For instance, Phau and Leng
(2008) find that status seekers tended to believe that foreign luxury brand apparel are of
better fit, better quality, more fashionable, have a better brand name, and are more

appropriate for classy occasions than local luxury brand apparel.

Another stream of research has argued that for goods to function as status conveying
goods or services they must be accepted as symbols of status according to widely held
social beliefs (Fontes and Fan, 2006, Leigh and Gabel, 1992, Chao and Schor, 1998). In
addition, they must be either easily seen by, or talked about with, others (Chao and
Schor, 1998, Bearden and Etzel, 1982). Chao and Schor (1998) emphasised the
importance of social visibility as a key dimension of status consumption because of the
moral hazard problem associated with non visible goods. Moral hazard arises because
individuals have an incentive to exaggerate their consumption in order to gain social
position. If consumption is not externally verifiable, then self reported levels of

consumption are not credible (Chao and Schor, 1998).

Status consumption is relevant to this study because clothing is consumed publicly and
is able to convey the social worth or status of the wearer (Solomon and Rabolt, 2009,
Barnard, 1996, O'Cass and Frost, 2002a). This means that clothing is a material

possession that holds a significant position in society and can symbolise an individual’s
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identity (O'Cass, 2004). Even a product as simple as a pair of jeans can convey
information on the status of the wearer. For instance, in a study of clothing purchases, it
was found that respondents rated people who wore designer jeans (e.g. Calvin Klein) or
brand name jeans (e.g. Lee) more highly than those who wore jeans from an ordinary
store brand (e.g. JC Penney Plain Pocket) (Workman, 1988). Hence, the findings

indicate that clothing is an instrument of conveying the social status of the wearer.

3.6.2 Factors Influence Status Consumption

Several researchers provide various influential psychological factors of status
consumption and conspicuous consumption. For instance, Marcoux et al. (1997)
highlighted the importance of status consumption in gaining social presence. In their
study of Polish consumers they found that status products were consumed to get noticed
by others, to gain popularity and respect, and to demonstrate an elevated social position.
This is further supported by Eastman et al. (1999) who argued that the motivational
force of consumer behaviour is the desire for social prestige and the desire to gain status
through the purchase and consumption of goods. The more the consumer seeks status,
the more is their consumption of status symbols for the purpose of increasing their
status. Several other researchers, including Wong and Ahuvia (1998), Heath and Scott
(1998), Shukla (2008), and O’Cass and Frost (2002a) have suggested factors such as
prestige and success symbolism, wealth and achievement indication, and image and

status enhancement as intangible factors affecting status consumption.

Prior research has also investigated the relationship between consumer demographic
profiles and status consumption. Chao and Schor (1998) demonstrated that income and
occupational status are positively associated with the propensity to engage in status
purchasing. They also showed that people who are urban and suburban in residence and
who are more highly educated are more likely to engage in status buying, a result which
is similar to that of Kwak and Sojka (2010). Other studies have indicated that younger
consumers are more likely to be motivated to consume for status (O'Cass and McEwen,
2004, Piacentini and Mailer, 2004, Eastman and Eastman, 2011). In addition to
consumer demographics factors, several researchers have shown that status

consumption varies according to consumer characteristics. For instance, Goldsmith and
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Clark (2008) found that status consumption is significant among: fashion opinion
leadership and fashion opinion seeking, high self monitoring individuals (O'Cass and
McEwen, 2004); market maven (Clark and Goldsmith, 2005, Goldsmith et al., 2006);
and people who have a high tendency to conform (Clark et al., 2007).

Status consumption has also been associated with brand characteristics. The study by
O’Cass and Frost (2002a) indicates that the status conscious market is more likely to be
affected by the symbolic characteristics of a brand, feelings aroused by the brand, and
by the degree of congruency between the brand user’s self image the brand’s image
itself. These results indicate that higher symbolic characteristics, stronger positive
feelings, and greater congruency between the consumer and brand image result in a
greater likelihood of the brand being perceived as possessing high status elements.
Similar findings were found in a different study conducted by Shukla (2008) involving

middle age consumers.

Despite the importance of psychological factors, demographic profiles, consumer and
brand characteristics in determining status consumption, it is often said that conspicuous
consumption is pursued in order to enhance one’s prestige in society (Eastman et al.,
1997, Phau and Teah, 2009, Eastman et al., 1999). Consumers often purchase certain
products because they have a symbolic significance for important reference groups
(Leigh and Gabel, 1992, Schouten and McAlexander, 1995); therefore, their behaviour
is subject to the pressures of social norms and the expectations of socialisation
institutions rules (such as those arising from family and other reference groups). This
leads to the importance of social factors in defining status and the products and brands
that are ascribed status. Furthermore, Bhat and Reddy (1998) argue that individuals
consume symbolic products to enhance one’s self and one’s social image, therefore,
linking status consumption to their social identification and sense of belonging in a
social group. Consequently, the consumption behaviour of status seekers will be
towards those prestigious brands and products which are generally interpreted by the

groups as conveying status, class, and social rank (Clark et al., 2007).
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3.6.3 Ethnic Minority and the Purchase of Status Goods

The phenomenon of conspicuous consumption has also been studied in the context of
ethnic minority consumers. For instance, Kempen (2005) reported that ethnic minority
households facing racial or ethnic discrimination tended to spend heavily on socially
visible consumer goods to make up for their low status in society. This is further
supported by Fontes and Fan (2006) who argued that members of ethnic minorities
often face difficulty in achieving social status based on occupational prestige and
income. Even when these difficulties are overcome they still occupy relatively low
positions in the ethnic hierarchy of mainstream society. Consequently, members of
ethnic minority groups often engage in more status conveying consumption than

mainstream consumers.

The purchase of high priced branded products for status purposes is applicable among
immigrants (Kwak and Sojka, 2010) given the new marketing environment that they
face when moving to another country (Penaloza, 1994). As demonstrated by Dubois
and Duquense (1993) the propensity to buy luxury goods was positively correlated with
the attitude towards cultural change. In line with this, it can be predicted that British
Muslims are more likely to have positive attitudes toward the changes resulting from the
new marketing environment in the UK. Given the changes in the marketing
environment, they are more likely to engage in learning new things, experiencing new
consumption patterns, and have a great potential of desiring for luxury products. The
greater opportunity for social mobility makes conspicuous consumption a more viable
means to express, confirm, and solidify one’s social status (Belk, 1984a). Therefore,
purchasing and the consumption of prestige brands may be a way of establishing

themselves in a new world and new culture (Kwak and Sojka, 2010).

In the UK, status consumption is particularly relevant in the context of shopping for
clothing by relatively young British Muslims. Research has shown that pursuit of status
and conspicuous consumption are key traits among ethnic minorities, most notably for
Asians (Fletcher, 2003, Sekhon, 2007). Status consciousness and expression through
material items is high among collectivist society (Shukla, 2010) because the consumers

in this society do not act individually but act as representatives of a larger group. Since
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major purchases of collectivist society are subject to strong family based decision
making (Fletcher, 2003), children are encouraged to trade up to more status orientated
brand labels. For these children the purchasing, display, and wearing of clothes as a
means of gaining status may be done to prove to their families, their community, and
themselves that they have achieved, that they have fulfilled parental expectations, and
that parental investment in immigrating, educating their children, and finding a better
life has been successful and worthwhile (Sekhon, 2007). It seems that consumers’
desire for conspicuous goods is still largely determined by their social networks.
Accordingly, the British Muslims in this study who have a significant majority that
originate from collectivist cultures such as Pakistan, India, Bangladesh, and the Middle
East (UK National Statistics, 2001) are likely to engage more in the acquisition,

purchase, and consumption of status enhancing goods and services.

The study of status consumption is also relevant given that younger consumers are more
likely to be motivated to consume for status (O'Cass and McEwen, 2004, Truong et al.,
2008). In the context of this study, relatively young British Muslims who are born and
raised in the UK are exposed to a wide range of luxury products and brands available in
the market that may help them to gain social status through consumption of these
products. Moreover, when compared to the first generation of British Muslims, the
younger generation of British Muslims are expected to live better (i.c. earn a high
income and be better educated) which makes them more likely to be able to afford

luxury products (Acikalin et al., 2009).

3.7 Summary

This chapter has discussed a further two important concepts which guide this study.
The first part of the chapter reviewed the literature dealing with social influence and
susceptibility to interpersonal influence, while the second part of the literature reviewed
the topic of status consumption. Having discussed both topics, the next chapter will
present the effect of individual differences (i.e. religiosity, ethnic identity, and

acculturation) on consumer behaviour.
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Chapter Four
Moderating Roles of

Individual Differences
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4.1 Introduction

The literature review presented in the previous chapters has emphasised two important
concepts guiding this study: clothing benefits sought, social influence, susceptibility to
interpersonal influence and status consumption. This chapter explores individual
differences (i.e. religiosity, ethnic identity and acculturation) and its importance on
consumer behaviour. This chapter begins by providing an overview of individual
differences in consumer behaviour in Section 4.2. This is followed by a discussion on
religion and consumption in Section 4.3. Section 4.4 provides an overview of religion
in the UK, while the concept of religiosity is presented in Section 4.5. Section 4.6
discusses the topics of ethnicity and ethnic identity. The concepts of assimilation and
acculturation are reviewed in Sections 4.7 and 4.8, respectively. The chapter is

concluded by a brief summary which is presented in Section 4.9.

4.2 Individual Differences in Consumer Behaviour

A number of researchers have investigated a variety of individual differences in
determining consumer behaviour. In general, individual differences involves those
characteristics that consumers possess as individuals, which can be summarised into the
following four categories: consumer motives and values, consumer response to
marketing actions, consumer demographics, and consumer psychographics (Evans et al.,

2009). Each category will be briefly explained in the following sections.

4.2.1 Consumer Motives and Values

Individuals differ in their motives and values, which can influence their buying
behaviour. Motivation refers to the driving force within individuals that impels them to
action (Schiffman and Kanuk, 2007). Different motives could lead to different
behaviour. For instance, Tauber (1972) found that consumers are motivated to shop by
their personal (i.e. needs for role playing, diversion, self gratification, learning about

new trends, physical activity and sensory stimulation) and social motives (i.e. the needs
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for social experiences, communication with others, peer group attractions, status and

authority, and pleasure in bargaining).

Consumers also differ in their values, which refers to end states of life or the goals one
lives for (Sheth et al., 1999). An individual's values are found to be well related to
consumer buying behaviour. For instance, Goldsmith (1993) found that the value of
‘excitement’ is stressed more by fashion leaders than non leaders. In another study,
Swinyard’s (1998) study showed that frequent mall shoppers have higher needs than
others for ‘sense of belonging’, ‘warm relationships’, ‘excitement’ and ‘security’

values.

4.2.2 Consumer Response to Marketing Actions

Prior research highlights that consumers differ in their response to marketing action.
For example, an individual’s attitude towards a particular product or service will
determine the consumer’s behaviour intentions (i.e. buying intentions) (Yoo-Kyoung
and Marjorie, 2007, Wang and Heitmeyer, 2006) while consumer involvement (which
refers to the extent to which consumers are concerned with a particular purchase
decision and consider it to be important to them) (Schiffman and Kanuk, 2007) has a
positive effect on brand related responses (such as perception of brand status and brand

attitude) (O'Cass and Choy, 2008).

4.2.3 Consumer Demographics

Consumer demographic characteristics are important individual differences that
determine consumer behaviour. For example, based on consumer gender, O’Cass
(2004) found that women are more involved with fashion and Bloch (1982) argued that
men are more involved with cars. Other demographic variables that provide value to
the process of understanding consumer behaviour include age, occupation, marital status
and education (Schiffman and Kanuk, 2007).
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4.2.4 Consumer Psychographics

Consumers also differ in their psychographics profile, which includes lifestyle,
personality and self image (Evans et al.,, 2009). Researchers often use consumer
lifestyle information to segment the market. For instance, Cassill and Drake (1987)
found that significant relationships existed between lifestyle and apparel evaluative
criteria, verifying that consumers choose apparel products that fit specific roles in their
lifestyle. Some researchers have also found links between an individual's personalities
and their consumption habits. For example, Aiken (1963) found that individuals who
place importance of conformity in dress tend to be socially conforming, restrained,
conscientious, moral, sociable, traditional and submissive. In addition, the consumer is

motivated to purchase a product that is consistent with their self image (Sirgy, 1982).

For the purpose of this study an individual’s level of religiosity, ethnic identity, and
acculturation are considered to be the three proposed individual differences that may
influence relatively young British Muslim consumer behaviour. An individual’s level
of religiosity is examined in this study with the aim to understand to what extent
religion plays a role in influencing British Muslim consumer behaviour. Issues of
ethnic identity and acculturation are relevant when studying this group as both tap an
individual’s maintenance/retention of the culture of origin and acquisition of a host or
dominant culture (Laroche et al., 1998) given that British Muslims in the UK are
considered to be an ethnic minority in the UK. Hence, an individual’s level of
acculturation and ethnic identity may have impact on this group’s consumer behaviour.
The following sections (i.e. Section 4.3 to Section 4.8) will discuss these three

individual differences and their impact on consumer behaviour in more detail.

4.3 Religion and Consumption

Religion has been defined in many different ways. One such definition is that religion
is a system of beliefs about the supernatural, spiritual world, about God, and about how
humans, as God’s creatures, are supposed to behave on this earth (Sheth et al., 1999). It

has also been suggested that religion refers to institutionalised dispositions and actions
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relative to the sacred — a dimension of life that is felt to be incommensurably more
profound, powerful and significant than the everyday or mundane (Beckford, 2002).
For the purposes of this study, religion is defined as a belief in God accompanied by a
commitment to follow principles believed to be set forth by God (McDaniel and
Burnett, 1990). This definition of religion has been widely used in studies related to
consumer behaviour (e.g. Mokhlis, 2006b, Essoo, 2001) and it reflects the three
important historical designations of the term: a) a supernatural power to which
individuals must respond; b) a feeling present in the individual who conceives such a

power; and, c) the ritual acts carried out in respect of that power (Wulff, 1997).

The five major religions of the world ranked by number of adherents are: Christianity
(2.1 billion), Islam (1.5 billion), Hinduism (900 million), Chinese traditional religion
(including Confucianism and Taoism) (394 million), and Buddhism (376 million)
(adherents.com, 2007). Each religion typically provides its followers with a distinct
theology and a coherent and stable set of norms, institutions, traditions, and moral
values that provide the basis for an individual to establish and maintain a secure identity
(Cosgel and Minkler, 2004). Religion defines the ideals for life, which in turn are
reflected in the values and attitudes of societies and individuals’ (Fam et al., 2004).
Religious belief and involvement may promote a sense of belonging and provide
meaning and purpose in life, and hope and security for the future (Bergan and
McConatha, 2001). Religion is also important in determining individual ethical belief
(Rawwas et al., 2006) and subjective well being (Budiman and O'Cass, 2007, La
Barbera and Gurhan, 1997). In summary, one common theme emerging from these
views of religion is that it has an influence on people's lives and affects the way they

behave.

The connection between consumer and consumption is also addressed in religious
philosophy. In general, concentration on material wealth is condemned in all organised
religions (Belk, 1983). However, many people have been reported to spend more than
they earn (Evans, 2010). So, what drives people to get involved in such excessive
material consumption? To understand why this phenomenon exists, Bocock (1993)
examines the changes in consumption pattern in contemporary Western societies and

outlines the role of consumption in life.
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According to Bocock (1993), in the past, many people’s sense of identity was formed by
their work roles, however, currently consumer goods and household patterns of
consumption play an important part in the social and cultural construction of
identification of many people. People create a sense of who they are through what they
consume (Bocock, 1993). Consumerism emerged on the day to day level as what might
be described as a ‘way of life’ (Miles, 1998). Consumers now desire products rather
than seen as the process of satisfying their basic needs (Bocock, 1993). These desires
are created during the socialisation process, and they are stimulated and formed by the
mass media and modern advertising (Bocock, 1993). Consequently, the number of
people who form their sense of purpose and identity through consumption is expanding
(Bocock, 1993). So much so that not being able to consume is becoming a source of

deep discontent (Bocock, 1993).

As such, what can limit consumers’ desires for consumer goods and experiences?
Bocock (1993) argues that religious discourses could, indeed still do, provide many
people throughout the world with grounded reasons and motivational patterns for
limiting their desires for consumer goods and experiences (Bocock, 1993). Having
recognised the connection between religion and consumption, the following section

explores studies on religion in marketing.

4.3.1 Studies on Religion in Marketing

To date the topic of religion has only received limited attention from marketing
scholars. Cutler (1991) reviewed academic marketing literature from 1959 to 1989 to
determine what has been published concemning religion and marketing. Cutler (1991)
identified 35 marketing articles related to religion for that period and nearly 80% of
these articles were published in the 1980s. These articles were then classified into six
topic areas: 1) six articles were on applying marketing techniques to religion; 2) four
articles were on attitudes of the clergy/public to marketing; 3) six articles were on
religion's influence on marketing practices; 4) six articles were on consumer behaviour
and religion; 5) three articles were on case studies; and, 6) ten articles were

miscellaneous.
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A similar analysis was undertaken by Cutler and Winans (1999) who searched for
articles on marketing published in religious journals and periodicals read by religious
academics and professionals. They found 17 articles on marketing issues that appeared
in the religion literature for the twenty year period from 1976 to 1995. They classified
the articles into four topic areas: a) seven articles were on utilising or analysing
marketing techniques; b) three articles were on the usefulness of marketing techniques;
c) four articles were on the impact of marketing on religion; and, d) three articles were

on relation of church and culture.

Based on the findings reported by Cutler (1991), and Cutler and Winans (1999), it can
be seen that the previous research of religion in marketing is limited and focus is given
on applying marketing tools to attract potential customers for church membership and
support rather than treating religion as a possible determinant of consumer behaviour.
Furthermore, although their analysis has been done some years ago, the trends which
Cutler (1991) and Cutler and Winans (1999) identified have continued in recent years.
In comparison to studies involving religion in other fields, marketing scholars have been
slow to incorporate religion into their research (Mokhlis, 2006b). Within this scarcity,
attention on Islam, consumption, and the marketing relationship is even scarcer
(Sandikci and Ger, 2011). Therefore, this study attempts to fill the gap by examining
the impact of religion on marketing specifically on Muslims’ consumer behaviour in the
UK.

4.3.2 Religion and Consumer Behaviour

The role of religion in influencing consumption patterns of consumers has long been a
focus of many anthropologists and sociologists. However, consumer behaviour experts
have started studying religion only in the last three decades (Hirschman, 1982). Several
problems have been identified that limit these consumer researchers from conducting an
extensive study on this topic. For example, Hirschman (1982) argues that consumer
researchers are unaware of the possible links between religion and consumption
patterns. This has caused a slow development of literature in this area. In addition,
difficulties in obtaining valid and reliable data (Sood and Nasu, 1995) and the problem

of measurement (Wilkes et al., 1986) have resulted in religion not being adequately
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examined in the consumer behaviour literature. Also, many researchers have
considered religion as a taboo subject and too sensitive to be submitted for investigation
(Hirschman, 1983, Hirschman, 1982). Finally, Hirschman (1982) claims that religion is
everywhere in our life and, therefore, may have been overlooked by consumer

researchers as an obvious variable for investigation in the field.

One of the earliest studies relating to religion in the field of consumer behaviour was
Thompson and Raine’s (1976) empirical study which investigated the links between
religious affiliation and buying behaviour by considering whether customers who shop
at a particular furniture store have distinctive religious affiliations and whether this was
a significant determinant of the fumiture purchased. Their results show that the store
sold proportionally more products to Protestant denominations than others, implying

that religion is a potential variable in determining consumer behaviour.

The study was followed by a series of studies by Hirschman in the early 1980s which
investigated religious affiliation and consumer behaviour. In her first study, which
focused on three religions (i.e. Catholics, Protestants and Judaism) Hirschman (1981)
examined the differences between Jewish and non Jewish in information seeking and
processing. Hirschman (1981) found that Jewish people were more likely to exhibit the
following three buying characteristics: information seeking from mass media,
innovativeness, and transfer of information to others about products. Later, Hirschman
(1982) found that there was a higher level of inherent novelty seeking among Jews
when compared to Protestants and Catholics. In addition, there were higher levels of
information transfer among Jewish and Catholic consumers when compared to
Protestants. In a further study which examined criteria and solutions to weekend
entertainment, transportation, housing and family pet decisions, Hirschman (1983)
found that Jews, Catholics, and Protestants used different evaluation criteria in making

consumption choices.

The impact of religion on consumer behaviour has also addressed consumer shopping
behaviour. For instance, Bailey and Sood (1993) examined shopping behaviour for a
relatively expensive stereo sound system among the majority (i.e. Judaism, Catholic and

Protestant) and the minority (i.e. Buddhism, Hinduism and Islam) religious groups in
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the USA. The authors found that Muslim consumers were relatively more impetuous
shoppers but were also less likely to be informed or risky shoppers. Hindus were found
to be in the rational shopper group while Catholics were less likely to be informed
shoppers. Buddhists were the only minority religious members in the sample to report

consumer behaviour similar to the societal norms.

In another study which used Buddhism, Islam, Christianity and Hinduism as a sample,
Mokhlis (2009b) found that people of the Islamic faith, as compared to their Christian
counterparts, were reported to be more ethnically conscious, to place greater emphasis
on traditional family values, and displayed greater fashion conservatism. The members
of two other religions (Buddhism and Hinduism) also exhibited significantly different
behaviours. Hindus were more likely to be ethnically conscious as compared to
Christians; while Buddhists were less likely to display fashion conservatism when

compared to Muslims.

There is evidence to suggest that the influence of religion on consumer behaviour is not
restricted to consumer decision making of the purchase of durable goods but is also an
influence on their choice and evaluation of service providers. In an examination of
hospitals, Andaleeb (1993) found that religious affiliation influences hospital’s quality
of care evaluation, such as: the competency of doctors, helpfulness of administration
staff, friendliness of nursing staff, as well as overall quality of services. In the context
of electronic commerce, Siala et al. (2004) studied the role of religious affiliation as an
antecedent to trust. Using student participants recruited from Christian, Muslim and
other faiths, their pseudo experiment indicated that trust in e-commerce web sites differs
according to the religious affiliation displayed on the website, and they found that this
difference was related to the religious affiliation of the users. They found that the
Muslim group expressed more trust in the Muslim site compared to the Christian site.
They also expressed more positive attitudes towards the Muslim online bookstore than

other sites.

The influence of religion on consumer behaviour has also been investigated in the
aspect of consumer attitudes toward advertising (De Run et al., 2010, Fam et al., 2004,
Michell and Al-Mossawi, 1995, Rice and Al-Mossawi, 2002). For instance, Fam et al.
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(2004) found that Muslims and religiously devout respondents found the advertising of
gender or sex related products more offensive relative to other religions. In another
study, Rice and Al-Mossawi (2002) recommended types of advertising messages that
might be appropriate for Muslims based on several Islamic values. For example, the
Islamic values emphasise honesty in communication. Therefore, Rice and Al-Mossawi
(2002) recommended that advertisers should communicate truthfully about their

products and services and avoid exaggeration and deception in advertising.

Although existing research has established linkages between religion and consumer
behaviour, more research is necessary to better understand the impact of religion on
many other aspects of consumer behaviour (Clark, 2005, Tarakeshwar et al., 2003,
Lindridge, 2005). In addition, although a few exceptions can be found (e.g. Mokhlis,
2008, Fam et al., 2004), the bulk of religious and consumer research has focused
primarily on the influence of Protestantism, Catholicism, and Judaism on the responses
of American consumers. In order to better develop the generalisation of the
relationships between consumer behaviour and religious orientation, different cultural
contexts should be examined (La Barbera and Gurhan, 1997). As such, it is believed
that Muslim consumers living in the UK may also have certain distinctive
characteristics in terms of consumer behaviour that could be of equal interest to both
researchers and marketing practitioners. This study is, therefore, conducted with an aim
to narrow the current knowledge gap by examining religious impact solely on Muslim

consumers in the UK.

4.4 Religion in the UK

Religion in the UK has a very wide diversity in religious beliefs and practices. Based
on the UK National Statistics (2001) (see Table 4.1), the majority of British people
(72%) identify themselves as Christians. Non Christian religions (including Islam,
Hinduism, Sikh, Jewish and Buddhism) collectively make up about 5.4% of the
population. Another 15.1% of the adult population identifies as having no religious

belief or no religious affiliation, while another 8% did not state any religion.
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Table 4.1: Religion in the UK

Numbers | Percentages Percentages
Christian 41,014,811 71.82
Muslim 1,588,890 2.78 51.94
Hindu 558,342 0.98 18.25
Sikh 336,179 0.59 10.99
Jewish 267,373 0.47 8.74
Buddhist 149,157 0.26 4.88
Any other religion 159,167 0.28 5.20
All non Christian religious population 3,059,108 5.36 100.00
No religion 8,596,488 15.05
Religion not stated 4,433,520 7.76
All population 57,103,927 100.00
1 Excludes Christians, people who had no religion and those who did not state their religion.

Source: UK National Statistics (2001)

Religion in the UK has reported the following trends: the decline in the mainstream
churches; a shift to the ‘sectarian’ right in Protestantism; the rise of non Christian ethnic
minority religions; and increasing interest in the occult and New Age spirituality
(Bruce, 1995). In 2008, British Social Attitudes survey result shows that 43% of British
say that they do not regard themselves as belonging to a religion (Vaos and Ling, 2010).
This figure is reflected in the attendance of religious services, whereby in 2009 only
17% of the British population attends religious services at least monthly, 11% attend at
least weekly and 62% of people in Britain never attend a religious service (Vaos and
Ling, 2010). It has also been forecasted that church attendance is going to decline by
55% from the 1980 level by 2020 (WhyChurch, 2010). Recently, it was reported that
two-thirds of British do not regard themselves as ‘religious’ (McManus, 2011). These
statistics suggest that religion is no longer an important element for most UK citizens,

especially for the majority of people who profess to be Christians.
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4.4.1 Significance of Religion to Muslims in the UK

Islam has established a significant presence in Britain in the last few decades. It has
been reported that in half century, the British Muslim population is growing quickly
(through high fertility and immigration), from 21,000 to 1.6 million, and it is likely to
double by 2021 to around 3 million (Lewis, 2007). According to the UK National
Statistics (2001), 66.6% of Muslims in the UK claimed that religion said something
about their self identity. In addition, a study by Modood et al. (1994) found that
Muslims (74%) were more likely than Hindus (43%) and Sikhs (46%) to claim that

religion was very important in the way they lived their lives.

The role of religion in life was also reported to be different between the first and second
generations of ethnic minorities. Modood et al. (1994) found that for nearly all the first
generation of South Asian immigrants religion was important to the way they led their
lives. By the second generation this importance was found to be considerably lower;
however, there was an exception among the second generation Muslim Asians who
spoke most positively about the value and centrality of their religion. Moreover, the
importance of the Muslim religion in their lives has also been recognised as more

important than their ethnic identity (Robinson, 2005).

Sood and Nasu (1995) argued that the influence of religion on consumption might
depend upon the nature of the major beliefs and practices, and the extent to which its
members accept those beliefs and practices. Thus, the statistics and findings reported
previously may suggest the importance of religious beliefs among British Muslims
living in the UK. As such, Muslim’s consumer behaviour is expected to be moderated
by their religion (i.e. Islam) and it will consequently impact on marketing activities
(Siguaw and Simpson, 1997). If religious influence were found to vary in aspect of
British Muslim’s consumer behaviour, marketers should then define their target markets
and direct efforts toward those target markets. Therefore, it is critical from a marketing
perspective to understand the impact of religion on British Muslim’s consumer

behaviour.
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4.5 Religiosity

Religious commitment, or religiosity, in this study is defined as the degree to which a
person adheres to his or her religious values, beliefs, and practices and uses them in
daily life (Worthington Jr. et al., 2003). This definition is adopted in this study because
it emphasises the importance of adhering to one’s religious beliefs as a basis for action
in daily life, which can include the way they behave in the market place. Religiosity
differs from spirituality in that spirituality seeks a connection to a non material reality
that is perceived as a kind of perfection whereas religiosity is the observance of the

outward forms of some religious tradition (Ball et al., 2010).

Because religiosity reflects the individual’s adherence to their religious values and
beliefs, highly religious individuals tend to abide by the rules and codes of conduct
which are set by their religious doctrines; for example, attending regular worship
services, and being strictly committed to the religious practices and membership of the
group. If, on the other hand, their belief in religious tenets is weak, they might feel free
to behave in other ways (Mokhlis, 2006b). Similarly, since people vary in their level of

commitment, so will their consumption choices reflecting that commitment.

The person with a higher commitment will more closely follow the prescribed
consumption norm, all else being equal (Cosgel and Minkler, 2004). Hence, religiosity
should be considered in understanding the nature of consumer behaviour (Mokhlis,
2006b). Additionally, it has been recommended by McDaniel and Burnett (1990) that
future research in the area of religion and consumer behaviour should focus not only on
denominational affiliation of the consumer but on individual religiosity because it is

stable over a fairly long period of time and is observable.

4.5.1 Measurement of Religiosity

Early researchers have relied upon single indices, or unidimensional measures, to
measure religiosity, the most commonly measured element is religious attendance. As
has been argued by Bergan and McConatha (2001), the reliance on religious attendance

as a sole measure of religiosity may be insufficient and lead to incorrect conclusions.
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For instance, a young Muslim may attend prayers at the mosque for social reasons (i.e.
to please their friends). Thus, their action of attending the mosque could be more of a

routine action than a devotional act (Khraim, 2010).

Consequently, a considerable amount of research has conceptualised religiosity using
multi dimensions or multi items. One of the most frequently used measures of
religiousness is Allport’s (1967) Religious Orientation Scale (ROS) (Donahue, 1985).
Allport and Ross (1967) viewed religious motivation as differentiated by intrinsic
religiousness and extrinsic religiousness. They stated that, ‘the extrinsically motivated
person uses his religion, whereas the intrinsically motivated lives his religion’ (Allport
and Ross, 1967, p. 434). In a simpler term, intrinsic religiousness is a true believer in
religious practice for its own sake while extrinsic religiousness views religious practice
as an avenue to a social or personal end (e.g. comfort, acceptance) (Mokhlis, 2006b).
The ROS has been proven to be a reliable measure of religiosity (Donahue, 1985) and it
has been applied in a number of consumer research studies (e.g. Vitell et al., 2005,
Essoo and Dibb, 2004, Delener, 1994, Delener, 1990). Although the scale has been
used widely in marketing, specifically in consumer research, it should be noted that the
scale has been designed from a Christian perspective and it was developed with

Christian subjects.

Another popular measurement of religiosity was developed by Wilkes et al. (1986) who
operationalised the construct of religiosity based on four items, which are: church
attendance, importance of religious values, confidence in religious values, and self
perceived religiousness. Wilkes et al. (1986) argued that the use of multi items
measurement of religiosity may achieve high validity at the cost of sheer impracticality
for almost all consumer research. Their measurement has since been applied in other
studies that investigated the influence of religiosity on consumer behaviour (Ong and
Moschis, 2006, Sood and Nasu, 1995, Lindridge, 2005).

A number of studies (Mokhlis, 2008, Mokhlis, 2009a) which have investigated the
influence of religiosity on consumer behaviour have also operationalised religiosity
based on the Religious Commitment Inventory (RCI-10) that was developed by
Worthington Jr. et al. (2003). The RCI-10 consists of six statements expressing
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intrapersonal religiosity (cognitive) and four statements expressing interpersonal
religiosity (behavioural). The cognitive dimension focuses on the individual’s belief or
personal religious experience while the behavioural dimension concemns the level of
activity in organised religious activities. Although RCI-10 has been validated across
different samples (i.e. Buddhist, Hindus, Muslims, and the non religious), Muhamad
and Mizerski (2010) have argued that, for example, the commitment of Protestant
consumers and Muslim consumers to their religion needs to be measured based upon the
Protestant and Islamic perception of religious commitment instead of using a single

generic measure of religious commitment.

More recently, Khraim (2010) developed dimensions for measuring Muslim religiosity.
The dimensions introduced in Khraim’s (2010) study are directed more toward practical
behaviour. The results show that three dimensions (i.e. seeking religious education,
Islamic current issue, and sensitive products) yield the best combination of dimensions
to measure Muslim religiosity. Although the measurement was specifically developed
for Muslims, it can be argued that the measurement developed does not reflect the true
meaning of Islam. Islam is not a mere belief system or a ‘religion’ in the commonly
understood sense of the word, it is, rather, what in Arabic is called a ‘deen’ - a total
frame of reference, a complete system and way of life which embraces the entirety of a
human being’s existence. Thus, it does not separate what pertains to ‘religion’ such as
act of worship, from what pertains to human interaction and mundane or ‘secular’ life
(Haneef, 1996).

Although there is no specific measurement of what a devout or committed Muslim is, in
dealing with their daily lives Muslims are reminded of establishing two important
relationships in order to be a good Muslim (Darul Makmur Mosque, 2006). The first is
‘Hablum minallah’ which refers to a relationship with Allah (standard Arabic word for
God). The second is ‘Hablum minannas’ that reflects a relationship with other people.
As stated in the Quran (the divinely — revealed Scripture of Islam), “You are the best of
peoples ever raised up for mankind; you enjoin what is right and forbid evil and you
believe in Allah.” [3:110]. Relationship with Allah or ‘Hablum minallah’ can be
understood in the form of worship rituals, remembrance, contemplation and continuous

dependence on Him. This also includes the importance of practicing the teaching of
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Islam, which is mainly derived from two sources: the Quran (the divinely — revealed
Scripture of Islam) and the Sunnah (the practice of the Prophet, consisting of what he

himself did, recommended or approved of in others).

‘Hablum minannas’ or relationship with people, on the other hand, requires Muslims to
have a good relationship with others (i.e. relatives, neighbours, non Muslims, the poor,
and the weak). Many examples of the concept of ‘Hablum minannas’ or relationship
with people can be retrieved from the Quran (the divinely — revealed Scripture of Islam)
and Hadith (the sayings of the Prophet). For instance, “Surely Allah enjoins the doing
of justice and the doing of good (to others) and the giving to the kindred, and He forbids
indecency and evil and rebellion; He admonishes you that you may be
mindful.”[16:90]. Tt can also be found in the following Hadith that says “He is the
most perfect believer who is perfect in his manners and most affectionate towards his
wife and children.” And in the Hadith that says “He is not a Muslim who eats his fill
and lets his neighbour go hungry.” Thus, both the prior verse and the Hadith require
Muslims to show sincerity, tendemess, integrity, and honesty in dealing with other
people (Haneef, 1996). Consequently, it can be argued that measurement of a Muslim’s
religiosity should include the two important relationships: relationship with Allah and

relationship with other people.

4.5.2 Religiosity and Consumer Behaviour

A number of studies support the application of religiosity construct in consumer
research (e.g. Sood and Nasu, 1995, Delener, 1994, Delener, 1990). For instance, Sood
and Nasu (1995) examine the effect of religiosity on shopping behaviour between
Japanese and American consumers. They found that there is no difference in consumer
shopping behaviour between devout and casually religious Japanese individuals. Sood
and Nasu (1995) attributed this to the fact that religion is not an important element in
the overall Japanese culture. On the other hand, in the USA devout Protestants were
found to be: more economic, they bought products on sale, shopped in stores with lower
prices, were open to buying foreign made goods, believed that there was little
relationship between price and quality, tended not to believe advertising claims while

preferring subtle and informative advertisements.
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Siguaw and Simpson (1997) examined the effects of religiosity among Catholic,
Protestant, Fundamentalist and others on two important shopping characteristics:
Sunday shopping and outshopping. The results of their study verify that religiosity has
a significant effect on outshopping behaviour and attitudes as well as on Sunday
shopping behaviour and beliefs. Individuals scoring high on the spiritual and devotional
dimensions spent significantly fewer of their retail dollars outshopping than their less

religious counterparts.

The significant role of religiosity on perceived risk in purchase decision has been
explored by Gentry et al. (1988) whose study reported that residents in areas with higher
levels of religiosity perceive higher levels of risk with new products. Their findings are
corroborated by Delener’s (1994, 1990) two studies which indicate that pro religious
consumers tended to perceive higher risks than non religious consumers. Delener
(1994) concluded that marketers should emphasise the decision maker’s religiousness in

decision making process.

Similarly, McDaniel and Burnett (1990) suggest that religiosity may be significant in
predicting the importance individuals place on certain store evaluative criteria. The
results from their study show that consumers with a high degree of cognitive religious
commitment viewed the friendliness of sales personnel, shopping efficiency, and
product quality as being of greater importance in selecting a retail store than did those
low in cognitive religious commitment. The recent study by Choi et al. (2010), on the
other hand, investigates how the consumer’s use of various product information sources
can differ depending on their levels of religiosity (i.e. high, low, and none). Highly
religious Korean consumers are more likely to choose members of their same religious
group when they look for product information than those consumers who are less
religious. This finding indicates that when consumers are more religiously devoted,
they are more likely to hear opinions or thoughts about products from those who believe

and practise the same religion.

Vitell et al. (2005) investigate the role of religiosity in determining consumer attitudes
and beliefs in various situations regarding questionable consumer practices. Two

dimensions of religiosity were studied, which are: intrinsic and extrinsic religiousness.
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Their results indicate that an intrinsic religiousness was a significant determinant of

consumer ethical belief while extrinsic religiousness was not related to those beliefs.

4.5.3 Religiosity and Muslim Consumer Behaviour

Although research involving Muslim consumers has received only limited attention in
the previous marketing literature, there are a number of studies that have investigated
the influence of religiosity on Muslim consumer behaviour. For instance, Michell and
Al-Mossawi (1995) investigated the religiosity effect on consumer attitudes toward
advertising messages among Christians and Muslims. They found that both Christian
and Muslim respondents with higher levels of religiosity had significantly less
favourable attitudes towards a contentious message, and conservative Muslims had
much lower recall scores than liberal Muslims. Fam et al. (2004) conducted a study
which used four main religious groups as samples, namely: Buddhism, Islam, Christian
and non religious believers (mainly Taoists and Confucians). They found that Muslims
and religiously devout respondents found the advertising of gender or sex related
products (e.g. female and male underwear) more offensive relative to other religions.
De Run et al.’s (2010) study of Malay Muslims in Malaysia found similar results. In
this case the authors found that the more religious groups will react more intensely if the
products advertisements contain nudity, sexist images, violence, or subject matter that is

too personal.

Mokhlis (2008) explores the linkage between consumer religiosity and the importance
of some salient store attributes. Using Muslims, Buddhist, Hindus and Christians living
in Malaysia as the sample population, the author found that religious consumers tend to
place a higher level of importance on merchandise related attributes (such as quality,
brand and variety of selection). However, Essoo and Dibb (2004) suggested that there
is no difference in consumer shopping behaviour between devout and casually religious
Muslim consumers, except for the trendy shopper type (i.e. attaching more importance
to brand names, availability of well known brands in retail stores, and always buying

up-market brands).
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The role of religiosity in shaping Malaysian Muslim consumer’s choice in banking has
been explored by Wan Ahmad et al. (2008). They found that those respondents who
were moderately and devoutly religious preferred Islamic banking compared to
conventional banking. In another aspect of consumer behaviour, Rindfleisch et al.
(2005) found that religiosity (based on spiritualism and fundamentalism) has an
important influence on brand commitment (i.e. brand loyalty and self brand connection).
However, the positive relationship between religiosity and brand commitment was not
evident among Muslims. Recently, Ateeq-ur-Rahman (2010) when studying Muslim
consumers in Pakistan found a positive relationship between a Muslim’s religiosity and

attitude towards the adoption of new products.

As revealed through the literature review, considerable research has been devoted to the
understanding of Muslim consumer behaviour living in a Muslim country, such as in
Pakistan (e.g. Ateeq-ur-rehman and Shabbir, 2010) and Malaysia (e.g. Mokhlis, 2009a,
De Run et al., 2010). The current research attempts to fill the gap in the literature by
investigating the influence of religiosity among Muslims living in the UK. Islam is
considered as minority religion in the predominantly Christian society of Britain (UK
National Statistics, 2001). Muslims living in the UK may have difficulties to hold to
their religious beliefs and practices given that most Islamic beliefs and practices are
noticeably different from the generally accepted societal norms. For instance,
intermingling between ‘non mahram’ (those who are not forbidden to marry) males and
females is not allowed and consumption of alcoholic drinks and pork are prohibited,
whereas those behaviours are norms to the majority of British society. On the other
hand, Muslims living in a Muslim country are less likely to face difficulties in pursuing
their beliefs because other people who know the individual’s religious commitments
might help the individual to stay on the steady path of fulfilment (Cosgel and Minkler,
2004).

Muslims living in the UK are relatively isolated from the support of their religious
network, which consequently makes them more distant from interacting with other
religious group members. According to Greeley (1963, cited in, Bailey and Sood, 1993)
people affiliated with minority religions in a situation such as this would tend to accept

the behavioural norms of the Christian majority. Therefore, in the context of the current
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study, for a relatively young British Muslim to position himself or herself as a devout
Muslim in a non Muslim country can be a challenging task. Thus, investigating
whether Muslims living in the UK still hold the basic belief of their religion is important
in order to gain a greater understanding of overall influence of religion on Muslims’

consumer behaviour.

Several existing studies have also revealed that there is strong emphasis on the effect of
religiosity on three main aspects: retail store attributes (Mokhlis, 2008), advertising
(Fam et al., 2004, Michell and Al-Mossawi, 1995), and shopping behaviour (Essoo and
Dibb, 2004). According to Delener (1990), influence of religion on consumption
behaviour tends to vary by product class. This present study contributes to the literature
by examining the influence of religiosity in terms of purchasing of clothing among
Muslim consumers. Clothing is chosen as a product to be investigated because it is a
socially conspicuous product category that is particularly central to the creation and

communication of one’s identity (Chattalas and Harper, 2007).

In Islam, Muslims are required to dress modestly according to the rules laid down in the
Quran (the divinely — revealed Scripture of Islam) and Sunnah (the practice of the
Prophet, consisting of what he himself did, recommended or approved of in others)
(Haneef, 1996). As such, dressing modestly is more likely to be important among
devout Muslim as compared to a less devout Muslim. For example, the wearing of
hijab confirms the wearer’s Muslims identity and it gives sense of belonging to a wider
Muslim world (Ruby, 2006); however, it has become a symbol of Muslim woman’s
gendered oppression within the Western media and the wearers have often been
associated with stereotypes of passivity and backwardness (Ruby, 2004). Consequently,
it is expected that the choice of dressing modestly will depend on the individual’s level
of religious adherence. Moreover, Muhamad and Mizerski (2010) advised that using
products or behaviours which are directly subjected to Islamic teachings may provide a
clearer effect of religion on consumer behaviours in the marketplace. It also invites an
analysis based not on the preferences or incentives of individuals, but one based on

identity, commitment, and expression (Cosgel and Minkler, 2004).
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While previous studies on religion and consumer behaviour have examined the general
population, research into the influence of religion on purchasing behaviour of a
subculture (such as young people) is very limited. For example, Sekhon and Szmigin
(2005) argued that studies on ethnic minority do not adequately account for immigrants
and their descendants who are born in the UK. Responding to the suggestion made by
Sekhon and Szmigin (2005), this study intends to investigate the importance of

religiosity on consumer behaviour among relatively young British Muslims in the UK.

It has been reported that the second generation of Muslim Asians in the UK spoke most
positively about the value and centrality of their religion (Modood et al., 1994).
Additionally, Jacobson (1997) found that religion can be more important than ethnicity
in defining identity among young British Pakistanis. The findings of their fieldwork
indicated that religion is a more significant source of social identity for young British
Pakistani than ethnicity because religion is regarded as something in relation to which
they should orient their behaviour in all spheres of life and which, therefore, demands of
them a self conscious and explicit commitment. In contrast, their ethnicity is generally
perceived to be a more peripheral aspect of their sense of identity. Although it
undoubtedly shapes many of their experiences and their responses to those experiences,
it is not seen as the basis of an all encompassing frame of reference which explains or

establishes their place in the world (Jacobson, 1997).

Having discussed the importance of religion on consumer behaviour, in particular
towards Muslims consumers, other important concepts in explaining the consumption
experiences of ethnic minority consumers need to be addressed, they include: ethnic
identity and acculturation (e.g. Lee, 1993, Lee and Tse, 1994, Penaloza, 1994). As
such, the following sections will discuss the concepts of ethnicity, ethnic identity and

acculturation, and its importance in consumer behaviour.
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4.6 Ethnicity and Ethnic Identity

The term ethnicity refers to a shared culture and background (Kang and Kim, 1998). It
implies many dimensions including a sense of common customs, language, religion,
values, morality, and etiquette (Webster, 1994). Ethnicity can also be viewed as a
characteristic of racial group membership and a process of self identification whereby
individuals define themselves and others into specific groups using ethnic labels (Jamal
and Chapman, 2000, Rossiter and Chan, 1998, Jamal, 2003).

Ethnicity can be conceptualised objectively and subjectively. Objective indicators of
ethnicity are based on common language use, country of origin, area of residence or
religious background (Wallendorf and Reilly, 1983, Hirschman, 1981). Subjective
ethnicity, which is based on the concept of ethnic identity, on the other hand, shows the
extent to which a person identifies himself or herself as belonging to an ethnic group
(Laroche et al., 1997). As such, ethnic identity from the subjective perspective better
reflects the internal beliefs of individuals about their perception of cultural reality
(Ogden et al., 2004). Furthermore, Deshpande et al.’s (1986) empirical study shows
that the method of identifying ‘strong’ and ‘weak’ ethnic identity produces statistically
more significant results than traditional methods (such as Hispanic sounding last names
or self identification of ethnic group) alone. Examples of subjective indicators that have
been used to measure ethnic identity include the strength of cultural affiliation and
strength of religious affiliation (Hirschman, 1981, Deshpande et al., 1986, Donthu and
Cherian, 1994). For the purposes of this study, ethnicity will involve both objective and

subjective indicators.

Various dimensions of ethnic identity have been proposed. Language has consistently
been used to measure ethnic identity (Webster, 1992, Laroche et al., 1998). Ethnic
social interactions (such as learning about ethnic traditions and being a member of an
ethnic group) have also been extensively presented as another important dimension of
ethnic identity (e.g. Kim and Arthur, 2003, Chattaraman and Lennon, 2008). In
addition, it is also reflected in attitude towards one’s group, a sense of belonging to the
group, ethnic behaviours and practices, and ethnic identity achievement (e.g.
Chattaraman and Lennon, 2008, Kim and Arthur, 2003).
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Because this study analyses relatively young British Muslims living in the UK, the
importance of maintaining or retaining their ethnic identity is crucial in explaining their
consumer behaviour. According to the UK National Statistics (2001), the majority of
the Muslims in the UK were originally from Asian countries (such as Pakistan,
Bangladesh, India and Middle East) which tend to display collectivist attitudes and
values (Triandis, 1995). Consequently, those with a strong sense of ethnic identity are
more likely to display their culture of origin in the host country than those who care less
about their ethnic origin (Cuellar et al., 1997, Gentry et al., 1995). In addition, in the
context of this study, British Muslim behaviour will also be influenced by their religion
(i.e. Islam), which acts an important dimension of ethnic identity (as explained in detail

in the previous section).

The concepts of ethnicity and ethnic identity have been applied to study the
consumption experiences and practices of immigrant communities in Western societies
(such in the USA, Canada, Australia and the UK) in a variety of domains of consumer
behaviour. The following section will review the related studies on the application of

ethnicity and ethnic identity on several aspects of consumer behaviour.

4.6.1 Ethnicity and Consumer Behaviour

There is evidence to show that consumers from different ethnic backgrounds behave
differently in various aspects of consumer behaviour. For instance, Burton (1996) has
looked into the effect of ethnicity on consumer financial behaviour in the UK. Using
data analysed from the 1992-1993 General Household Survey in relation to White,
Black, Indian, Pakistani/Bangladeshi and other groups, the author found differences in
pension scheme membership between ethnic groups. It was reported that the
Pakistani/Bangladeshi group had the lowest levels of personal and occupational pension

schemes when compared to other ethnic groups.

Makgosa (2007), on the other hand, investigated differences of conflict resolution in
joint purchase decisions across ethnic groups (i.e. British Whites, Indians and African
Blacks). The author found that a majority of British White husbands and wives use

bargaining more than Indians and African Blacks. Additionally, when compared with
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the British White husbands, both Indian and African Black husbands tend to combine
bargaining, assertiveness, and playing on an emotion for all their conflict resolution
strategies, whereas British White and African Black wives use all of the four strategies
more than Indian wives. Makgosa (2007) suggested that ethnicity plays an important

role in the understanding the means of influence in joint purchase decisions.

Singh et al. (2003) also found significant differences in socialisation influences (i.e.
peer, parental, media and internet influences) among three ethnic consumers: Asian
American, Hispanic and African American. Their empirical study showed that Asians,
in general seem to differ significantly from Hispanics and African Americans on
normative and informative peer influences and are more susceptible to these influences.
The study also revealed that Hispanics and African Americans are most susceptible to

the Internet, peer informative and media informative influences.

Further evidence comes from Kang and Kim (1998) who looked into the effect of
ethnicity among three major Asian American ethnic groups (i.e. Chinese, Japanese and
Korean) on purchase decision making for social clothes in three categories, which are:
reference influence, media influence, and store attribute importance. They found that
Chinese respondents were more likely to rely on family/relatives than were their Korean
or Japanese counterparts. Both Chinese and Koreans tended to relied on their ethnic
friends and American friends more than the Japanese relied on those reference groups.
In terms of ethnic group differences with regard to store attribute importance, these
results showed that Koreans and Chinese were more likely to consider product related

appeal to be important than their Japanese counterparts.

This review of the previous literature shows that a number of studies have shown that
different ethnic backgrounds tend to reflect different consumer behaviour. While most
studies have focused differences in consumer behaviour between two or more ethnic
groups, ethnic groups may also exhibit significant differences among themselves in

terms of buyer behaviour, which is linked to their ethnic identity.
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4.6.2 Ethnic Identity and Consumer Behaviour

An individual may have a strong feeling of belonging to their ethnic culture, whereas
another individual within the same ethnic group may not identify so closely with their
ethnic culture and feel no need to maintain a relationship with their original ethnic
group (Green, 1999). The relationship between how strongly or weakly immigrants
identify with their culture and their behaviours in the market place have been
investigated by a number of researchers. For instance, Donthu and Cherian (1994)
examined the case of strongly and weakly identified Hispanics in retail shopping
behaviour. Their results showed that for services, strongly identified Hispanics are
more likely than weakly identified Hispanics to seek Hispanic vendors, especially for
low involvement services. For products, on the other hand, strongly identified
Hispanics are more likely than weakly identified Hispanics to be loyal to brands used by
family and friends, to be influenced by targeted media, and to be less concerned about
economic value. Green (1999), on the other hand, studied evaluations of advertising
among African Americans. The results of this study indicated that strong African
identifiers generally have more positive evaluations of advertisements that feature
African Americans in positions of dominance and are placed in racially targeted media,
whereas weak African identifiers have more positive evaluations of advertisements that

feature whites in positions of dominance and are placed in non targeted media.

A number of studies have provided sufficient support for the significant impact of
ethnic identity on consumption of clothing. For instance, Kim and Arthur (2003)
investigated how strength of ethnic identity influences attitudes toward (and ownership
of) ethnic apparel, importance of product and store display attributes, and purchase
intention among Asian American consumers in Hawaii. The sample included 167 Asian
Americans who visited apparel stores in Honolulu that had Asian inspired clothing
predominantly displayed. Their results showed that those participants who identified
themselves strongly with their ethnic group put more emphasis on ethnic features of

clothing and window displays than those with a weak ethnic identity.

In another study, Forney and Rabolt (1986) investigated the impact of ethnic identity in

relation to traditional ethnic dress patterns, and use of ethnic reference persons and
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ethnic market sources as an information source. In this case the results indicated that
individuals who maintained a high ethnic identity used, and identified with, dress which
reflects their ethnicity. Additionally, high ethnic identities looked more to family and
ethnicity for information on dress. Similarly, Chattaraman and Lennon (2008) found
that strength of ethnic identity was positively related to cultural apparel consumption.
As suggested by Crane et al. (2004), individuals who wish to define themselves in terms
of their ethnicity put forth great effort in the construction of ethnicity, and dress

symbols serve as an important tool in this construction process.

In the context of the current study, relatively young British Muslims who identify
strongly to their ethnic identity are predicted to purchase clothing that reflects their
ethnicity, this is based on the implications of previous research (Forney and Rabolt,
1986, Chattaraman and Lennon, 2008, Kim and Arthur, 2003, Crane et al., 2004).
Additionally, relatively young British Muslims who maintain ethnic identities are
expected to be group oriented and to look to their own group for guidance or
information on behaviour (Forney and Rabolt, 1986). In Sekhon and Szmigin’s (2005)
study the authors found that the younger generation’s purchase decision is not isolated
but rather exposed to the scrutiny of the family and the wider Asian community. These
findings suggest the importance of the influence from families and ethnic group

members on younger generation purchase decision making.

Since prior research has often used assimilation and acculturation frameworks in
investigating the consumption pattern of ethnic minority consumers, the following

section will provide an explanation for these two interrelated concepts.

4.7 Assimilation

Assimilation is defined as the adoption by a person or group of the culture of another
social group to such a complete extent that the person or group no longer has any
characteristics identifying them with their former culture, and they no longer have any

particular loyalties to their former culture (Rose, 1956, cited in Gordon, 1964). In other
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words, assimilation occurs when immigrants completely lose their original ethnic
identity and take on the identity of the host culture (Ogden, 2005). Gordon (1964)
discusses assimilation in terms of seven stages (as summarised below in Table 4.2).
Gordon (1964) proposes a continuum of stages of assimilation that begins with ‘cultural

assimilation’ and ends with ‘civic assimilation’.

B

Table 4.2: Seven Type or Stage of A55|m|Iat|on

Stage Term po Desmghnn B S S SO C U B
1. | Cultural or behavioural assimilatlon, Change of cultural patterns to those of host
or term as ‘acculturation’ society

2 Structural assimilation Large scale entrance into cliques, clubs, and
institutions of host society, on primary
group level

3. | Marital assimilation Large scale intermarriage

4. | Identificational assimilation Development of sense of people hood based
exclusively on host society

5. | Attitudinal assimilation Absence of prejudice

6. | Behavioural receptional assimilation Absence of discrimination

7. | Civic assimilation Absence of value and power conflict

Source: Gordon (1964)

Cultural assimilation (also known as acculturation) is typically the first type of
assimilation that takes place once an immigrant arrives at the host country. It involves a
change in the behaviour patterns of immigrants (i.e. language and customs). Gordon
(1964) argues that this type of assimilation may not necessarily lead to other forms of
assimilation. Structural assimilation is the second type of assimilation. This stage takes
place when the immigrant group enters into the social cliques, clubs, and institutions of
the core society at the primary group level. Unlike cultural assimilation, structural
assimilation is the key to full assimilation. In other words, once structural assimilation
has taken place, either simultaneously with or subsequent to acculturation, all of other

types of assimilation will naturally follow (Gordon, 1964).

Marital assimilation, which is the third type of assimilation, happens once the immigrant
population has intermarried and interbred fully with the host population.
Identificational assimilation, which is the fourth type of assimilation, means that the
members of the immigrant or minority group identify fully with the host society. The

fifth type of assimilation, which is attitudinal receptional assimilation, exists when
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immigrants no longer encounter prejudice. Meanwhile, behaviour receptional
assimilation occurs when there is an absence of discrimination towards the immigrant
group. Finally, civic assimilation will occur when there is an absence of value and
power conflict. Gordon (1964) argues that this full assimilation may take several

generations to be realised.

The assimilation framework suggests that migration to the country of destination has
always been viewed as a ‘melting pot’ whereby the immigrants acquire the cultural
aspects of the host/dominant culture and simultaneously shed parts of their original
cultural heritage. However, empirical studies have found limited evidence of
assimilation and reported a mixture of home and host cultural effects on behaviour. For
instance, when researching the food consumption patterns of Mexican Americans,
Wallendorf and Reilly (1983) found an ‘over acculturation’ by Mexican Americans who
consumed more red meat, eggs, white bread, prepared tortillas, high-sugar dry cereals,
caffeine products, regular soft drinks and several types of convenience food than did
Anglos in America or Mexicans in Mexico. Similarly, Mehta and Belk (1991) found
that Indian immigrants in America develop ‘hyperidentification’ whereby they possess
more traditional Indian goods (i.e. music, photographs, traditional dress and religious

objects) than Indians living in India.

Consequently, the assimilation approach has been criticised as being ‘unidirectional’
whereby immigrants and their descendants adapt to their new cultural environment by
totally assimilating into it. This means that the framework has not spelled out in
sufficient detail how the members of both cultural groups interact in the assimilation
process (Padilla, 1980). Empirical evidence suggests that immigrants co exist with the
mainstream culture. Both the immigrant and the mainstream interact and adapt to each
other while still retaining unique and distinct cultural identities (Jamal, 2003). Criticism
of the assimilation framework has led to the development of a bidimensional model
which is defined as ‘acculturation’ to explain the impact of migration and resettlement
on the consumption experiences of both immigrants as well as the host society. The

following section will discuss acculturation and its importance in consumer behaviour.
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4.8 Acculturation

The concept of acculturation originated within the discipline of anthropology and it has
since been studied extensively in anthropology as well as in sociology and psychology.
Redfields et al. (1936, p. 149) define the concept of acculturation as ‘those phenomena
which result when groups of individuals having different cultures come into continuous
first hand contact, with subsequent changes in the original cultural patterns of either or
both groups’. Generally, acculturation indicates the acquisition of host culture traits
(Laroche et al., 1998). It may involve changes in behaviour patterns, such as: language

spoken, food eaten, and goods purchased (Wallendorf and Reilly, 1983).

Berry (1980) suggests that acculturation involves a three phase process: contact, conflict
and adaptation. Contact refers to interaction with another individual’s culture, without
which there would not be acculturation. Conflict occurs when immigrants and host
culture residents attempt to accept or reject each other. For instance, cultural values and
beliefs are learned from an early age, and individuals or groups tend not to give up
valued aspects of their culture. The third phase is adaptation, which refers to a variety

of ways in which an individual or group will reduce or stabilise conflict.

Within the adaptation phase, Berry (1997) notes that there are essentially four varieties
of acculturation: assimilation, integration, separation, and marginalisation. Assimilation
occurs when individuals do not wish to maintain their cultural identity and seek daily
interaction with other cultures. Integration refers to a situation when there is some
degree of cultural integrity maintained, while at the same time secking to participate as
an integral part of the larger social network. Separation refers to a situation when
individuals place a value on holding on to their original culture, while at the same time
they wish to avoid interaction with others. Finally, marginalisation occurs when there is
little possibility or interest in cultural maintenance (often for reasons of enforced
cultural loss) and little interest in having relations with others (often for reasons of

exclusion or discrimination).
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4.8.1 Consumer Acculturation

Penaloza (1994) took the sociological definition of acculturation and applied it to
marketing. She finds that consumer acculturation is the general process of movement
and adaptation to the consumer cultural environment in one country by persons from
another country. Researching consumer acculturation among Mexican American
immigrants, Penaloza (1994) developed the consumer acculturation framework which is

shown below in Figure 4.1:

Fi

Individual Consumer Consumer Consumer
| Acculturation Acculturation Acculturation
Agents Processes Outcomes

Differences

Culture of Origin
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Source: Penaloza (1994)

This model identifies those factors that affect an individual’s acculturation outcome (i.e.
assimilation, maintenance, resistance, or segregation). On the left of Figure 4.1 are
individual differences, which mainly reflect the immigrant demographic and other
differences to adapt to the new consumer environment in the country of destination. For
instance, younger immigrants are more likely to acculturate (Penaloza, 1994). Females
may have to work to help provide for their households, which can lead to role tension

for men and women accustomed to men being the sole provider for the household
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(Penaloza, 1994). Individuals who come from urban areas experience fewer difficulties
than do their rural counterparts because they normally inhabit a consumption
environment similar to the one in the new culture (Penaloza, 1994). Those with longer
tenure in the new environment appear to have less difficulty adapting than those who
have recently immigrated (Gentry et al., 1995, Penaloza, 1994). Those in work tend to
experience fewer difficulties in adopting to new culture because more contacts with host
society can be established at work (Gentry et al., 1995). In addition, those of middle
class backgrounds seemed to have an advantage over those with a working class

background (Penaloza, 1994).

Language ability was also important in distinguishing immigrant consumer’s abilities to
adapt. If the immigrant consumers were able to speak English then they would be more
likely to acculturate (Ownbey and Horridge, 1997, Penaloza, 1994). The more recent
the arrival in the host country, the less likely it was for the immigrant consumers to have
adopted the host country’s values (Penaloza, 1994, Lee and Tse, 1994, Mehta and Belk,
1991). In terms of sense of ethnic identity, those with a strong sense of ethnic identity
are more likely to recreate their own culture than those who care less about their ethnic
origin (Cuellar et al., 1997, Gentry et al., 1995). The environment is another factor that
determines the direction of acculturation. For example, those immigrating from a
collective culture may find difficulty when it comes to adjusting to the demands of an
individualistic culture and society (Gentry et al., 1995, Berry, 1997). In addition, there
is increased ‘fit’ between the acculturating individual and the new context when
attitudes in the dominant society are accepting of the acculturating individual and group
(Berry, 1997). Finally, media exposure (i.e. to the host and ethnic) can also impact
acculturation strategies adopted by immigrants (Lee and Tse, 1994).

Penaloza (1994) identifies agents of acculturation which reflects factors in the
environment that can help immigrants acculturate. She suggests two sets of
acculturation agents. The first group includes family, friends, media, and commercial,
educational and religious institutions from the immigrant’s country of origin. The
second group includes family, friends, media, and commercial, educational and
religious institutions in the culture of immigration. Immigrants who had family in the

USA would be more likely to stay where family and friends would help them learn
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about living in the USA. In addition, exposure to American media helps the immigrants

acculturate.

This is likely to be significant in the case for British Muslims who also face dual sets of
agents of cultural change (one aligned with their country of origin and the other with the
UK) while acculturating to consumption experiences in the UK (see also Jamal, 2003,
Jamal, 1997). The implications being that relatively young British Muslim consumers
may negotiate their identities through a cultural dialogue involving social networks
established back home and in the UK (Jamal, 1997) and living a bicultural lifestyle
mixing both Eastern and Western value systems (Sekhon and Szmigin, 2009) or

creating a new culture of their own reflecting no similarities with parental culture.

As per Penaloza (1994), during the process of acculturation, immigrants go through
three stages, which are: they move (meaning immigrant consumers move to a new
cultural environment), they translate (they identify American concepts with their home
country concepts in order to understand their new environment), and they adapt (learn to
live in their new culture). Finally, Penaloza (1994) identifies four outcomes of
acculturation, namely: assimilation, resistance, maintenance and physical segregation.
Assimilation describes immigrants adopting the dominant culture before then seeking to
rid themselves of their minority culture. The second outcome, resistance, describes
immigrants who reject the dominant culture in order to retain their minority culture. The
third pattern, maintenance, describes immigrants who can combine the two cultures into
some sort of hybrid. Finally, the last pattern, physical segregation, describes how

immigrants can become distanced from both cultures.

However, at this point, some shortcomings of Penaloza’s (1994) model should also be
noted. First, there is an inherent linearity incorporated in the model in the sense that the
model first identifies some antecedents (e.g., age, gender, language differences) which
then feed into some processes (e.g., interactions between various agents of change)
which then lead to some outcomes (e.g., assimilation). As per Jamal (1997), the
opposition between processes and outcomes is, however, in itself is naive as no society
is ever freed from change; all societies are in some sense in a constant process of change

and acculturation impacting all involved in the social system and not just few.
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Second, Penaloza’s (1994) model presents some definite outcomes of acculturation. In
reality, however, there can be no single everlasting outcome of acculturation and a
group of people could be described as 'segregated’ at one moment of their life and could
also be described as 'assimilated’ in other moments of their life depending upon how
they experience their phenomenal world (Jamal and Chapman, 2000). Similarly a
person who is designated as ‘highly acculturated’ could also engage in consumption
activities that reflect his strong affiliation and identification with his culture of origin.
This is also supported by Sekhon and Szmigin (2011) who argue that acculturation need
to be viewed as an evolving process, changing with time, experiences and external
influences. Studying second generation of Asian Indians, their findings suggest that the
second generation they constantly dealing with two very distinct cultures and negotiate

between the two cultures rather than fitting into one over another.

Recent research of consumer acculturation indicates that in societies where racial
stratification is clear and where important subcultural groups are present, immigrants
might face another acculturating force in addition to the two acculturating forces (i.e.
home and host cultures), thereby creating triple acculturation (Wamwara-Mbugua et al.,
2008). Studying Kenyans living in the USA, Wamwara-Mbugua et al. (2008) found
that immigrants respond to triple acculturation forces in their consumer decision
making: dominant (i.e. white American), subcultural (i.e. African American) and

original culture (i.e. Kenyan).

Similarly, in this study, British Muslims living in the UK are also likely to be influenced
by an important subcultural group which consists of ethnic minorities that have
migrated to the UK and who have recreated their own cultural institution in the UK.
The new culture recreated in the UK can have entirely new cultural values or they can
be a hybrid form of culture. For instance, some ethnic minorities have established
ethnic retail enterprises which comprise of comer grocery stores, cash and carry
superstores, restaurants takeaways, supermarkets, wholesaling and garment retailing
(Jamal, 2003). These ethnic retail enterprises carry not only ethnic products but also the

mainstream products as well.
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In another study, Hussain (2007) reported that a younger generation of Muslims is
entering the mainstream of British society whilst maintaining their Muslim identity.
The younger generation of Muslims accept Islamic prescriptions about modest dress but
they want that to be in a Western style (Hussain, 2007). Hence, rather than making
frequent reference to the dual acculturating force of one’s home culture and the
host/majority culture, relatively young British Muslims are also likely to respond to a
third acculturating forces which consists of immigrants who have recreated their culture
and maintained them in the UK. An explanation of these acculturation agents is

illustrated below in Figure 4.2.

Figure 4.2: Consumer Acculturation Agents Affecting Acculturation Outcomes

Host Culture (UK)

Original Culture Subcultural
Group in the

UK

Source: Adapted from Wamwara-Mbugua et al. (2008)

Stayman and Deshpande (1989) established the term situational ethnicity which is based
on the notion that the acculturation process may vary depending on the context in which
the actual behaviour occurs. They claim that different social consumption situations
may suggest different norms of behaviour and, therefore, the social surroundings and
product type jointly explain the influence of ethnicity on behaviour. In their study they
found that ethnic consumers were more likely to make ethnic food choices when dining
with parents in an ethnic situation than when dining with business associates in a non
ethnic situation. By applying a similar concept to clothing it can be predicted that an
individual may be wearing traditional dress on religious festival while preferring
mainstream clothing when they go to college or work. Stayman and Deshpande (1989)
concluded that persons in a multicultural society like the USA were likely to have a set
of ethnic and other identities that might be differentially salient, which means that
individual may feel differently in different daily life context.
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Acculturation is manifested using various indicators. Language has long been
associated with an individual’s level of acculturation and most measures have made use
of language in different context, such as: at home, media consumption and the family
context (Rajagopalan and Heitmeyer, 2005, Petroshius et al., 1995, Chattaraman and
Lennon, 2008, Ownbey and Horridge, 1997, Podoshen, 2006, Khairullah and
Khairullah, 1999). In addition to language, measures of acculturation have also
included indicators of other conceptual dimensions. For instance, media type items (e.g.
radio, newspapers, magazines, books, and television) have often been used by many
researchers (Petroshius et al., 1995, Kang and Kim, 1998, Lee and Um, 1992). Finally,
the use of a social interaction and participation dimension has also been extensively
used in attempts at measuring acculturation (Chattaraman and Lennon, 2008, Lee, 1993,
Lee and Um, 1992). Although measures of acculturation and ethnic identity are quite
similar, acculturation measures have focused on acquisition of a host or dominant
culture whereas ethnic identity measures have tapped the maintenance and retention of
the culture of origin (Laroche et al., 1998). In this study, consumer acculturation will be
measured by the individual’s preference for language used in different situations,
language used most often for several different media, and language used in social

interactions.

Having discussed the concept of acculturation and its importance in this study, the
following section will review the impact of acculturation on various types of consumer

behaviour.

4.8.2 Acculturation and Consumer Behaviour

Consideration of the concept of acculturation plays an important part in this research. It
is observed that degrees of acculturation vary from generation to generation. Second
and subsequent generations are likely to develop new loyalties and become more
assimilated than first generation immigrants. For instance, Jamal (1998) explores food
consumption among British Pakistanis. The first generation of British Pakistanis
perceives their own food to be traditional, tasty but oily and problematic. The English

foods are perceived by the same generation as foreign, bland, but healthy. The young
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generation of British Pakistanis is increasingly consuming mainstream English foods

while also consuming traditional Pakistani food.

Ownbey and Horridge (1997) reported that an individual level of acculturation did
impact shopping orientations of adult Chinese and Filipino Americans living in the
USA. They found significant differences between the low and high acculturation
groups for both ethnic groups on two shopping orientations: shopping gender roles and
shopping orientation leadership. The findings suggested that as Chinese and Filipino
American consumers acculturate, they are less inclined to provide shopping advice and
suggestions to others. In terms of shopping gender role stereotypes, more acculturated
Chinese and Filipino American consumers are less likely to adopt gender based

stereotypes regarding shopping roles.

In their study, Khairullah et al. (1996) examined whether perception regarding Indian
versus American print advertisements of Asian Indian immigrants varied with their
degree of acculturation. They found that as acculturation increased, the Asian Indians
preferred American advertisements more and Indian advertisements less. The authors
suggest that degree of acculturation should be considered as a segmentation variable
when developing an advertising strategy for immigrant consumers. Lee (1993) also
found that as the Taiwanese become more acculturated they are less likely to rely on
advice from friends regarding products and brands. The findings from this study may
also imply that more acculturated British Muslims are less likely to rely on other

people’s suggestion in their consumption decision making.

Focusing on clothing as a product category, Rajagopalan and Heitmeyer (2005)
examined the level of involvement of Asian Indian consumers residing in the USA
when purchasing Indian ethnic apparel and contemporary clothing at different levels of
acculturation. They found that low levels of acculturation result in a higher level of
involvement in Indian ethnic apparel while the moderately acculturated group were less
involved in Indian ethnic apparel but became increasingly involved as they became
more acculturated. The authors suggested that Asian Indians who were new to the
USA may try to identify with the new culture, leading to a decline in involvement with

Indian ethnic apparel. As these consumers became more comfortable in their new
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environment they may feel a need to connect with their original culture, and this could

have led to a renewed interest in Indian ethnic apparel.

So far the prior research has investigated differences between high and less acculturated
consumers within a group; however, other studies have made comparison differences
between less and high acculturated consumers between ethnic groups. For instance, Lee
and Um (1992) have investigated the differences between high and low acculturated
consumer between Koreans and Americans. They found that highly acculturated
Koreans, as compared to other Americans, and less acculturated Koreans, tended to
actively adopt dominant American cultural styles by observing what their friends buy,
listening to what advertising says, and adopting their friend’s (possibly a greater number
of American friends) recommendations. In the context of this study, this finding may
suggest that high acculturated British Muslim’s clothing choice may reflect the style of

dominant British society because they tend to be more involved with the host culture.

Kim and Kang (2001) in their study of three major Asian American groups (Chinese,
Japanese and Korean) expected acculturation to affect the personal influences of their
respondents. They found that less acculturated Asian Americans, regardless of
ethnicity, exhibited a greater normative influence then did the more acculturated Asian
Americans. The more acculturated Chinese Americans displayed greater informational
influence than did the less acculturated Chinese Americans, whereas the less
acculturated Japanese Americans displayed a greater informational influence than did
the more acculturated Japanese Americans. Similar findings were reported in the study
by D’Rozario and Choudhury’s (2000) of Chinese and Armenian immigrants in the
USA. They found that an individual’s level of assimilation impacted their susceptibility
to interpersonal influence, whereby individuals’ susceptibility to interpersonal influence

decreases as they become more assimilated into the mainstream culture.

In summary, the previous research has shown the important role of individuals’
ethnicity, ethnic identity and acculturation in consumer behaviour. Generally,
consumption of immigrant groups are not homogeneous; buying and consumption
patterns and also media usage depend upon level of the consumer’s acculturation and

ethnic identity (Petroshius et al., 1995, Khairullah and Khairullah, 1999). The previous
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studies have also found positive relationships between these variables. Low acculturated
(strong ethnic identity) consumers displayed behaviours similar to their country’s
cultural values, while highly acculturated (i.e. weak ethnic identity) consumers

displayed behaviours that were similar to those of the dominant culture.

The concepts of ethnicity, ethnic identity, and acculturation should be considered in
investigating the current study because the product category chosen (clothing) can serve
two functions among members of British Muslim consumers. Clothing can visually
indicate sub cultural ethnic affiliation or membership or it can visually integrate the
individual to the mainstream culture, thus reflecting acculturation or homogenisation of
values and of external characteristics (Chattaraman and Lennon, 2008). As suggested
by Penaloza (1994), mainstream culture products that were most readily adopted were
low-cost, high visibility items, absent of any language barrier (e.g. clothing) whereas
traditional consumption activities tended to be retained when they were strongly linked

to the maintenance of cultural and family ties (e.g. foods, media, and leisure activities).

4.9 Summary

This chapter has discussed the moderating role of individual differences in consumer
behaviour. It began by providing an overview of individual differences in determining
consumer behaviour. This was followed by discussions on three individual differences
proposed in this study (i.e. religiosity, ethnic identity and acculturation) and their
importance in consumer behaviour. The following chapter will present the conceptual

framework and hypotheses developed for this study.
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Chapter Five
Conceptual Framework and

Research Hypotheses
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5.1 Introduction

The previous three chapters have discussed a number of topics pertaining to this study.
Chapter Two reviewed a discussion on clothing benefits sought. Chapter Three
explored topics on social influence, susceptibility to interpersonal influence, and status
consumption. Chapter Four has reviewed three moderating roles of individual
differences: religiosity, ethnic identity and acculturation, in consumer behaviour. The
main objective of this chapter is to present the conceptual model (see Figure 5.1) which
is derived from the research objectives mentioned in Chapter One and the construction

of specific hypothesised relationships among the variables.

The conceptual model developed for this study is graphically shown in Figure 5.1.
Discussion on the research hypotheses will be divided into two stages. Stage One
demonstrates: the relationship between clothing benefits sought; uniqueness,
conformity, self congruity and modesty, and susceptibility to interpersonal influence;
and, it examines the relationship between susceptibility to interpersonal influence and
status consumption. Stage Two compares the respondents on the basis of level of
religiosity, acculturation, and ethnic identity on: firstly, the relationship between
clothing benefits sought; uniqueness, conformity, self congruity and modesty, and
susceptibility to interpersonal influence; and secondly, the relationship between

susceptibility to interpersonal influence and status consumption.

111



F_igure 5.1: Conceptual Framework and Research Hypotheses

Stage One

=Relationship between Clothing Benefits Sought (Uniqueness, Conformity, Self Congruity, and Modesty)
and Susceptibility to Interpersonal Influence

=Relationship between Susceptibility to Interpersonal Influence and Status Consumption

Clothing Benefits Sought

Susceptibility to
Interpersonal

Influence

T H6 - H10 H11 H15 H16 -H20
Stage Two
Moderating Roles of
Individual Differences
(Religiosity,
Acculturation and
Ethnic Identity)

Source: This Study

5.2 Relationship between Clothing Benefits Sought

(uniqueness, conformity, self congruity

modesty) and Susceptibility to Interpersonal
Influence and Relationship between Susceptibility to

Interpersonal Influence and Status Consumption

5.2.1 Effect of Uniqueness on Susceptibility to Interpersonal

Influence

Possessions are often extensions of the self (Belk, 1988). Consequently, consumers

may acquire and display material possessions for the purpose of feeling differentiated

from other people (Tian et al., 2001). In the context of clothing, individuals tend to buy

clothes as an enhancement of their individuality (Barnard, 1996, Horn and Gurel, 1981,

Shim and Bickle, 1994). According to Tian et al. (2001), when consumers are seeking

for uniqueness via consumption of products or brands, it reflects an enduring
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personality trait which is referred to as ‘Consumers’ Need for Uniqueness’ or CNFU.
CNFU is defined as an individual’s pursuit of differentness relative to others that is
achieved through the acquisition, utilisation and disposition of consumer goods for the
purpose of developing and enhancing one’s personal and social identity (Tian et al.,
2001). Consumers seeking for uniqueness tend to select products and brands that differ
from established norms, they tend to avoid similarities and make choices that position
each of them as distinct from their respective groups (Tian et al., 2001). On the other
hand, being susceptible to interpersonal influence implies that others’ opinions and
evaluations are important (Bearden et al., 1989). In addition, those with high levels of
susceptibility to interpersonal influence have higher needs for enhancing their images in
the opinion of others, and they have a higher tendency to conform to the expectations of
others (Bearden et al., 1989).

Consumers’ need for uniqueness is relevant in the context of clothing which is bought
by relatively young British Muslim consumers because they are likely to experience a
heightened need for uniqueness given the fact that they face intense pressure of
negotiating between their parental and community demands as well as the expectations
of the majority culture (Sekhon and Szmigin, 2005). Hence, they may aspire to create
and express an image to separate identity and differentiation from their parental and
community as well as their peers who represent the majority culture. According to Tian
et al. (2001), those seeking uniqueness through consumption are less likely to be
concerned about social acceptance because they actively avoid compliance with
established social norms in a given society. Such consumers may actively seek to
separate themselves from established social norms through their purchase and
consumption behaviours and, hence, are less likely to be susceptible to interpersonal
influence, and vice versa. Additionally, people who desire a sense of uniqueness are
independent in their opinions and do not generally seek the support of others (Snyder
and Fromkin, 1977). Therefore, the first hypothesis of this study is:

Hypothesis 1: British Muslim consumer’s need for uniqueness is

negatively related to their susceptibility to interpersonal

influence.
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5.2.2 Effect of Conformity on Susceptibility to Interpersonal
Influence

Consumer research has long argued that consumers are motivated to purchase clothing
as a means of seeking conformity (Aiken, 1963). Hom and Gurel (1981) define
clothing conformity as acceptance of, or adherence to, a clothing norm, that is, dressing
in accordance with the norm of a specified group. For instance, the study by Piacentini
and Mailer (2004) shows that clothing has been used to symbolise the link between an
individual and the group that they wish to be accepted by. In this study the participants
were found to emphasise that clothing played a particularly important role when
meeting others and when trying to establish a friendship with others. Similarly, Elliott
and Wattanasuwan (1998) confirmed that individuals use the symbolic content of
chosen consumption objects to reflect their affiliation or connection to a particular
social group. Therefore, clothing may be considered as one of the means by which
social groups communicate their identity as a social group to other social groups
(Barnard, 1996). In addition, conformity is both necessary and desirable to the extent
that it provides for the transmission and functional normative patterns, and gives the
individual a sense of belonging (Hom and Gurel, 1981). Clothing conformity helps
develop and reinforce a sense of belonging to the group and, hence, it fulfils important
social needs (Horn and Gurel, 1981).

Kahle (1995b) argues that a tendency to conform, or conformity motivation, relates to
the consumer’s concern with adhering to group norms in a purchase decision on a
product or brand. In other words, people seeking conformity through clothing reflect
how attentive people are to social cues, how sensitive they are to social influence, and it
shows that they have a higher concern with what others think. In relation to this, a
previous study has shown that individuals who have high scores on conformity in dress
tend to be socially conforming, restrained, sociable, and submissive (Aiken, 1963). In
the context of this study, clothing conformity is likely to be important among relatively
young British Muslim consumers, who are likely to view clothing as instruments for
identity expression and group coherence, as well as for lifestyle creation in a
multicultural context.  As such, British Muslim consumer’s susceptibility to

interpersonal influence, which reflects an individual’s willingness to comply with the
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wishes of others and the willingness to accept and internalise information from others
(Bearden et al., 1989), is likely to be reinforced by clothing conformity and, hence, the
next hypothesis:

Hypothesis 2: British Muslim consumer’s clothing conformity is
positively related to their susceptibility to interpersonal

influence.

5.2.3 Effect of Self Congruity on Susceptibility to Interpersonal
Influence

Self concept is a person’s perception of their own abilities, limitations, appearance, and
characteristics, including their own personality (Graeff, 1996). According to self
concept theory, people act in ways that maintains and enhances their self concept. One
important way in which people do this is through the products they purchase and use.
Levy (1959) proposed that products are often purchased for their symbolic value.
Accordingly, when making decisions in purchasing a product, a consumer will not only
consider its functional features but they will also consider its symbolic meaning as a

means of conveying certain attributes of the self to others.

In relation to this, Sirgy et al. (1997) has argued that brands/retail stores have personal
image attributes which reflects the typical users of that brand/retail store. Consumers
psychologically compare their self images with those of typical users of the brand/retail
stores, thereby, generating a subjective experience known as self congruity (Sirgy,
1982, Sirgy et al., 1997). Self congruity appears to affect consumer behaviour through
self concept motives, such as needs for self consistency and self esteem (Sirgy, 1982).
Such views indicate why consumers prefer products that have images which enhance
and/or boost their self esteem, why consumers place importance on the opinions and
approval of others, and why they form attachments to brands with strongly symbolic

associations.

In consumer behaviour, self congruity has been identified as an important factor in
directing consumer preference and choice (Kleijnen et al., 2005, Heath and Scott, 1998,

Sirgy et al., 1997). Self congruity is also relevant in the context of shopping for
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clothing by relatively young British Muslim consumers. Clothing consumption
invariably conveys a statement about an individual’s personal and social identity
(Chattalas and Harper, 2007). Relatively young British Muslim consumers are faced
with identity questions on a daily basis. They have a considerable need to achieve a
balance between blending in and being different from other groups in society. This can
be a challenging issue for relatively young British Muslims because they are caught in
the middle of a continuum between Western and non Western culture. As a result,
relatively young British Muslim consumers are likely to observe other’s clothing style
and they can become concerned about other’s opinions because they need to navigate
cultural differences on a regular basis, enforcing their search for similarities and
differences. Given that many relatively young British Muslim consumers are born and
raised in the UK (UK National Statistics, 2001), the psychological comparison
involving their self images with those of the typical users of the brand/retail stores is
likely to reinforce and strengthen their susceptibility to interpersonal influence.

Therefore, the next hypothesis has been developed:

Hypothesis 3: British Muslim consumer’s self congruity is
positively related to their susceptibility to interpersonal

influence.

5.2.4 Effect of Modesty on Susceptibility to Interpersonal Influence

Some consumers may seek modesty in clothing, which reflects the fundamental basis
for all clothing (Barnard, 1996, Horn and Gurel, 1981). Modesty revolves around the
idea that certain body parts are indecent or shameful and should be covered so that they
cannot be seen (Barnard, 1996). The wearing of clothing as an expression of modesty is
not universal in mankind; it is determined by culture, learned by the individual, and very
likely not fundamental in nature (Horn and Gurel, 1981). In Islam, Muslims are
required to dress modestly so that attention is not drawn to the wearers, their physical
appearance, or their actual bodies. The Prophet Muhammad says, “Whoever wears a
dress of fame in this world, Allah will clothe him with a dress of humiliation in the day
of resurrection, then set it afire”. This Hadith (narrations concerning the words and

deeds of the Islamic prophet Muhammad) shows that clothing should not be worn for
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the purpose of attracting attention or to show off. Muslims are not supposed to
emphasise their body and they should wear clothes that discreetly cover it (Haneef,
1996). As such, there is no limit to the various styles that a Muslim can wear, as long it

reflects these values.

Therefore, people seeking modesty in their clothing choices do not wish to display and
enhance the sexual or social attractiveness of themselves in the eyes of other people.
This implies that they are not concerned about conforming to social expectations and
they do not choose certain clothes simply because they have observed other people’s
clothing choice. In view of this, individuals who seek modesty in their clothing choices
would be less concerned with other people’s opinions since their motives for clothing
are not to draw other people’s attention or for the purpose of showing off. In contrast,
people who place less importance on modesty in clothing may be more susceptible to

other people’s expectations and, therefore, the following hypothesis is developed:

Hypothesis 4: British Muslim consumer’s need for modesty is
negatively related to their susceptibility to interpersonal

influence.

5.2.5 Effect of Susceptibility to Interpersonal Influence on Status
Consumption

It has been argued that consumers acquire, own, use and display certain goods and
services to enhance their sense of self, to present an image of what they are like, to
represent what they feel and think, and to bring about the types of social relationships
they wish to have (Belk, 1988). In consumer behaviour, some people achieve this
through status consumption, which reflects the motivational process by which
individuals strive to improve their social standing through the conspicuous consumption
of consumer products that confer and symbolise status for both the individual and for

the surrounding significant others (Eastman et al., 1999).

The consumption of status goods is significantly influenced by many factors. Shukla
(2010) found that the consumer’s tendency to achieve social gains influences status

consumption. Several other researchers (including Wong and Ahuvia (1998), Heath and
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Scott (1998) and O’Cass and Frost (2002a)) have suggested factors such as prestige and
success symbolism, wealth and achievement indication, image and status enhancement
as intangible factors affecting status consumption. In the context of an ethnic minority,
the use of prestige brands as a surrogate for status is especially applicable to immigrants
(Kwak and Sojka, 2010). According to Kempen (2005), ethnic minority households
facing racial or ethnic discrimination tended to spend heavily on socially visible
consumer goods to make up for their low status in society. This is further supported by
Fontes and Fan (2006), who argued that members of ethnic minority groups often face
difficulty in achieving social status based on occupational prestige and income, and
even when these difficulties are overcome they still occupy relatively low positions in
the ethnic hierarchy of mainstream society. Consequently, members of ethnic minority
groups often engage in more status conveying consumption than mainstream

consumers.

Prior research suggests that social influence can come in the form of normative or
informational influence (e.g. Burnkrant and Cousineau, 1975, Deutsch and Gerard,
1955). Informational influence reflects the tendency to accept information from others
as reality (Park and Lessig, 1977) while normative influence reflects an individual
willingness to comply with the wishes of others (Burnkrant and Cousineau, 1975) in an
effort to align one’s self image with members of a reference group. Thus, it is likely
that relatively young British Muslim consumers involve in status consumption are keen
to observe cues associated with status with a group and would be more susceptible to
informational influence within the group. Moreover, they might see products as a
vehicle to enhance their social image within the group, and they would view status
within a reference group as a reward that results from the purchase of products that
conveys prestige and status. In view of this it can be seen that relatively young British
Muslim consumer’s susceptibility to interpersonal influence can trigger status

consumption and, hence, the following hypothesis is established:
Hypothesis 5: British Muslim consumer’s susceptibility to

interpersonal influence is positively related to status

consumption.
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5.3 Moderating Roles of Individual Differences:
Religiosity, Acculturation and Ethnic Identity

Moderating variables have gained popularity in marketing literature and many
researchers have acknowledged their importance for predicting consumer behaviour
(Baron and Kenny, 1986, Sharma et al., 1981). Researchers may look for moderators in
an attempt to improve the fit of their models, given that main effects alone may not
provide sufficient accuracy in prediction (Aguinis, 2004). A moderator can be a
qualitative (e.g. sex, race, class) or quantitative (e.g. level of reward) variable that
affects the direction and/or strength of the relation between an independent or predictor
variable and a dependent or criterion variable (Baron and Kenny, 1986, Sharma et al.,
1981). In contrast, a variable is a mediator of an X to Y relationship when it accounts
for the causal relation between X and Y (Baron and Kenny, 1986). Mediators are also
called ‘intervening’ or ‘process’ variables because they explain the relationship between
two variables while a moderator variable explains changes in the nature of the X to Y

effect.

Baron and Kenny (1986) noted that ‘whereas moderator variables specify when certain
effects will hold, mediators speak to how or why such effects occur’. Another way to
think about this issue is that a moderator variable influences the strength of a
relationship between two other variables. A mediator variable also explains the
relationship between two other variables. Figure 5.2 shows these relationships
graphically. The top panel shows a moderated relationship and the bottom panel shows

a mediated relationship.
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ﬂgure 5.2: Representation of Variable Serving as Moderator (top) and Mediator (bottom)

Moderator

>
A

Mediator  §

Source: Aguinis (2004)

According to Aguinis (2004), the decision to test moderating effects can be made based
on three categories: firstly, researchers have specific theory based predictions to guide
hypotheses about potential moderator variables; secondly, they test for moderating
effects using variables such as gender and ethnicity, which are recommended as best
practice in specific research domains; and thirdly, no strong rationale for testing
moderating effects. However, Frazier et al. (2004) have emphasised the importance of

theoretical rationale in testing moderating effects.

Marketing scholars in particular have exhibited increased interest in moderating
variables, especially with respect to studies on clothing. Previous research shows that
researchers in consumer behaviour have examined demographic profiles (i.e. age,
gender) (Cox and Dittmar, 1995, Hansen and Jensen, 2009, Shao et al., 2004, O'Cass
and McEwen, 2004), consumer involvement (Azevedo and Farhangmehr, 2005), and
purchasing situation (Hansen and Jensen, 2009) as moderators in clothing consumption.
Others have suggested variables such as personality (Moody et al., 2010, Park et al.,

2007) to moderate individual consumer behaviour in clothing.

There are two basic methods to identify the presence of moderator variables, which are:
subgroup analysis and Moderated Regression Analysis (MRA) (Sharma et al., 1981). In
subgroup analysis, the sample is split into subgroups on the basis of criteria (i.e. mean
or median score) applicable to the moderating variable. After the subgrouping of the
respondents, a regression analysis is typically used to investigate the relationship

between the predictor variable and criterion variable for each subgroup. However, the
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use of the predictive validity coefficient (R?) in and of itself to determine the presence
of a moderator variable is not satisfactory; hence, an alternative approach has been
developed which is able to identify if the form of the relationship of the specific
variables differs across subgroups (Sharma et al., 1981). MRA is differentiated from
subgroup analysis because it is an analytic approach which maintains the integrity of a
sample yet which provides a basis for controlling the effects of a moderator variable.
However, the MRA has only been occasionally used in marketing related studies
(Sharma et al., 1981). In the MRA procedure, the regression model versus the
moderated regression model (that additionally includes the interaction of these variables
with moderators) is compared. The discovery of a significant interaction effect at this

stage suggests the effects of moderation.

In this study, multiple group analysis in a Structural Equation Modelling (SEM)
framework is used to test for any differences between similar models as estimated for
different groups of respondents (Kline, 1998). The general objective here is to see if
there are differences between individual group models (Hair et al., 2010). An
explanation of the multiple group analysis will be presented in more detail in Chapter
Eight. While previous studies have indicated a number of variables as moderating
variables in studying clothing, this study examines consumer religiosity, acculturation
and ethnic identity as the proposed individual differences that will serve as moderators
in: firstly, the relationship between clothing benefits sought; uniqueness, conformity,
self congruity and modesty, and susceptibility to interpersonal influence; and secondly,
in the relationship between susceptibility to interpersonal influence and status

consumption.

5.3.1 Religiosity

Religious commitment, or religiosity, in this study is defined as the degree to which a
person adheres to their religioﬁs values, beliefs, and practices that are used in their daily
life (Worthington Jr. et al., 2003). Research has shown that religious people exhibit
different character and personality traits from less religious individuals. For instance,
religious people are more satisfied with their lives (Wilkes et al., 1986, Hong and

Giannakopoulos, 1994) and tend to reflect more conservative and traditional attitudes
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(Delener, 1994). Intrinsically religious individuals (i.e. those for whom religion is a
central focus in life) are also reported to show a greater concern for moral standards,
discipline and responsibility when compared to extrinsically religious individuals (i.e.

those for whom religion is an expedient) (Wiebe and Fleck, 1980).

Highly religious individual also exhibit different buying behaviours from less religious
individuals. For instance, Delener (1994) found that in pro religious Jewish households,
and pro religious household in general, the husband exerts more influence in deciding
where to purchase an automobile, indicating a more traditional gender role orientation
(Wilkes et al., 1986). In other buying behaviour aspects, Sood and Nasu (1995) found
that devout American Protestants differ from their less religious counterparts in that:
they tend to buy products when they are on sale instead of when they want them, are
open to the purchase of foreign products, tend to shop in all kinds of stores rather than
the best stores, prefer stores with the lowest prices, believe there is little relationship
between price and quality, and they tend not to believe the claims made in advertising.
Casually religious consumers, on the other hand, show a higher preference for retail
store attractiveness, are more demanding in their shopping behaviour whereby they
attached more importance to product quality, the nutritional value of products, and the

quality of service (Essoo, 2001).

It is suggested that religious individuals typically exhibit a strong sense of commitment
to their belief system and so they are expected to behave according to the norms as
described by their religion (Mokhlis, 2006b). Because of their commitment to their
faith, one could argue that religious Muslims are comfortable to follow all of the rules
laid down in the Quran (the divinely revealed Scripture of Islam) and the Sunnah (the
practice of the prophet, consisting of what he himself did, recommended, or approved of
in others) which also includes the commands on dressing. Islam requires its followers
to dress modestly: a) clothing should not be worn for the purpose of attracting attention
or to show off; b) clothing must be loose and cover the entire body, only the hands and
face may remain visible for women; c) the material which is used to cover the body
parts are thick so that no one can see through it; d) women’s clothing must not resemble
men’s clothing, nor should the men’s clothing resemble the women’s; and, €) Muslims

should not wear clothing to look like a non Muslim (Badawi, 1980).
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While such standards may seem out dated or conservative to some people, Muslims
view these values of public decency as timeless. In other words, for Muslims,
following these dress requirements reflects their beliefs in the values taught by Islam.
Consequently, it is likely that religious people’s way of dressing would be distinctive

from that of less religious people.

In the context of Muslims living in the UK, the extent to which religious people dress
differently as required by their religion may suggest that they are willingly to risk social
disapproval by selecting clothing that deviates from group norms (i.e. the mainstream)
(Tian et al., 2001). Their decision to dress differently from the mainstream may
ultimately increase their self image. This means that by keeping within Islamic
guidelines in dressing reflects the wearer’s Islamic identity and it shows that they are
not afraid to be considered ‘different’ or ‘backward’ if they do so (Haneef, 1996). As
has been argued by Simonson and Nowlis (2000), these people are not concerned about
criticism from others; in fact, they tend to make purchase decisions that others might
consider to be bizarre in contrast to consumers who purchase clothing that is part of the
mainstream. Moreover, Muslims who dress modestly are concerned about gaining the
pleasure and approval of their God rather than of the people around them. Muslims
have also been taught that disobeying the command of God is a sin and they will be
punished for disobedience in the hereafter. Based on the above discussion, the effect of
individual’s need for uniqueness through clothing on susceptibility to interpersonal
influence is more likely to be stronger among religious British Muslims who feel the
need to distinguish themselves from the less religious. This provides the basis for the

following hypothesis:

Hypothesis 6: The influence of British Muslim consumer’s need
for uniqueness on susceptibility to interpersonal influence will
be moderated by religiosity, such that the effect will be stronger
for highly religious individuals.

Previous research has demonstrated that individuals exhibit different behaviours
depending on varying levels of religiosity. For example, religious people are more

likely to choose members of their same religious group when they look for product
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information than those consumers who are less religious (Choi et al., 2010). They also
tend to feel less secure, more dependent, and less self confident than less religious
individuals (Delener, 1994, Delener, 1990), implying that they are more likely to seek,
accept, and acquire opinions and knowledge from other individuals so that they can
make informed decisions about consumption (Deutsch and Gerard, 1955). Additionally,
religious people tend to be associated with collectivist traits. For instance, Bonne et al.
(2007) found that consumers with a higher Muslim identity are more prone to take the
opinion of other important persons and institutions into account in addition to their own
feelings of control. On the other hand, consumers who consider themselves as less

Muslim believe that their consumption decision is a matter of personal conviction.

In Islam, the concept of collectiveness is frequently emphasised in many aspects of life.
For instance, Muslims are recommended to pray in congregation with his/her fellow
Muslims if possible. Islam also teaches its followers to live in cooperation and not
competition with their fellow men and to be helpful, kind, just and compassionate
toward everyone, regardless of whether they are of the same or a different faith (Haneef,
1996). It is also a fundamental responsibility of Muslims to contribute their utmost to
the welfare of their communities. For instance, it is stated in the Quran (the divinely —
revealed Scripture of Islam) that “The human being shall have nothing but what he
strives for” (53:39) while the Prophet Muhammad says “The believer is not one who
eats his fill when his neighbour besides him is hungry”. Other than that, the act of Hajj
(i.e. pilgrimage to Mecca) brings people from every part of the world, all of them
professing and living by the same faith, and all devoted to the worship of their single
Creator (Haneef, 1996). During pilgrimage to Mecca male and female pilgrims wear

similar garments, thereby reflecting that human beings are equal.

In the preceding discussion, it was stressed that Islam is generally characterised by
collectivistic traits. Hence, one could argue that the positive relationship between
clothing conformity (i.e. acceptance of or adherence to a clothing norm, dressing in
accordance with the norm of a specified group) (Horm and Gurel, 1981) and
susceptibility to interpersonal influence should be stronger for highly religious British

Muslims than less religious individuals. Thus, the following hypothesis is developed:
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Hypothesis 7: The influence of British Muslim consumer’s
clothing conformity on susceptibility to interpersonal influence
will be moderated by religiosity, such that the effect will be
stronger for highly religious individuals.

It has been suggested that highly religious individuals tend to behave in a more
disciplined and responsible manner (Wiebe and Fleck, 1980). Highly religious
individuals have also been found to be significantly less likely to engage in product
purchase and store switching behaviours (Choi, 2010), and they more conservatively
utilise the product information sources (Choi et al., 2010). On the other hand, casually
religious consumers tend to be more trendier in their shopping behaviour and are more
likely to search for information than devout consumers (Essoo, 2001). Casually
religious consumers also differ from devout consumers in their retail store preferences;

for example, they show a higher preference for retail store attractiveness (Essoo, 2001).

Worthington Jr. et al. (2003) argue that a highly religious person will evaluate the world
through religious schemas and, thus, will integrate his or her religion into much of his or
her life. This means that a highly religious individual’s self image is explicitly linked to
their religious value system and this will consequently play an important role in the
evaluation of fit between the consumer’s self image and the image the store portrays
(Swimberghe et al., 2009). Consequently, in this study, it is expected that congruity and
consistency between the consumer’s self image and the image of high street fashion
retail shoppers are also important contributor in determining religious British Muslims’

clothing choices.

In this study the typical image of a high street fashion retailer shopper is considered to
reflect British mainstream society. As such, the typical image of a high street fashion
retailer shopper which is contrary to a religious British Muslim consumer’s self image
may have an undesirable evaluative criterion and also create a larger distance between
the individual’s self image and the typical image of a high street fashion retailer
shopper. Consequently, it is expected that British Muslim’s level of religiosity will

moderate the relationship between self congruity and susceptibility to interpersonal
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influence: it should be stronger for the less religious than the highly religious

individuals. Hence, the following hypothesis is developed:

Hypothesis 8: The influence of British Muslim consumer’s self
congruity on susceptibility to interpersonal influence will be
moderated by religiosity, such that the effect will be stronger for

less religious individuals.

Highly religious individuals often display different consumer behaviour from less
religious individuals. For instance, devout followers of Islam found advertising of
gender/sex related products, social/political groups, health and care products, and
addictive products very offensive when compared to their more liberal followers (Fam
et al., 2004). The perceived offence could be traced to the religious believers being
generally more conservative, having greater concern for moral standards, and
possessing more traditional attitudes (Wilkes et al., 1986, Delener, 1994, Wiebe and
Fleck, 1980) relative to their less religious counterparts. Higher levels of religiosity
also had significantly less favourable attitudes towards the contentious message
(Michell and Al-Mossawi, 1995).

Essoo and Dibb (2004) suggest that highly religious individuals typically exhibit a
strong sense of their commitment to their belief system. As a result, religious persons
tend to follow the norms as described by their religion (Sood and Nasu, 1995). Islam
has set standards for dressing modestly, whereby Muslims are required to: wear clothes
that cover the whole body, choose material that is not too thin, wear clothing which
does not resemble the clothing of non Muslims, and women’s clothing should not
resemble men’s clothing (Badawi, 1980). According to Ruby (2006), people who dress
modestly show that they follow the norms as described by their religion and
commitment to their belief system. Fam et al. (2004) argue that Islamic followers still
follow their traditional beliefs and values, even though other religions have reassigned
these priorities in line with the modern ways of living, entertainment and lifestyles. In
relation to this, Arthur (1999) states that while a person’s level of religiosity cannot be
objectively perceived, symbols such as clothing are used as evidence that they are on

the right and true path. As such, seeking modesty in clothing is more likely to be
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important among highly religious Muslims. Consequently, it is expected that British
Muslim’s level of religiosity will moderate the relationship between modesty and

susceptibility to interpersonal influence. Hence, the following hypothesis is developed:

Hypothesis 9: The influence of British Muslim consumer’s need
for modesty on susceptibility to interpersonal influence will be
moderated by religiosity, such that the effect will be stronger for
highly religious individuals.

Prior research highlights a number of ways in which the highly religious are different
from less religious in terms of their shopping behaviour. For instance, Mokhlis (2006b)
found that religious individuals are more likely to be concerned about price, quality and
make less impulsive purchase decisions. They are also more likely to be more
economic, buying products on sale, shopping in stores with lower prices, believe that
there is little relationship between price and quality, and tend not to believe advertising
claims, while preferring subtle and informative advertisements (Sood and Nasu 1995).
They tend to be conservative and traditional (Delener, 1990) and, therefore, would place
more importance on store evaluative criteria dealing with product quality and product
assortment (McDaniel and Burnett, 1990). Further studies show that religious people
spent significantly less on their shopping (Siguaw and Simpson, 1997) and they use less
credit (Wilkes et al., 1986). On the other hand, less religious consumers show a higher
preference for retail store attractiveness (Essoo, 2001) and tend to be trendier and more

innovative in their shopping behaviour (Essoo, 2001).

Religious people are believed to be less materialistic because concentration on material
wealth is condemned in all organised religions (Belk, 1983). Lindridge and Dibb
(2003) further suggest that the use of products as status enhancers is associated with
lower socio economic classes and low religiosity. In Islam worldly considerations such
as wealth, status, and power do not count at all in the sight of God unless an individual
uses them to follow His guidance and seek His pleasure (Haneef, 1996). Islam also
promotes moderation in all areas of life, including the wearing of clothes. The Quran
(the divinely — revealed Scripture of Islam) states that “O children of Adam! Look to

»

your adornment at every place of worship and eat and drink, but be not prodigal.......
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(7:31). This verse has enjoined upon the people to wear good clothes, take good food
and drinks, but not be extravagant. In addition, the Prophet Muhammad says,
“Whoever wears a dress of fame in this world, Allah will clothe him with a dress of
humiliation in the day of resurrection, then set it afire”. This Hadith (narrations
concerning the words and deeds of the Islamic prophet Muhammad) shows that
Muslims wearing clothing for the purpose of seeking attention or showing off will

receive negative consequences in the distant future (i.e. punishment in hell).

Based on the previous discussion, it is less likely that status consumption will be
important among religious British Muslims given that that they are committed to the
beliefs and the values taught by Islam (Mokhlis, 2006b). Furthermore, previous studies
have shown that religious people are more focused (i.e. spend less, are more economic,
are concerned about price, and prefer subtle and informative advertisements) (e.g. Sood
and Nasu, 1995, McDaniel and Bumett, 1990, Siguaw and Simpson, 1997) in their
buying behaviour, implying that they pay less importance on non functional factors such
as gaining status. Therefore, it is expected that British Muslim’s level of religiosity will
moderate the relationship between susceptibility to interpersonal influence and status
consumption such that the effect will be stronger for less religious individuals. Hence,

it is postulated that:

Hypothesis 10: The influence of British Muslim consumer’s
susceptibility to interpersonal influence on status consumption
will be moderated by religiosity, such that the effect will be

stronger for less religious individuals.

5.3.2 Acculturation

Acculturation is generally taken to indicate acquisition of host culture traits (Laroche et
al., 1998). The more acculturated the individual is then the greater the progression
towards the attitudes and values of the host society will be (Faber et al., 1987).
Previous studies have shown that immigrant groups are not homogeneous. Buying and
consumption patterns and also media usage depend upon the level of the consumer’s

acculturation. For instance, low and moderate acculturated Asian Indian immigrants in
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the USA had a greater preference for Indian advertisements while highly acculturated
Asian Indians had a greater preference for American advertisements (Khairullah, 1995).
Similar results were found in a later study: as acculturation increased, Asian Indian
immigrants in USA preferred American advertisements more and Indian advertisements
less (Khairullah et al., 1996). In a different study, Khairullah and Khairullah (1999)
suggest that low and moderate acculturated Asian Indian would be effectively reached
by developing Indian advertisements depicting Indian cultural themes rather than
American advertisements showing mainstream American culture while highly
acculturated Asian Indian immigrants should be reached by American advertisements

rather than Indian advertisement.

Previous studies have also highlighted a number of consumer behaviour in which highly
acculturated individuals are different from less acculturated individuals. Highly
acculturated individuals are more frequently exposed to English language media, use
coupons with greater frequency (Petroshius et al., 1995), and display less loyalty to
specific brands (Petroshius et al., 1995, Podoshen, 2006). Bojanic and Xu (2006) found
that highly acculturated individuals dine out more frequent than less acculturated
individuals, reflecting their American lifestyles, and they are more likely to have a bank
account, regardless of income and level of education (Perry, 2008). In summary, highly
acculturated ethnic consumers tend to display behaviours that are similar to those of the
host culture while less acculturated ethnic consumers display behaviours that are similar

to their home country’s cultural values.

Lee and Um (1992) find that as individuals become acculturated into the host country’s
culture, their attitudes and values will change. In the context of this study, this means
that highly acculturated British Muslims living in the UK should also develop clothing
behaviour similar to the host country, which is different from the clothing worn where
they originally came from. According to Gurel and Gurel (1979), clothing can serve as
enhancement of individuality and expressive symbols of uniqueness (Snyder and
Fromkin, 1977). Given that highly acculturated individuals are more likely to behave
and display behaviour similar to the host country, less acculturated individuals may
acquire, use and display possessions that highlight their ethnic group in order to express

their ethnic identity and distinguish themselves from the majority host population. This
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is reflected in Ruvio et al.’s (2008) study who found that Israeli Russian immigrants in
Israel who chose to preserve their original culture demonstrated a strong desire for
unique products and innovative shopping for Russian products only. Following on from
this, it is to be expected that because highly acculturated British Muslim consumers
should be more interested in clothing that is similar to the host country that they will
place less importance on seeking uniqueness through clothing in order to differentiate
themselves from others in the mainstream. It is, therefore, expected that British
Muslim’s level of acculturation will moderate the effect of uniqueness on susceptibility
to interpersonal influence, such that the effect will be stronger for less acculturated

British Muslims. Hence, the following hypothesis is developed:

Hypothesis 11: The influence of British Muslim consumer’s need
for uniqueness on susceptibility to interpersonal influence will
be moderated by acculturation, such that the effect will be

stronger for less acculturated individuals.

An individual’s level of acculturation is often associated with his or her usage of
reference group. For instance, highly acculturated Hispanics exhibited a relatively
lower family referent influence than low acculturated Hispanics (Chattalas and Harper,
2007). Kim and Kang (2001) demonstrated that less acculturated Asian Americans,
regardless of ethnicity, exhibited a greater normative influence. On the other hand,
highly acculturated immigrants are less influenced by other people, which consequently
made them less susceptible to interpersonal influence (D'Rozario and Choudhury,
2000). Additionally, it was found that individualism was negatively related to consumer
susceptibility to normative influence (Mourali et al., 2005) while higher collectivist
orientation results in high levels of social influence (Kongsompong et al., 2009). The
results from these studies show that as acculturation increases the consumers become
less susceptible individuals who are less concerned about other people’s opinions and

expectations (Bearden et al., 1989) and so their collectivistic values decline.

Horn and Gurel (1981) define clothing conformity as acceptance of, or adherence to, a
clothing norm, that is, dressing in accordance with the norm of a specified group. This

reflects a collectivist value system where an individual’s behaviour is influenced by
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factors such as group norms (Triandis, 1995). As been demonstrated in the study by
Manrai et al. (2001), dress conformity was highest among the less Westernised
societies. In a different study, Sun et al. (2004) found that consumers from collectivist
cultures are more concerned about their personal appearance and about how they are
seen by others. The authors further argued that their findings might be interpreted by
collectivist culture consumers as a way to demonstrate their in group identity, show
their concerns with in group norms, follow in group trends, and avoid loss of face in

front of in group members.

Following the preceding discussion, it can be anticipated that those British Muslims in
this study who are highly acculturated will be less susceptible to interpersonal influence
(D'Rozario and Choudhury, 2000) and will demonstrate higher individualistic values.
Therefore, clothing conformity that signifies the importance of group norms is less
likely to be important among highly acculturated British Muslims. Consequently,
British Muslim’s level of acculturation will moderate the relationship between clothing
conformity and susceptibility to interpersonal influence such that the effect will be
stronger for less acculturated individuals. Based on this discussion, it is thus

hypothesised that:

Hypothesis 12: The influence of British Muslim consumer’s
clothing conformity on susceptibility to interpersonal inftuence
will be moderated by acculturation, such that the effect will be

stronger for less acculturated individuals.

Highly acculturated individuals often exhibit behaviours differently from less
acculturated individuals. For instance, a number of previous studies have shown that
highly acculturated ethnic consumers displayed behaviours that were similar to those of
the dominant culture while less acculturated ethnic consumers displayed behaviours
similar to their home country’s cultural values (Podoshen, 2006, Chattalas and Harper,
2007, Korgaonkar et al., 2000); for example, they tend to dine out more frequently
(Bojanic and Xu, 2006), are more likely to have a bank account (Perry, 2008) and are
less likely to be loyal to a specific brand (Petroshius et al., 1995, Podoshen, 2006). In
the context of clothing, these findings imply that highly acculturated British Muslim
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consumers are more likely to display a clothing style that is similar to the host country

members as compared to less acculturated British Muslim consumers.

It has been argued that brands and retail stores have personal image attributes which
reflect the typical user of that brand or retail store (Sirgy et al., 1997). Researchers have
also demonstrated that matching between an individual’s self image and the typical user
of that brand or retail stores predicts consumer behaviour variables, such as: intention,
product evaluation, satisfaction and loyalty (e.g. Kleijnen et al., 2005, Graeff, 1996,
Kressman et al., 2006, Jamal and Goode, 2001, Sirgy et al., 1997). For some, if the
brand related information is inconsistent with the customers’ self image then it is
unlikely to gain customers’ attention, acceptance, and retention (Heath and Scott, 1998).
In this study, the typical image of a high street fashion retailer shopper would reflect
British mainstream society. Therefore, it is expected that the effect of self congruity on
susceptibility to interpersonal influences will be stronger for highly acculturated British
Muslims because they are more likely than their less acculturate counterpart to behave
and display behaviours that are similar to the dominant culture. Hence, the following

hypothesis is established:

Hypothesis 13: The influence of British Muslim consumer’s self
congruity on susceptibility to interpersonal influence will be
moderated by acculturation, such that the effect will be stronger
for highly acculturated individuals.

Because acculturation is considered as an individual’s process of learning and adopting
cultural traits which are different from the ones with which the person was originally
born with (Ownbey and Horridge, 1997), the more acculturated they are the more likely
they will think and behave like the members of the other group (i.e. the mainstream).
Highly acculturated individuals have a tendency to search among a wide array of
information sources (D'Rozario and Douglas, 1999) and have higher preferences for
their host country’s products, cultures, and values (Khairullah, 1995, Khairullah and
Khairullah, 1999). In summary, highly acculturated individuals when compared to less

acculturated individuals are more likely to behave like the members of the host country.
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In this study, Britain as the host country is classified as an individualist society where
individuals see themselves as independent of collectives and are primarily motivated by
their own preferences, needs, rights and goals (Triandis, 1995). Gomez (2003) found
that acculturation was negatively related to an individual’s collective orientation. This
finding implies that highly acculturated individuals tend to display individualist values.
A number of studies have shown that culture gives an impact on individual’s way of
dressing (Manrai et al., 2001, Horn and Gurel, 1981). Clothing from Eastern cultures
usually depicts the traditions and cultures of those Eastern countries. The code of
dressing in these countries is determined by their respective cultural obligations,
religious beliefs, and traditions. On the other hand, many Westerners tend to dress less
conservatively than their ethnic counterparts. The typical Western young adult way of
dressing includes short skirts, tight trousers, shorts, and skimpy tops. As such, it is
expected that dressing modestly is less important among individualist societies,
especially those who are presumably more acculturated. This happens because highly
acculturated individuals have a higher lack of concern on other’s reactions to their ideas
and actions (Triandis, 1995) while collectivist individuals are more concerned about
how they are seen by others (Sun et al., 2004). Following from this, it is hypothesised
that:

Hypothesis 14: The influence of British Muslim consumer’s need
for modesty on susceptibility to interpersonal influence will be
moderated by acculturation, such that the effect will be stronger

for less acculturated individuals.

Several studies have shown that an individual’s length of stay in the host country is
positively related to the individual’s level of acculturation. The more recent the arrival
in the host country then the less likely they are to have adopted the host country’s values
(Penaloza, 1994, Lee and Tse, 1994), which consequently makes them less acculturated.
Cleveland and Chang (2009) found that immigrants who have recently arrived tend to
be more status oriented because they have higher levels of insecurities which makes
them focus on acquiring status defining possessions. In another study, Kwak and Sojka
(2010) found that the stronger an immigrant identifies with their ethnic culture then the
more likely they are to purchase high priced branded products for status purposes.
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Kwak and Sojka (2010) suggest that immigrants who are less assimilated to the host
culture are more likely to rely on other means (i.e. high priced branded products) to

reinforce their self concept in the new environment.

The preceding discussion suggests that immigrants who have stayed longer in the host
country (i.e. those who are presumably more acculturated) may not need to rely on
surrogate means, such as prestige brands, to establish status and reinforce their self
concept. On the other hand, immigrants who have just arrived from their country of
origin yet no longer have an occupation, house, and so on to reinforce their self concept
and identity may rely on other means for establishing status, wealth, and power. Hence,
echoing results from the previous studies (Kwak and Sojka, 2010, Cleveland and
Chang, 2009), for less acculturated British Muslims the purchase of products that
convey status may be an important means of establishing themselves in a new world.

Thus, it can be postulated that:

Hypothesis 15: The influence of British Muslim consumer’s
susceptibility to interpersonal influence on status consumption
will be moderated by acculturation, such that the effect will be

stronger for less acculturated individuals.

5.3.3 Ethnic Identity

A number of researchers have identified ethnic identification, or the extent to which a
person feels tied to his/her culture of origin (Donthu and Cherian, 1994), as an
important determinant of individual differences in the consumer marketplace (e.g.
Green, 1997, Miyazaki et al., 2007, Laroche et al., 1998). The strength of ethnic
identity is tantamount to the degree of commitment to the norms of the given ethnic
group and, therefore, the degree of influence that this group holds on the individual’s
attitudes and behaviours (Hirschman, 1981). Donthu and Cherian (1992) argued that
the stronger the ethnic identity is then the more loyal ethnic groups are to their
traditional values and the more likely they are to exhibit these values. Their study
showed that strong Hispanic identifiers in comparison with weak Hispanic identifiers

were older, more brand loyal, had more ethnic pride, and used more Spanish language
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magazines and newspapers (Donthu and Cherian, 1992, Donthu and Cherian, 1994).
Moreover, strong Hispanic identifiers were more likely to buy brands advertised to their

ethnic group than weak Hispanic ethnic identifiers.

In the context of clothing, Forney and Rabolt (1986) found that those with a strong
ethnic identity wore traditional ethnic dress more frequently than those with a weak
ethnic identity. Kim and Arthur (2003) have also found that strong ethnic identifiers
hold more positive attitudes toward and ownership of ethnic apparel. In another study,
Chattaraman and Lennon (2008) found that an individual’s strength of ethnic
identification is a significant predictor of cultural apparel consumption where high
degrees of ethnic identification are more likely to purchase cultural apparel than those
with a weak ethnic identification. Consumers with a higher strength of ethnic
identification attributed more positively valence emotions and meanings to the

consumption of cultural apparel (Chattaraman et al., 2009).

According to Eicher and Sumberg (1995), ethnic apparel or dress indicates common or
shared ways of dress that identify a group of people who share a common background
and heritage. It also visually separates one group from another (Eicher and Sumberg,
1995). In this present study, because of British Muslim’s effort to create and express a
desired image of separate identity and differentiation, one could argue that clothing is
used as an instrument by high ethnic identifiers to show separate identity and
differentness from others (in this case the UK mainstream society) for the purpose of
developing and enhancing personal and social identity (Tian et al., 2001). In addition,
according to McCracken (1988), consuming ‘majority’ or ‘mainstream’ products does
not aid in the projection of any identity, other than one of conformism. Furthermore,
Chattalas and Harper (2007) demonstrate in their study involving Hispanic samples that
Hispanics show a significantly higher needs for uniqueness than non Hispanics. Hence,

the following hypothesis is proposed:

Hypothesis 16: The influence of British Muslim consumer’s need
Jor unigueness on susceptibility to interpersonal influence will
be moderated by strength of ethnic identity, such that the effect
will be stronger for high ethnic identifiers.
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Prior research highlights a number of ways in which strong ethnic identifiers are
different from weak ethnic identifiers. For instance, with respect to information search
behaviour of each segment, research has demonstrated that strong ethnic identifiers
respondents were more influenced by personal influences (such as family members and
co-workers) while low ethnic identifiers were more influenced by impersonal influences
(including magazine advertisements, brochure advertisements, window shopping and
product labels) (Webster, 1992). Strong ethnic identifiers were also more likely to
exhibit collectivistic tendencies; for example, in studying the relationship between
ethnic identification and reference group influence, Webster and Faircloth III (1994)
reported that strong ethnic identifiers tend to be more influenced by close acquaintances
and/or family members’ expectations for the appropriate brand selection than their

counterparts with weaker ethnic identification.

In this study, the majority of British Muslims came from Asia (UK National Statistics,
2001). Most Asian countries are classified as collectivist societies where individuals
view themselves as an integral part of one or more groups (Hofstede, 2009, Triandis,
1995), which consequently makes them more comfortable with conforming to group
norms. Because ethnic identity focuses on the maintenance of aspects related to the
culture of origin (Laroche et al., 1998), it can be argued that those who highly identify
with their culture of origin will follow collectivist norms and values, and vice versa
(Donthu and Cherian, 1992, Donthu and Cherian, 1994).

A collectivist society is more susceptible to interpersonal influence (Kongsompong et
al., 2009). Being susceptible to interpersonal influence indicates a higher tendency to
conform to other people’s opinions and expectations (Bearden et al., 1989). In the
context of clothing, the relationship between dress, appearance, and conformity to peer
group dress is supported in Forney’s (1980) study. The results of this study show that
the retention of ethnically defined dress traits was high when group cohesion between
friends, family, and neighbours was strong while a dominant culture dress was worn
more by individuals not attached to strong cohesive groups (Forney, 1980).
Additionally, Lee and Kacen (2000) suggest that purchase reasons that depicted group
affiliation is often display by a collectivist society. Following this line of reasoning, it

can be anticipated that high ethnic identifiers who are very strongly formed by their
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culture of origin will follow collectivist norms and values, and be susceptible to
interpersonal influence. As a result, the influence of clothing conformity on British
Muslim consumer’s susceptibility to interpersonal influences will be moderated by an
individual’s strength of ethnic identity, such that the effect will be stronger for high
ethnic identifiers. Thus, the following hypothesis is developed:

Hypothesis 17: The influence of British Muslim’s clothing
conformity on susceptibility to interpersonal influence will be
moderated by strength of ethnic identity, such that the effect
will be stronger for high ethnic identifiers.

Several prior researchers (e.g. Donthu and Cherian, 1992, Donthu and Cherian, 1994)
have shown that a weak ethnic identifier’s self image is only slightly formed by the
culture of origin; therefore, the weak ethnic identifier’s will not necessarily be
predictable by the culture of origin or values or attitudes. This also implies that weak
ethnic identifier’s self images are not linked to their culture of origin. Several previous
researchers have demonstrated that an individual’s strength of ethnic identity is
positively related to the consumption of ethnic products, such as cultural apparel and
ethnic/traditional foods (Chattaraman and Lennon, 2008, Forney and Rabolt, 1986, Kim
and Arthur, 2003, Xu et al., 2004, Laroche et al., 2005, Laroche et al., 1998). The
findings from these studies show that with a decreasing ethnic identity means that an
individual’s preference for ethnic products declines and the individual preference for
mainstream products (such as convenience food or clothing) increases (Chattaraman and
Lennon, 2008, Xu et al., 2004, Laroche et al., 1998).

Sirgy et al. (1997) proposed that consumer behaviour is, in part, determined by ‘the
congruence resulting from a psychological comparison involving the product user
image and the consumer’s self image’. Since this present study focuses on high street
fashion retailers, the typical image of a high street fashion retailer shopper would reflect
the values of British mainstream society. Consequently, in this study it can be expected
that the self congruity effect, which explains the interaction between a consumer’s self
image and the typical image of high street fashion retailer shopper, is more likely to be

stronger among weak ethnic identifiers because they are people who are slightly formed
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by their culture of origin and relate to a stronger extent with the host culture’s attitudes
and values (Donthu and Cherian, 1992). Thus, it seems that an individual’s strength of
ethnic identity might moderate the relationship between self congruity and susceptibility

to interpersonal influence. Hence, the following hypothesis is established:

Hypothesis 18: The influence of British Muslim consumer’s self
congruity on susceptibility to interpersonal influence will be
moderated by strength of ethnic identity, such that the effect

will be stronger for weak ethnic identifiers.

Several previous studies have shown that an individual’s strength of ethnic identity is a
significant predictor of cultural apparel consumption whereby high degrees of ethnic
identification are more likely to purchase cultural apparel than those with a weak ethnic
identification (Forney and Rabolt, 1986, Kim and Arthur, 2003, Chattaraman and
Lennon, 2008). They also tend to evaluate ethnic relevant product attributes more
favourably (Chattaraman et al., 2009) and put more emphasis on ethnic features of
clothing and window displays than those with weak ethnic identifiers (Kim and Arthur,
2003). Given that ethnic dress indicates common or shared ways of dress that identify a
group of people who share a common background and heritage (Eicher and Sumberg,
1995), consumers who showed a greater strength of ethnic identity reported owning
more ethnic apparel than their counterparts with weaker ethnic identity (Forney and
Rabolt, 1986).

In this study, it is expected that high ethnic identifiers will tend to display collectivist
attitudes and values. This is mainly because the majority of British Muslims came from
Asian countries (UK National Statistics, 2001) which have been classified as collectivist
societies (Triandis, 1995, Jamal, 2003). In terms of clothing, people in collectivist
societies might be more conservative than people in individualistic societies because
collectivists are closely linked individuals who view themselves primarily as parts of a
whole, be it a family, a network of co-workers, a tribe, or a nation. Such people are
mainly motivated by the norms and duties imposed by the collective entity (Triandis,
1995). Therefore, collectivistic individuals would not want to wear clothing that reveals

too much of the body because they would not want to attract so much attention to the
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self, especially when revealing the body was neither positively valued nor accepted in

collectivistic societies.

In another study, Ruby (2006) found that wearing modest clothing is a way of
demonstrating the difference between Muslim and Western values, and distinguished
immigrant Muslim women from mainstream society. The author further suggests that
Muslim immigrants who are strongly identified with their culture of origin are more
likely to choose clothing for the purposes of modesty. Following the preceding
discussion, it is expected that the modesty effect on suscéptibility to interpersonal
influences will be stronger for highly ethnic identifiers as compared to less ethnic

identifiers. Hence, the following hypothesis is developed:

Hypothesis 19: The influence of British Muslim consumer’s need
for modesty on susceptibility to interpersonal influence will be
moderated by strength of ethnic identity, such that the effect
will be stronger for high ethnic identifiers.

Generally, individuals scoring high on ethnic identity hold strong ties with their families
and people from their ethnic group. For instance, with respect to the consumption
patterns between strong and weak ethnic identifiers, research has demonstrated that
strong Hispanic identifiers are more likely to buy brands advertised to their ethnic group
(Deshpande et al., 1986), prefer service providers who share the same ethnicity and buy
the same brands that are used by family and friends (Donthu and Cherian, 1994). They
also tend to have a traditional sex role orientation, for example, Webster (1994) found
that high Hispanic identifiers are more likely to exhibit husband dominance in the
financially important or final aspects of the decision making process for automobiles,

housing, banking, major appliances, and furniture.

Webster and Faircloth III (1994) suggested that strong ethnic identifiers place greater
emphasis on the personal statement made by product consumption because they were
found to be impacted more by normative (i.e. utilitarian and value expressive)
influences when compared to weak ethnic identifiers. The authors further added that

status brands were seen as important symbols of personal expression among high ethnic
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identifiers. In a similar vein, Kwak and Sojka (2010) found that the stronger an
immigrant identifies with their ethnic culture, then the more likely they were to
purchase high priced branded products for status purposes. Similarly, Deshpande et al.
(1986) found that strong ethnic identifiers tend to show a greater inclination for the

purchase of prestige products.

Given that strong ethnic identifiers tend to show more collectivistic traits (e.g. Donthu
and Cherian, 1994, Webster and Faircloth III, 1994) and the positive association
between collectivism and the purchase of luxury products conveys status (Wong and
Ahuvia, 1998, Li and Su, 2007), it can, therefore, be anticipated that British Muslims in
this study who highly identify with their culture of origin will follow collectivist norms
and values, and are more likely to be involved in status consumption. It is, therefore,

possible to make the next following hypothesis:

Hypothesis 20: The influence of British Muslim consumer’s
susceptibility to interpersonal influence on status consumption
will be moderated by strength of ethnic identity, such that the
effect will be stronger for high ethnic identifiers.

5.4 Summary

This chapter has presented the conceptual model and research hypotheses which have
been developed for this study. Discussion on the research hypotheses were divided into
two stages. Stage One demonstrated the relationship between: clothing benefits sought;
uniqueness, conformity, self congruity and modesty, and susceptibility to interpersonal
influence; and it examined the relationship between susceptibility to interpersonal
influence and status consumption. Stage Two compared the respondents on the basis of
level of religiosity, acculturation, and ethnic identity on: firstly, the relationship between
clothing benefits sought; uniqueness, conformity, self congruity and modesty, and
susceptibility to interpersonal influence; and secondly, the relationship between

susceptibility to interpersonal influence and status consumption. The next chapter will
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provide the research design and methodology which was used to collect data for this
study.
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Chapter Six

Research Methodology
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6.1 Introduction

This chapter describes the research design and methodology used to collect data for this
study. The chapter begins with a justification for the research paradigm in Section 6.2.
Following this, Sections 6.3 and 6.4 will discuss the research design and research
strategy, respectively. A discussion of the data collection method used in this study is
presented in Section 6.5. In Section 6.6, reliability and validity of the measures are
explained while a discussion of the data analysis is presented in Section 6.7. Finally, a

summary of the chapter is presented in Section 6.8.

6.2 Research Paradigm

A research paradigm is a perspective or frame of reference for viewing the social world,
consisting of a set of concepts and assumptions (Bailey, 1994). It is a way of examining
social phenomena for which particular understandings of these phenomena can be
gained and explanations attempted (Saunders et al.,, 2007). Two of the approaches to
gaining knowledge in the social sciences are the positivist and interpretivist approaches
(Hudson and Ozanne, 1988). It has been argued that in the field of consumer behaviour
the positivism paradigm is dominant while the interpretivist paradigm is an emerging
paradigm which questions assumptions made by the positivism paradigm (Solomon et
al.,, 1999). Positivist and interpretivist paradigms have different epistemological and
ontological assumptions. Both paradigms use different methodologies to gain

knowledge.

Epistemology comes from the Greek word &uotiun (epistémé), the Greek term for
knowledge. In simple terms, epistemology is the philosophy of knowledge or of how
we come to know (Trochim, 2006). Positivists take a generalising approach to research;
that is, they seek out general, abstract laws that ideally can be applied to an infinitely
large number of phenomena, people, settings, and times (Hudson and Ozanne, 1988). A
positivist researcher attempts to explain and predict what happens in the social world by

searching regularities and causal relationships between its constituent elements (Bahari,

143



2010). Conversely, interpretivists take a more historical, particularistic approach to
research; that is, they study a specific phenomenon in a particular place and time.
Rather than seeking to determine law like regularities, the interpretivists seek to
determine motives, meanings, reasons, and other subjective experiences that are time
and context bound (Hudson and Ozanne, 1988). Interpretivism is said to stress the
importance of symbolic, subjective experience and the researcher constructs their own
meaning based on their unique and shared cultural experiences, so there are no single

right or wrong references (Solomon et al., 1999).

The positivists approach to research is that the research is undertaken, as far as possible,
in a value-free way. The researchers must be independent and its properties should be
measured through objective methods (Bahari, 2010). In contrast, the interpretivists hold
that the researcher and the people under investigation interact with each other (Hudson
and Ozanne, 1988) and, therefore, the findings are influenced by the researcher’s

perspectives and values (Bahari, 2010).

Ontology is defined as a theory of the nature of social entities (Bryman, 2004).
Saunders et al. (2007) state that ontology is a theory concerning the nature of social
phenomena as entities that is to be admitted to a knowledge system. In brief, it can be
said that ontological assumptions are regarding the nature of phenomena to be
investigated (Bahari, 2010). Positivists tend to take a realist position and assume that a
single, objective reality exists independently of what individual’s perceive. This reality
is divisible and fragmentable (Hudson and Ozanne, 1988). In contrast, the
interpretivists deny that one real world exists; that is, reality is essentially mental and
perceived. Reality is socially constructed and, therefore, multiple realities exist because
of different individual and group perspectives (Hudson and Ozanne, 1988). The
methodology often used by positivist researchers include formalised statistical and
mathematical methods while qualitative techniques are predominantly used by the
interpretivist researchers (Hudson and Ozanne, 1988). A summary of the major

differences between these two paradigms is presented below in Table 6.1.

For the purposes of this study, the positivism paradigm is deemed to be the most

appropriate. This approach has been used in this study because the information being
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gathered from this type of research enables the researcher to answer the purpose of the
study, which is investigating relationships among clothing benefits sought (uniqueness,
conformity, self congruity and modesty), susceptibility to interpersonal influence, and
status consumption. Additionally, this study investigates the role of an individual’s
religiosity, acculturation and ethnic identity on individuals’ tendencies to get influenced
by other and engage in status consumption. Positivism sees social science as an
organised method for combining deductive logic with precise empirical observations of
individual behaviours in order to discover and confirm causal laws that can be used to
predict general patterns of human activity (Neuman, 2000). Although the positivist
approach is widely used in consumer research (Anderson, 1986), a major criticism of
the positivist approach is that it does not provide the means to examine human beings

and their behaviours in an in depth way (Neuman, 2000).

Table 6.1: Posmwst versus Interpretlwst Approaches to Consumer Behawour

Assumptions ] Positivist I Interpretivist
prstemo]oglcal
Knowledge generated | Time free Time bound
Context independent Context dependent
View of causality Existence of real causes Multiple; simultaneous
shaping events
Research relationship | Separation between Interactive, co-operative with
researcher and subject researcher being part of
phenomenon under study
Ontological
Nature of reality Objective, tangible Socially constructed
Single Multiple
Goal Prediction Understanding
Methodology
Techniques used by Formalised statistical and Primarily qualitative
researcher mathematical methods
predominant

Source: Adapted from Hudson and Ozanne (1988)

6.3 Research Design

A research design provides a framework for the collection and analysis of data
(Bryman, 2004). It is the framework which specifies the type of information to be

collected, the sources of data, and the data collection procedure (Kinnear and Taylor,
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1991). Thus, a research design ensures that the study will be relevant to the problem

and will use economical procedures (Churchill and Iacobucci, 2002).

Generally, research designs are classified into three categories based on the purpose of
the research project, namely: exploratory research, descriptive research and causal
research (Churchill and Iacobucci, 2002, Saunders et al., 2007, Ghauri and Gronhaug,
2002). The general objective in exploratory research is to gain insights and ideas
(Churchill and Iacobucci, 2002). This type of research design is appropriate to any
problem about which little is known. Specifically, an exploratory study is used for any
or all of the following purposes: a) formulating a problem for more precise investigation
or for developing hypotheses; b) establishing priorities for further research; c) gathering
information about the practical problems of carrying out research on particular
conjectural statements; d) increasing the analyst’s familiarity with the problem; and, )
clarifying concepts (Selltiz et al., 1976, cited in Churchill and Iacobucci, 2002).

Exploratory studies are characterised by flexibility with respect to the methods used for
gaining insight and developing hypotheses (Churchill and Iacobucci, 2002). Several
types of methods used in exploratory studies include literature search, experience

survey, focus groups, and analysis of selected cases.

In descriptive research the researcher is more concerned with determining the frequency
with which something occurs or with the relationship between two variables (Churchill
and Iacobucci, 2002). There are two various types of descriptive analysis: longitudinal
studies and cross sectional study. Cross sectional study, which is the most common and
most familiar study, involves a sample of elements from the population of interest.
Longitudinal studies, on the other hand, involve panels (i.e. fixed sample of elements)
which are measured repeatedly, as contrasted to the one time measurement in a cross
sectional study (Churchill and Iacobucci, 2002). An exploratory study is characterised
by its flexibility while descriptive studies can be considered rigid. Descriptive studies
require a clear specification of the what, when, where, why, and how of the research
(Churchill and Iacobucci, 2002). Descriptive research is often used when the research

purpose is to describe the characteristics of certain groups or to estimate the proportion
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of people in a specific population who behave in a certain way or to make specific

predictions.

The third type of research design is causal design, which aims to determine cause and
effect relationships (Churchill and Iacobucci, 2002). Causal studies typically take the
form of experiments (e.g. laboratory or field experiment), because they are suited to

determine cause and effect.

Churchill and Iacobucci (2002) argued that the distinctions among the designs are not
absolute. The three basic designs can be looked at as stages in a continuous process, as
shown in Figure 6.1. In general, when researchers begin an investigation, it stands to
reason that they lack a great deal of knowledge about the problem; consequently,
exploratory studies are often seen as the initial step, however, not every research
problem will begin with an exploratory study and progress to descriptive or causal
research. It depends on how specific we can be in formulating the problem. Each stage
in the process represents the investigation of a more detailed statement of the problem.
A general statement leads naturally to exploratory work, while a specific cause effect

hypothesis lends itself to experimental work (Churchill and Iacobucci, 2002).

Figure 6.1: Relationships among Research Designs

Source: Churchill and lacobucci (2002)
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Based on the explanation of each research design, it can be seen that a descriptive
research design is predominantly applied in this study. In early stage of the study,
exploratory research was essential in order to gain knowledge about the relatively young
British Muslim consumer behaviour. Therefore, qualitative method (i.e. focus groups
and interview) of exploratory research was employed to explore the consumer
behaviour. Then, feedback and input from the qualitative method were collected
through a survey questionnaire. The results from survey questionnaire were interpreted
using statistical analysis. As stated earlier, the purpose of this study is to investigate
relationships among clothing benefits sought (uniqueness, conformity, self congruity
and modesty), susceptibility to interpersonal influence, and status consumption.
Additionally, this study also investigates the moderating effects of individual
differences (i.e. religiosity, acculturation and ethnic identity) on relationships among
clothing benefits sought (uniqueness, conformity, self congruity and modesty),
susceptibility to interpersonal influence, and status consumption. Thus, a descriptive
approach is deemed to be most suitable. Specifically, the current study can be described

as exploratory in nature with descriptive elements.

6.4 Research Strategy

On the basis of a positivist paradigm and descriptive research design, this study adopted
a deductive approach (which is also called a ‘top down’ approach). The deductive
approach begins with a theory or a topic and then narrows this down to specific
hypothesis. Then, data is collected to accept or reject the hypothesis (Bryman, 2004).
A deductive approach also allows hypotheses to be tested and the research findings can
be generalised (Guba and Lincoln, 1994). In contrast, the inductive approach is a
research approach involving the development of a theory as a result of the observation

of empirical data (Saunders et al., 2007).
In addition, by building upon the positivism paradigm, which is perceived as the

scientific approach to research, this research employed a mixed methods research

whereby quantitative and qualitative research techniques, methods, approaches,
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concepts or language are combined into a single study (Johnson and Onwuegbuzie,
2004). Quantitative researchers emphasise precisely measuring variables and testing
hypotheses that are linked to general causal explanations (Neuman, 2000) other than
focusing on quantification in the collection and analysis of data (Bryman, 2004). In
contrast, qualitative researchers emphasise words rather than quantification in the
collection and analysis of data, and they emphasises an inductive approach to the
relationship between theory and research in which the emphasis is placed on the

generation of theories (Bryman, 2004).

Although combining qualitative and quantitative methods can be prohibitively
expensive and may take too much time, the advantages outweigh the disadvantages
(Reichardt and Cook, 1979). Using qualitative and quantitative methods in tandem or,
indeed, using any methods together, helps to correct for the inevitable biases that are
present in each method. When only one method is used it is impossible to separate the
bias of the method from the underlying quantity or quality that one is trying to measure
(Reichardt and Cook, 1979). Qualitative and quantitative methods often work well

together because they are relatively disparate.

6.5 Data Collection Method

There are many methods of collecting primary data which can be either qualitative in
nature (usually in the form of words) or quantitative in nature (usually in the form of
numbers). The types of data collection techniques that can be used include a self
completion questionnaire, a structured interview, participant observation, or a focus
group. As mentioned in the previous section, the present study employed qualitative
(i.e. focus group and interview) and quantitative (i.e. survey questionnaire) methods in
the collection of the primary data. Table 6.2 below presents the process and steps taken
in collecting the primary data.
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Table 6.2: Methods of Collecting Data

Method | Description e % [Year
Literature Books, academic journals, newspaper, reports and - October
Review conference proceedings. 2007 to May
2011
Focus Groups Conducted three focus group discussions which 3 Focus March to
comprised females from Cardiff, UK, who were aged Groups April 2009

between 18 and 30 and were born in UK and parents’
country of origin from Pakistan and Bangladesh. The
main aim was to explore British Muslims’ clothing
consumption and to ensure that the conceptual model
captures all the facets of the constructs mentioned in
the main conceptual model.

Interviews Conducted 12 personal interviews comprised of seven | 12 May to
males and five females from Cardiff, UK, who were Interviews | August
aged between 18 and 30 and were born in UK and 2009

parents’ country of origin from Pakistan, Bangladesh,
India and Egypt. The main aim was to explore British
Muslims’ clothing consumption and to ensure that the
conceptual model captures all the facets of the
constructs mentioned in main conceptual model.

Conducted two personal interviews with academicsin | 2 January
the field of consumer behaviour to comment on the Interviews | 2010
design of the questionnaire.
Sorting Rounds | Sorting of items for questionnaire with the aim of 2 Rounds January to
ensuring content and construct validity. February
2010
First Pilot Paper questionnaire. 13 Usable Mac to
Study Replies April 2010
Second Pilot Web based questionnaire. 22 Usable Mac to
Study Replies April 2010
Final Survey Web based questionnaire and drop off questionnaire 222 Usable | April to
Questionnaire (paper questionnaire). Replies May 2010

Source: This Study
6.5.1 Qualitative Phase - Focus Groups and Interviews

In this study, the first phase of data collection involved a qualitative phase which
involved focus group and interview methods. Focus groups and interviews were formed
for the purpose of exploring relatively young British Muslims’ clothing consumption
and ensuring that the conceptual model captures all the facets of the constructs
mentioned in main conceptual model. Interviews were conducted after the focus groups
to ensure consistent outcome between the focus group discussions and interviews.
Information generated from the focus group and interview contributed toward survey

development.
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a) Focus group

The first stage of data collection in this study involved a focus group. A focus group is
particularly useful for exploration and discovery (Morgan, 1997). By forming a group
of individuals together, and inducing a topic of discussion toward the collective
attitudes and beliefs of the participants, the dynamic transmission of ideas will yield
untapped responses and meaningful information (Bryman, 1988). Although conducting
a focus group can be very time consuming, it produces very rich and in depth data
expressed in respondents’ own words and reactions, which is normally difficult to
obtain using other methods (Ghauri and Gronhaug, 2002). In addition, a focus group
has been shown to be productive to generate information in structuring consumer

questionnaires (Churchill and Iacobucci, 2002).

For the purpose of this study, focus groups were conducted based on methods suggested
by Mack et al. (2005). A discussion guide which contains the discussion topics to be
discussed during the focus group was prepared before the focus group began (see
Appendix A). Each focus group was made up of three to four women. The groups were
kept small so that each participant would have sufficient time to respond in depth to the
questions that were asked. Participants were selected based on several criteria. Table

6.2 indicates the selected participants and the structure of the focus group.

The focus group discussions were conducted at several places around the Cardiff area in
order to accommodate the participants. All the focus group discussions began with an
introduction which started when the moderator thanked the participants for coming, the
goals of the research were then explained, the participants were asked to introduce
themselves, and discussion procedures were spelled out (see Appendix B). After the
introduction the participants were asked to sign a consent form (see Appendix C). To
maintain the confidentiality of the participant, a system of name substitution has been
implemented whereby all participants were addressed by letter ‘A’ to ‘D’. All
participants were encouraged to speak freely at anytime but they were reminded to
follow the rules explained at the beginning of the session. Whenever necessary, probes

were used to further confirm that the researcher understands and to encourage further
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explanation from the participants (Mack et al., 2005). Participants were also shown

pictures on high street fashion clothing in order to stimulate the discussion.

The discussion was structured into several topics related to clothing consumption.
Participants were asked about a number of topics, including: the shop or place they
frequently visit to buy clothes, their views on clothing available in the high street
fashion retailers, their reasons for purchasing clothes from high street fashion retailers,
the criteria they considered while buying clothes, functions of clothing, the importance
of brand names in clothing purchasing, the influence that their religion has on clothing
choice, reference group influence, and their understanding of the concept of religiosity.

The questions were mostly open ended.

b) Interview

The next method which was used in the first phase of this research project was an
interview. Interview was also used because it focuses on the participants’ own
expression of experience (Denzin and Lincoln, 1994). The objectives of conducting this
interview were to explore relatively young British Muslims’ clothing consumption and
to ensure that the conceptual model captures all the facets of the constructs mentioned in
the main conceptual model. Interviews were also conducted to ensure consistent

outcomes between focus groups discussions and interviews.

Twelve participants were interviewed in this stage. The selected interviewees were
born and raised in the UK, Muslim and aged between 18 and 30 years old (see Table 6.2
for the details of the interviewees). The participants were guided by several topics
related to clothing consumption (similar to the focus group topics). The interview time
varied in length from 30 minutes to an hour. Before the interview began the participants
were asked to sign a consent form (similar to the focus group consent form) and

permission was asked from them to audio tape the interview.

c) Analysing focus group and interview feedback

In this study the analysis of the focus group discussions and interviews were based on

the methods suggested by Casey (1998). All of the focus groups discussions and
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interviews were audio taped and transcribed. After the focus groups discussions and
interviews have been carefully typed, the transcripts were reviewed so that the
researcher could become familiar with the flow of the dialogue. All transcripts were
merged and then all of the answers to question one from all the groups and interviews
were moved to the same master document. This was done for each topic and question.
From this master document (which contains all of the relevant responses) the patterns,

trends or themes across all of the responses were examined.

d) Focus group and interview findings

This section presents the findings of the focus groups and interviews. Table 6.3 lists the
discussion themes and gives a summary of the feedback or responses from the

participants.
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Table 6.3: Summary of Focus Group and Interwew Results

Discussion Theme | Responses/ Fmdixi EEd A
Place to buy clothes = High street fashion retailer (e.g. Prunark Peacocks, H&M
Topshop)
* Asian shops (include buying loose fabric)
Views on clothing available in | Positive Negative
the high street fashion retailers | »  Variety of clothes * Ridiculous fashion
= Reasonable price * Unnecessary change
* Fashion always changing = Clothes do not last long
(quality issue)
Reasons for buying clothes = Reasonable price
from high street fashion * Availability (include variety or wider range)
retailers = Quality
s Other (i.e. easy access)
Criteria considered while * Style/design = Fit/suitable
purchasing clothes ® Price = Colour
*  Quality = Fashionable
= Comfortable = Other (i.e. easy access)
Functions of clothing * To express someone’s identity (e.g. occupational background)

* To show modesty (e.g. not revealing, not tight)

= To tell something about someone’s personality (e.g. bubbly, quiet,
confident)

* To conform / fit in with a group (e.g. ‘Gothic’ or gangster)

s To attract attention and to be noticed (e.g. unique, stands out and
indicate higher social status)

= To tell someone’s image (e.g. smart/ casual)

Importance of brand names in | Important

clothing purchasing * Indicate the quality of the clothes

* To be noticed by others

Not important

= Except for accessories (e.g. shoes or sporting gear)

s Except when was younger (school/college)

= Other attributes are more important (such as fit / comfortable /
suitability)

Religious influence * Bigimpact (clothing styles based on Islamic requirement - long
top, loose, not tight and not transparent)

Reference group influence on * Families influence
clothing purchasing ®= Media as source of information

Religiosity (definition) = Fulfil the obligation (keep up with the rituals by following the
teaching of Quran and Sunnah)
*  Good character as a human (right in their actions)

Language, media and social = Prefer to speak English with friends and at work/college

interaction *  More likely to converse in culture of origin’s language when at
home

= Prefer English TV programs

Source: This Study
6.5.2 Quantitative Phase - Survey Questionnaire

The second phase of the data collection involved a quantitative method which was

implemented via a survey questionnaire. Discussion on this phase (i.e. survey
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questionnaire) includes topics: questionnaire design process and sampling technique and

sample size.

a) Questionnaire design process

The current study followed the process of development and validation of the
questionnaire which was recommended by Churchill and Iacobucci (2002). Figure 6.2

describes the step by step procedure involved in constructing the questionnaire.

Figure 6.2: Procedure for Developing a Questionnaire

Step 1
Specify what information will be sought

!

Step 2

Determine type of questionnaire and method of
administration

i

Step 3

Determine content of individual questions

)

Step 4

Determine form of response to each question

i

Step 5

Determine wording of each question

!

Step 6

Determine sequence of questions

)

Step 7

Determine physical characteristics of questionnaire

)

Step 8

Re-examine steps 1 to 7 and revise if necessary

1

Step 9

Pre-test questionnaire and revise if necessary

Source: Churchill and lacobucci (2002)

Step 1: Specify what information will be sought

As described in Section 6.3, the current study has been positioned as a descriptive
research project, which demands the researcher to have a sufficient knowledge to allow
the framing of specific hypotheses for investigation that will then guide the research and
questionnaire (Churchill and Iacobucci, 2002, Ghauri and Gronhaug, 2002). In this
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study, information to be included in the questionnaire was based on the conceptual
framework specified in Chapter Five (see Figure 5.1). Several constructs were
identified, including: clothing benefits sought; uniqueness, conformity, self congruity,
and modesty, susceptibility to interpersonal influence (normative and informational),
status consumption, religiosity, acculturation, and ethnic identity. In addition, a number

of demographic questions were developed to be included in the questionnaire.

There are various types of questions that can be employed for a self completion
questionnaire, they can include: personal factual questions, factual questions about
others, informant factual questions as well as questions about attitudes, beliefs,
normative standards and values (Bryman and Bell, 2007). In this study the respondents
were asked questions about their attitudes and beliefs, such as the respondent’s ethnic
identity, acculturation, religiosity, susceptibility to interpersonal influence, clothing
benefits sought; uniqueness, conformity, self congruity and modesty, and status
consumption. In addition, the respondents were also asked about personal factual
questions, which include personal information and behaviour. Personal information of
the respondent was obtained by asking demographic questions, which include: age,
gender, occupation, level of education, marital status and ethnic group. Behaviour

questions include questions on the respondents’ general clothing consumption.

Step 2: Determine the type of questionnaire and method of
administration

After specifying the basic information that will be sought, the next step was to
determine the type of questionnaire and the methods to be used to administer the
questionnaire. There are two types of questionnaire: self administered and interviewer
administered (Saunders et al.,, 2007). Self administered questionnaires are usually
completed by the respondents, while in interviewer administered questionnaires the
respondent’s responses are recorded by the interviewer on the basis of each

respondent’s answer.

In this study the respondents were asked to complete the questionnaire on their own.
The decision to use a self completion questionnaire has been recognised to be quicker to

administer, cheaper, and more convenient for respondents (Bryman, 2004). In the
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current study a self completion questionnaire was posted on a website and the
respondents were invited to complete the questionnaire online (i.e. it was web based).
In addition, the questionnaires were also delivered personally to some of the
respondents and later collected (i.e. a drop off questionnaire) once completed. The main
attributes of using these two methods of administration are summarised below in Table
6.4.

Web based questionnaire

In this study, a web based questionnaire survey was employed as the main method for
data collection. A web based questionnaire was created and published using
SurveyMonkey software. SurveyMonkey was used because it was considered user
friendly and it allowed the researcher to create a web based survey according to

requirements determined by the researcher.

Once the web based survey was created, the researcher then invited her own 35 personal
contacts to participate in the research via email. The email described the essential
criteria for participation (e.g. Muslim in the UK, aged between 18 and 30 years old) and
included a link to the website which contained the questionnaire. In the same email, a

request was also included to distribute the link to their respective contacts.

Also, the researcher used the social networking sites (i.e. Facebook) to recruit further
participants by joining specific interest groups (e.g. Islamic Relief Organisation,
Muslim Association of Britain, Muslims in England, The Islamic Society of Britain).
Members of specific interest groups were requested via Facebook to participate.
Moreover, private invitations to participate in the survey were sent to other Facebook
members who met the criteria for participation in the survey. In all cases, the requests
included details of essential criteria (i.e. Muslim in the UK, aged between 18 and 30
years old) for participation in the survey. In total 2,000 people that met the criteria for
participation were invited to participate in this study through this procedure.
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Advantages of web based questionnaire

Web based survey questionnaires are having a profound influence on survey
methodology (Gunn, 2009). According to Dillman (2000), cited in Gunn (2009), there
is no other method of collecting survey data that offers so much potential for so little
cost. Reminders to participants can be easily sent through this method and the
researcher is able to include user friendly features which cannot be included in paper
surveys. In this study the main reason for choosing a web based questionnaire was the
ability to download data to a spreadsheet, which makes the analysis process easier and
which minimises mistake. In particular, errors in the coding of answers can be avoided
(Bryman and Bell, 2007).

Another reason for choosing the web based survey was due to the characteristics of the
respondents who have access to Internet facilities. Simsek and Veiga (2001) argue that
Internet surveys can only be conducted with those who can and do use the Internet.
According to a report on UK Internet usage statistics (UK National Statistics, 2007),
young adults are more connected to Internet facilities when compared to any other age
groups: 83% of the 16 to 24 age group and 79% of the 25 to 44 age group access the
Internet compared to other age groups. It has also been reported that these age groups
not only accessed the Internet more but they also accessed it more often (UK National
Statistics, 2007). Therefore, a web based survey is suitable to be used in this study
because the targeted respondents have access to a computer and the Internet.
Furthermore, a web based survey has been proven to reach large number of people very
easily (Bryman, 2004). This has helped the researcher in this study to reach a large
number of respondents throughout the UK. This method has allowed the researcher to
send the survey easily to thousands of people and all potential respondents can

immediately receive the questionnaires regardless of their location.

Disadvantages of web based questionnaire

Although web based questionnaire surveys have been widely used in collecting data for
research, there are several issues concerns to be raised when researchers collect data via
the web. According to Bryman (2004) many participants are concerned about

confidentiality of replies at a time of widespread anxiety about fraud and hackers.
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Many participants may be concerned with the privacy of the data they are entering since
information can be collected about respondents without their knowledge or permission.
In addition, the researchers are able to determine how long the respondent took to
complete each question, how the respondent took to finish the entire survey, and the
respondent’s IP address (Gunn, 2009).

Another problem which may arise is that respondents may not be able to complete the
survey due to technical problems, such as a server crash or a browser freeze, which
results in missing data. If this situation does occur then it may discourage the

respondents to fill in the entire questionnaire.

Taking into consideration the issues concerned among the respondents, several ways to
improve response rate have been taken into consideration in this study. Firstly, a cover
letter and simpler format of questionnaire was used to overcome any resistance or
prejudice that the respondent may have against the survey (Frankfort-Nachmias and
Nachmias, 1996). Consequently, this can improve the response rate. Secondly, a
simple and plain layout of the survey was used rather than fancy surveys to improve the
response rate and reduce the dropout rate (Dillman, 1998, cited in Gunn, 2009).
Thirdly, to minimise risk of missing data due to a technical problem, the questionnaire
was split into several pages so that if the respondent is disconnected during the fourth
page of the survey (for example), the data for the first three pages will already have
been safely captured (ITS Online Survey, 2009). Finally, the researcher made sure that
the questionnaire has been set up online and has a direct link from the website (a copy

of the survey questionnaire has been included in Appendix D).

Drop off questionnaire (paper based questionnaire)

One of the most critical problems with Internet surveys is that they suffer from coverage
error because the Internet does not have universal coverage for many populations
(Simsek and Veiga, 2001). As such, the best strategy that can be used to deal with this
problem is the simultaneous use of multiple survey modalities. A study by Clayton et
al. (1996), cited in Simsek and Veiga (2001), demonstrated that such mixed modality

usage could help increase the reliability of the survey instrument, as well as the

159



response rate, while reducing the cost of the survey. Therefore, the data collection
method which was used in this study also includes drop off questionnaires. This
technique requires the researcher to deliver the questionnaire to the respondents and
collect it personally. In addition, drop off questionnaires were used to allow those
without internet facilities to complete the questionnaire offline because it will increase

the response rate (Dillman, 2007).

In this study, the questionnaires were delivered personally to respondents living in
Cardiff, UK, the questionnaires were collected later once completed. In addition,
questionnaires were also handed in several activities around the Cardiff area which
involved relatively young British Muslims, such as charity events held by Islamic Relief
Organisation and religious lecture series. In total, 78 questionnaires were distributed.
Although it was expected to collect more responses through the drop off questionnaires,
the respondents took a longer time to respond to the questionnaire in comparison to the
web based questionnaire!. The response was quite slow even though the researcher
made considerable efforts to remind the respondents to complete the questionnaire.
Difficulties in obtaining responses from respondents might perhaps due to lack of trust
relationship between the researcher and the target group (Sills and Desai, 1996). Even
though the researcher is a Muslim, however, the target audience may perceive her as an
outsider due to different background (such as different nationality). For the
aforementioned reasons, the researcher decided to concentrate on collecting data

through web based questionnaire.

! Drop off questionnaires were conducted in parallel with web based questionnaires.
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Table 6.4: Maln Attnbutes of Questionnaires

Attributes TR,

| Web based questionnaire

Drop off questionnaire

Population’s characterlshcs

for which suitable

Literate individuals who can
be contacted by email or
Internet.

Literate individuals who can be
contacted by post, selected by name,
household or organisation.

Confidence that right
person has responded

High if using email.

Low but can be checked at collection.

Size of sample

Large, can be geographically
dispersed.

Dependent on a number of field
workers.

Feasible length of Fewer ‘screens’ are probably | 6 to 8 A4 pages.

questionnaire better.

Suitable types of Closed questions but not too | Closed questions but not too
questionnaire complex. complex, only simple sequencing,

must be of interest to respondent.

Main financial resource World wide web page Field workers, travel, photocopying,
implications design. clerical support, data entry.
Role of the None Delivery and collection of

interviewer/ field worker

questionnaires, enhancing
respondent participation.

Source: Saunders et al. (2007)

Step 3: Determine the content of individual questions

The following questions were developed in the survey questionnaire.

The questions

measure: clothing benefits sought; uniqueness, conformity, self congruity and modesty,
susceptibility to interpersonal influence, status consumption, religiosity, acculturation,
ethnic identity and demographic profiles of the respondents. In general, researchers
have the option to use questions that have been adapted from previous studies or have

been developed on their own.

For the purposes of this study, some items were taken from previous studies with some
modification to suit the product under study, which is clothing, while the remaining
items were developed based on the findings from the focus groups and interviews (see
Appendix E for a comparison of the adapted and original measurement scale). One of
the advantages of taking variables from the previous studies is that these variables have
been developed and tested. Thus, the selection of possible answer categories has
already been worked out and tested in prior studies (Bourque and Fielder, 1995).

addition, using existing measurements allows researchers to draw comparisons with

other studies (Bryman and Bell, 2007).
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Operationalisation of Clothing Benefits Sought

The clothing benefits sought were operationalised from a combination of items used by
Sirgy et al. (1997), Gurel and Gurel (1979) and Park and Sullivan (2009). The scale
measuring clothing benefits sought was divided into four sections: uniqueness,

conformity, self congruity, and modesty. All these items are shown in Table 6.5.

Table 6.5: Iltems of the Clothing Benefits Sought Scales

Uniqueness

1. Ichoose clothing that is very unusual.

2. Ichoose clothing that makes me feel distinctive.

3. I wear very different clothing even though I attract attention from others.

4. 1 would like to show my own personality by selecting unique clothes that people hardly wear.

Conformity

I try to dress like others in my group so that people will know we are friends.

I check with my friends about what they are wearing to a gathering before I decide what to wear.

I feel more a part of the group if  am dressed like my friends.

I wear clothes that everyone is wearing even though they may not look good on me.

I'am comfortable when my clothes are different from all others at a party (negatively worded).

elf Congruity

People who shop at my main retailer are more like me than those who shop at other retailers.

The image of the typical shopper at my main retailer is highly consistent with how I see myself.

WIN =D G  [GN =

I can identify with those people who prefer to shop at my main retailer over those who shop at
other retailers.

L

People similar to me shop at my main retailer most of the time.

5. The image of the typical shopper at my main retailer reflects the type of person I am.

Modesty

I feel embarrassed when I see someone in clothes that are too tight.

I feel embarrassed when I see someone in too low cut a dress.

I hesitate to associate with those whose clothes seem to reveal too much of their body.

Unlined sheer dresses, blouses, or shirts reveal too much of the body.

I choose clothing that is conservative in style.

Sl Boul Bl B U o

I choose clothing with small prints, even though a larger design looks equally good on me.

Operationalisation of Susceptibility to Interpersonal Influence

In order to measure consumer susceptibility to interpersonal influence, a scale
developed by Bearden et al. (1989) was utilised. The scales measuring susceptibility to
interpersonal influence were divided into two: normative influence and informational
influence. In this study, 12 items were included to measure susceptibility to

interpersonal influence. The items are shown in Table 6.6.
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Table 6.6: Items of the Susceptibility to Interpersonal Influence Scale

Normative Influence

I rarely purchase the latest fashion styles until I am sure my friends approve of them.

It is important that others like the products and brands I buy.

When buying products, I generally purchase those brands that I think others will approve of.

If other people can see me using a product, I brand they expect me to buy.

I like to know what brands and products make good impressions on others.

I achieve a sense of belonging by purchasing the same products and brands that others purchase.

If I want to be like someone, I often try to buy the same brands that they buy.

oo|Nfov[orm [N

. I often identify with other people by purchasing the same products and brands they purchase.

Informational Influence

1. To make sure I buy the right product or brand, I often observe what others are buying and using.

If I have little experience with a product, I often ask my friends about the product.

2.
3. I often consult other people to help choose the best alternative available from a product class.
4. Ifrequently gather information from friends or family about a product before I buy.

Operationalisation of Status Consumption

In this study status consumption was operationalised from a combination of items used
by Summer et al. (2006) and Eastman et al. (1999). All these items are shown below in
Table 6.7.

Table 6.7: ltems of the Status Consumption Scales

I would buy clothing just because it had social status.

I am interested in new clothing with social status.

I would pay more for particular clothing if it had social status.

The social status of clothing is irrelevant to me (negatively worded).
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Wearing prestigious clothing is important to me.

Operationalisation of Religiosity

A review of the literature on religiosity indicates that most researchers have
conceptualised religiosity using multi items (e.g. McDaniel and Bumett, 1990, Essoo
and Dibb, 2004, Mokhlis, 2006a). This study has operationalised religiosity using nine
items, which is consistent with the previous studies. Two items were adapted from
Siguaw and Simpson (1997) and seven items were newly developed based on the
outcome of the focus groups and interviews. The items which were used to measure the

religiosity construct are shown in Table 6.8.
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Table 6.8: Items of the Religiosity Scale

1. Ibelieve in Allah.

2. I carefully avoid shameful acts.*

3. Ialways perform my duty as a Muslim (e.g. pray five times a day, fasting during the month of
Ramadhan, pilgrimage to Mecca) to Allah.*

My religion is not very important to me (negatively worded).

It is important for me to follow Allah’s Commandments conscientiously.*

It is not important for me to do good deeds for others (negatively worded).*

It is important for me to show good manners to everyone.*

It is my duty to respect the rights of everyone.*

I RNTEN ST

Religious beliefs influence all my dealings with everyone.*

Note Items marked with an asterisk (*) were newly developed.

Operationalisation of Acculturation

A review of the literature on acculturation indicates that no standardised measure of
acculturation has been developed; however, many (e.g. Kang and Kim, 1998, Khairullah
and Khairullah, 1999) believe that acculturation should be treated as a multi
dimensional construct. In this study, acculturation was measured by eight questions that
have frequently been used in previous studies (Lee, 1993, Lee and Um, 1992). Using a
seven point Likert scale, the respondents were asked to report their preference for
language at different situations, language used most often for several media, and social

interactions. The items measuring acculturation are shown below in Table 6.9.
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Table 6.9: Items of the Acculturation Scale

What language do you use most often at home?

What language do you use most often at work/college?

What language do you use most often among friends?

What type of music do you prefer?

If you have the choice, what type of movies do you prefer?

If you have the choice, what type of television shows do you prefer?

What is the ethnic background of your best friend?

NS [ [ o=

What is the ethnic background of your second best friend?

Operationalisation of Ethnic Identity

In this study the strength of ethnic identity has been measured using a multiple items
scale which has been used in several previous studies (Donthu and Cherian, 1994,
Donthu and Cherian, 1992). The respondents were first asked to identify the ethnic
group that they felt they belonged to. The respondents were then asked another four
items which were measured using a seven point Likert scale. The items measuring

ethnic identity are shown in Table 6.10.
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Table 6.10: ltems of the Ethnic Identity Scale

How would you describe your ethnic group?

How strongly do you identify with your chosen ethnic group?

How important is it for you to get along well with values of mainstream British culture?

How important is it for you to maintain your culture of origin?

b sl 1520 () 2

How often do you speak the language of your culture of origin?

Step 4: Determine form of response to each question

Once the content of each individual question has been determined, the next step was to
determine the form of response to each question. In doing this the researcher is
presented with two options, either using a closed ended or open ended question format.
In open ended questions the respondents are required to provide their own answer to the
question while in closed ended question the respondents choose one or more of the

alternatives provided by the researcher.

In this study, the questionnaire employed a closed ended questions format. In closed
ended questions format the respondents were asked to select their answers from a list
provided. There are many advantages of using close ended questions. Firstly, the
answers are standard and can be compared from person to person. Secondly, the
answers are much easier to code and analyse, and they can often be coded directly from
the questionnaire thereby saving time and money. Lastly, the respondent is often clear
about the meaning of the question and the answers are relatively complete (Bailey,
1994).

Although using a closed ended question is often easier for a respondent to answer
because he or she merely has to choose a category, formulating an original answer for a
closed ended question can be much more difficult (Bailey, 1994). In addition, the
respondents may feel frustrated because the appropriate category for his or her answer
either is not provided at all or is not provided in sufficient detail and there is no

opportunity for the respondent to clarify or qualify his or her answer (Bailey, 1994).

In this study all variables in the questionnaire were measured on a seven point Likert
rating scale. A seven point Likert rating scale was used because it is widely believed
that a five or seven point scale may produce slightly higher mean scores relative to the

highest possible attainable score when compared to those produced from a ten point
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scale (Dawes, 2008). The selection of a Likert rating scale method was based on
several advantages. Firstly, many researchers consider that the Likert scale is able to
overcome the criticisms of other scales by allowing the respondents to express the
intensity of their feelings (Kinnear and Taylor, 1991). It is based entirely on empirical
data regarding subjects’ responses rather than subjective opinions of judges. Secondly,
the respondents would find it much more difficult to give exact responses to questions
dealing with issues that have low salience to them; for example, reporting how many
hours of television they had watched in the past week (Frankfort-Nachmias and
Nachmias, 1996).

Step 5: Determine wording of each question

The wording of the questions is important because the poor phrasing of a question can
cause respondents to refuse to answer it or to answer incorrectly (Churchill and
Tacobucci, 2002). It has also been suggested that the heart of the questionnaire consists
of the questions asked (Kinnear and Taylor, 1991). In this study the researcher followed
some general principles which have been suggested by several researchers in order to
ensure that the questions were phrased properly (Churchill and Iacobucci, 2002,
Kinnear and Taylor, 1991, Bryman, 2004).

Firstly, simple words were used to ensure that everybody understands the question in
the same manner. This was done by avoiding ambiguous words and questions that may
confuse the respondents, such as the use of ‘usually’ and ‘regularly’ as responses
available for a question. Efforts were also made to ensure that the language and words

used in the questions are straightforward.

Secondly, double barrelled questions (i.e. questions that calls for two responses and
thereby creates confusion for the respondent) were avoided (Churchill and Iacobucci,
2002). Thirdly, leading questions which give respondents clues about how he or she
should answer were also avoided (Kinnear and Taylor, 1991). Leading questions may
result in a tendency for the respondent to express positive feelings towards the survey

sponsor, which can result in measurement errors (Bryman, 2004).
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Finally, efforts were made to ensure the questions do not put too much strain on the
memories of respondents and not be regarded as condescending by respondents. Very
general questions, which lack a frame of reference, were also avoided (Churchill and
Iacobucci, 2002).

Step 6: Determine the sequence of the questions

The order that questions are presented in can be crucial to the success of the research
effort (Churchill and Iacobucci, 2002, Bailey, 1994, Ghauri and Gronhaug, 2002,
Kinnear and Taylor, 1991). In this study the questions are presented based on several
suggestions recommended by many researchers in previous studies. Firstly, the simple,
easy and interesting questions were put in the first part of the questionnaire while the
difficult questions were placed towards the end of the questionnaire (Frankfort-
Nachmias and Nachmias, 1996, Churchill and Iacobucci, 2002). This was done to
ensure that the respondents are comfortable and confident to complete the questionnaire

and avoid any refusals to complete the questionnaire.

Secondly, this study employed a funnel approach to question the respondents (Kinnear
and Taylor, 1991). The respondents were asked broad questions and progressively
narrowed down the scope. The use of a funnel approach to question the respondents
also reduced the chance of sequence bias (Churchill and Iacobucci, 2002). In this study
general questions about the respondents’ consumption on clothing were asked in the
first part of the questionnaire. All these questions are easy and simple. The second
section consists of questions which are more complex and require the respondents to
think more. Sensitive and difficult questions were put towards the end of the

questionnaire. The structure of the questionnaire is summarised in Table 6.11.

Finally, in terms of the structure of the questionnaire, a cover letter with a university
logo was placed on the first page of the questionnaire to explain the purpose of the study
and to request the respondent’s co-operation with the questionnaire. Clear instructions
were given at the front of questionnaire and the researcher’s contact details were
provided so that the respondents are able to seek help if they have difficulties in

completing the questionnaire.
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Table 6.11: Structure of the Questionnaire

Section | Construct/Variable | Items | = Scale = |  Source
A About You 1 Categorical format
(multiple choice)
B General Clothing 2 Categorical format Author
Consumption (multiple choice)
C Shopping for Clothing
Uniqueness 4 Seven point Likert scale | Gurel and Gurel (1979), Park
and Sullivan (2009)
Conformity 5 Seven point Likert scale | Gurel and Gurel (1979)
Modesty 6 Seven point Likert scale | Gurel and Gurel (1979)
Status Consumption b Seven point Likert scale | Eastman et al.(1999),
Summer et al. (2006)
D Susceptibility to
Interpersonal Influence
Informational 4 Seven point Likert scale | Bearden et al. (1989)
Normative 8 Seven point Likert scale | Bearden et al. (1989)
E High Street Fashion 2 Categorical format Author
Retailers (multiple choice), open
ended question
Self Congruity 5 Seven point Likert scale | Sirgy et al. (1997)
G Religiosity 9 Seven point Likert scale | Siguaw and Simpson (1997)
and Author
H Ethnic Identity 5 Seven point Likert scale | Donthu and Cherian (1992,
1994)
Acculturation
Language 3 Seven point Likert scale | Lee and Um (1992)
Media 3 Seven point Likert scale | Lee (1993)
Social interaction 2 Seven point Likert scale | Lee and Um (1992)
I Demographic 5 Categorical format Author
(multiple choice)
Total 69

Source: This Study

Step 7: Determine the physical characteristics of the questionnaire

The physical characteristics of the questionnaire can affect not only the accuracy of the

replies that are obtained but also how respondents react to it and the ease with which the

replies can be processed (Gill and Johnson, 2003). As mentioned earlier, this study

involved web based and drop off questionnaire techniques as methods of administering

the questionnaire. Therefore, several steps have been taken to ensure that the survey is

able to capture the information required.

For the web based questionnaire, the first page of the web based questionnaire contained

a cover letter assuring respondents that their responses will be held confidentially. On

the same page, a clear and straight forward instruction (such as how to reply, estimated
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time taken to respond, and the contact numbers of researchers) were explained to the
respondents. In addition, the respondents were also made aware of the purpose of the
study as well as the anticipated benefits of the study. A simple layout and design were
used to ensure that the respondents have no difficulties in answering the questionnaire.
Other than that, a progress thermometer indicating the completed percentage of the
questionnaire was incorporated so that the respondents are aware of their progress. All
these steps were taken to attract more respondents to answer and to minimise mistakes

whilst answering the questionnaire.

For the paper based questionnaire (i.e. drop off questionnaire), a covering letter with the
Cardiff University logo was placed on the first page of the questionnaire. This letter
also explained the purpose of the study, it gave an assurance of confidentiality, and it
included the contact details of the researcher in the event the respondent need further
assistance in answering the questionnaire and to request the respondent’s co-operation
regarding the questionnaire. All of the questions were divided into several sections so
that the respondents could have a clear picture when answering the intended questions.
The questionnaires were printed on good quality paper to imply that the survey is
important. Other than that, the researcher also ensured that the use of shading, font size,
spacing and the formatting of questions was consistent throughout the questionnaire.
For the purpose of this study, in order to increase response rate, the respondents were

invited to enter a prize draw for shopping vouchers after completing the survey.

Step 8: Re-examine steps 1 to 7 and revise if necessary

Before the survey questionnaire was pre-tested all of the questions were reviewed to

ensure that they are not confusing or ambiguous.

Step 9: Pre-test the questionnaire and revise if necessary

Once the questionnaire was developed a pilot test was conducted to evaluate how the
respondents interpreted the meaning of the questions and to check whether the range of
response alternatives is sufficient (De Vaus, 2002). A pilot test helps the researcher to
refine the questionnaire so that the respondents will have no problems in recording the

data. It also ensures that the respondents have had no problems understanding or
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answering questions and have followed the instructions correctly (Saunders et al.,
2007).

A pilot test of the questionnaire was conducted in this study, which involved web based
survey questionnaire and paper based questionnaire. Twenty two respondents completed
the web based questionnaire while 13 respondents completed the paper based
questionnaire. The data obtained from the pilot test study was examined for
completeness of responses and reliability by performing an analysis through SPSS. The
pilot test revealed that, on average, the respondents took about 10 to 15 minutes to
complete the questionnaire. The respondents who participated in the pilot test were
asked to comment on the wording, layout, font, clarity of the instructions, content, and

length of the questionnaire at the end of the questionnaire.

Several items have been coded reversely based on the pilot test result in order to ensure
a consistent response among the respondents. This will increase the internal
consistency by ensuring that the respondents have thought about their individual answer
rather than going through each part of the questionnaire and circling the same response
(Saunders et al., 2007). Age bands were then created in order to avoid the respondents
leaving the box empty without any comment or feedback. For questions involving
language under acculturation, an option of ‘Not Applicable’ was added following the
pilot test in order to give a better choice among respondents who do not listen to music,

or watch movies or TV.

Also, for the paper based questionnaire, many respondents advised the researcher to
change the layout of the questionnaire because it appeared to be too small and the
respondents subsequently tended to lose interest in the questionnaire. Following this
advice, the questionnaire layout was changed from an AS format comprising seven
pages (including the cover page) to an A4 format comprising eight pages (including the
cover page). Following this change the new questionnaire looks more appealing and

easier to manage.
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b) Sampling technique and sample size

Sampling is the process of selecting units (e.g. people, organisations) from a population
of interest so that by studying the sample any findings can be generalised or
extrapolated to that target population with confidence (Saunders et al., 2007). Sampling
is used in social research because it offers several advantages in terms of cost of data
collection (Henry, 1990). It can also improve the amount and quality of data on each
individual and minimise problems of missing data (McDaniel and Gates, 1999). In this
study, the process of developing an operational sampling plan followed the steps
suggested and recommended by McDaniel and Gates (1999), which can be summarised

in the seven steps shown below in Figure 6.3:

Figure 6.3: Steps of Developing a Sampling Plan

Step 1
Determining the population of interest

|
Step 2
Choose data collection method

{
Step 3
Choose sampling frame
{
Step 4
Select a sampling method
{

Step 5
Determine sample size
1)

Step 6
Develop and specify operational plan for selecting sample
elements
i)

Step 7
Execute sampling plan

Source: McDaniel and Gates (1999)

Step 1: Defining the population of interest

The first step involved in sampling was to define the population of interest. In this
study, the population of interest is British Muslims aged between 18 and 30 years old.
Although information about the total population of British Muslim aged between 18 and
30 years old is not available, the UK National Statistics (2001) reported that about 37%
or 54,000 Muslims in the UK were between 16 and 34 years of age. Therefore, it can be

171



assumed that the total population of British Muslims aged 18 to 30 years old was around

40,000 to 50,000 in 2001.

Step 2: Choose data collection method

For the purpose of this study, web based and drop off questionnaires were used as the
main data collection method. Section 6.5.2 described the reasons for using these two

methods, as well their advantages and disadvantages.

Step 3: Choose sampling frame

The third step in the process was to identify the sampling frame, which is a list of
population elements from which we select units to be samples. In an ideal situation the
list is complete and accurate; however, an ideal list is not available in this study.
Although the sampling frame is not available, it is still possible to construct a
reasonable sampling frame (Simsek and Veiga, 2001). In this study the sampling frame
was created from members of the group of interest (e.g. Muslim Association of Britain,
Muslims in England, the Islamic Society of Britain, Islamic Relief Wales) located on
social networking sites (i.e. Facebook). The decision to construct a sampling frame
from a social networking site was made because young people in the UK are actively
involved in using the internet (UK National Statistics, 2007). Furthermore, social
networking has become a mainstream online activity among all age groups in the UK
and the penetration was highest amongst 25 to 34 year olds (89%) and 15 to 24 year
olds (86%) (comScore, 2009).

Step 4: Select a sampling method

The fourth step in the process of developing a sampling plan involved the selection of a
sampling method. The two major sampling methods are: probability sample and non
probability sample. Probability sample refers to a sample in which each population has
a known, a non zero chance of being included in the sample (Churchill and Iacobucci,
2002). Meanwhile, a non probability sample refers to a sample which relies on personal
judgment somewhere in the eclement selection process and, therefore, prohibits

estimation of the probability that any population element will be included in the sample
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(Churchill and Iacobucci, 2002). For the purpose of this study, two types of non
probability sample were used: combinations of the self selection sampling method and
the snowball sampling method. The procedure used in the selection of sample elements

will be explained in Step 6.

Step 5: Determine sample size

The sample size required for this study is between 200 and 300 samples. Hair et al.
(2010) points out that a sample size of at least 100 and not exceeding 400 is considered
adequate for Structural Equation Modelling (SEM) statistical analysis. Therefore, from
the sampling frame, 2,000 individuals were invited to complete the questionnaire. The
calculation of sample required is presented in Table 6.12 while further explanation on

the sample size issue will be explained in Section 6.7.2.

Table 6.12: Calculation of Sample Required

200 - 300
10%
[200 x 100]/10 = 2000

Sample required
Estimated response rate
Actual sample required

Step 6: Develop and specify operational plan for selecting sample
elements

As been mentioned in Step 4, two types of non probability sample were used:
combinations of the self selection sampling method and the snowball sampling method.
Self selection sampling was used by inviting individuals who met the requisite
characteristics (i.e. Muslim in the UK, aged between 18 and 30 years old) to complete
the questionnaire. These individuals were recruited from a social networking site (i.e.
Facebook) and through researcher’s personal contact. Then, these individuals were
used as informants to identify others who qualified for inclusion in the sample. They
were asked to complete the questionnaire and lead more persons who can be asked to

complete the questionnaire and so on.
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Step 7: Execute sampling plan

The final step in the sampling process involved the execution of the operational
sampling plan as discussed in the previous step. In this step, each step specified above

was followed to make sure that specified procedures are adhered to.

6.6 Reliability and Validity of the Measures

Reliability and validity are central issues in all measurement (Neuman, 2000). Both
concern how concrete measures are connected to constructs (Neuman, 2000). Table

6.13 summarises guidelines used in this study to assess reliability and validity.

6.6.1 Reliability

Reliability refers to the consistency of a measure of a concept (Bryman and Bell, 2007).
The two broad types of reliability are: test retest and internal consistency (Hair et al.,
2010). Firstly, test retest reliability measures the stability of scale items over time. The
respondents are asked to complete scales at two different times under as near identical
conditions as possible. The degree of similarity between the two measurements is
determined by computing a correlation coefficient; the higher the correlation
coefficient, the greater the reliability (Bearden and Netemeyer, 1999). Secondly, the
most commonly used measure of reliability is internal consistency reliability, which
measures the correlation among items or sets of items in the scale for all who answer the
items (Bearden and Netemeyer, 1999). This study adopted the second approach of
measuring reliability which is the internal consistency reliability. The most widely used
internal consistency reliability coefficient is the Cronbach Alpha (Bearden and
Netemeyer, 1999). The generally agreed upon lower limit for Cronbach Alpha is 0.7,
although it may decrease to 0.6 in exploratory research (Hair et al., 2010).

Another reliability coefficient that is often used in conjunction with SEM model was
used in this study, which is: construct reliability estimates (Hair et al., 2010). A
construct reliability of 0.7 or higher suggests good reliability while a construct
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reliability score between 0.6 and 0.7 may be acceptable provided that other indicators of
model’s construct validity are good (Hair et al. 2010). Construct reliability is calculated

using the following formula:

(Sum of standardised loadings)?
(Sum of standardised loadings)? + Sum of indicator
measurement error

Construct
Reliability

Other than Cronbach Alpha and construct reliability, reliability can also be assessed by
R? (squared multiple correlations) for individual items, where values greater than 0.5
indicate the item reliability is satisfied (Bollen, 1989). In the present study, reliability
was assessed through Cronbach Alpha, construct reliability, and R%. The results for
reliability of the measures are presented in Chapter Seven (Section 7.7) and Chapter
Eight (Section 8.3).

6.6.2 Validity

Validity is the degree to which a measure accurately presents what it is supposed to
(Hair et al.,, 2006). It asks the question: ‘Are we measuring what we think we are
measuring?’ According to Kinnear and Taylor (1991), validity is a broader and more
difficult issue than reliability. The two main types of validity of measurement that are

relevant for this study are construct validity and content validity (Saunders et al., 2007).

a) Construct validity

Construct validity is established by relating a measuring instrument to a general
theoretical framework in order to determine whether that instrument is tied to the
concepts and theoretical assumptions employed. In this study a qualitative technique
was used to judge the items and ensure construct validity of the measures (Hair et al.,
2006). Several judges were asked to rate how well the definition and the items match
the construct. All individuals were given definitions for all the constructs used in this
study as well as those items that represent the constructs (all constructs were judged at

the same time). They were then asked to sort the items by matching them with the
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appropriate definitions. Items receiving more than 50% agreement were accepted (Hair
et al., 2006). The results for this qualitative technique to measure construct validity for

the survey instrument are presented in Chapter Seven (see Section 7.7).

Other approaches that were used in this study to assess the validity of an instrument
include traditional and contemporary approaches (Bagozzi et al., 1991). Traditional
approaches include the principal component of Exploratory of Factor Analysis (EFA)
(Straub and Carlson, 1989), whereas the contemporary approaches include
Confirmatory Factor Analysis (CFA) (Bagozzi et al., 1991). EFA explores the data and
provides the researcher with information about how many factors are needed to best
represent the data (Hair et al., 2006). CFA is similar to EFA in some respects, but
philosophically it is quite different because the researcher must specify the number of
factors that exist within a set of variables and detail which factor each variable will load
highly on before the results can be computed (Hair et al.,, 2006). In this study the
measurement instruments were validated using both approaches.  Firstly, the
measurement items were validated using EFA (the results are reported in Chapter
Seven, Section 7.6) then the constructs were validated again using CFA (the results are

reported in Chapter Eight, Section 8.3).

Construct validity has two subtypes: one looks at how well similar indicators converge
and it is known as ‘convergent validity’, the other looks at how different indicators
diverge of distinguished differences and it is known as ‘discriminant validity’ (Neuman,
2000). Convergent validity means that multiple measures of the same construct hang
together or operate in a similar way (Neuman, 2000). Hair et al. (2010) suggested that
there are several ways to estimate the relative amount of convergent validity among the
items measured. The first is through checking the factor loading. High loadings on a
factor would indicate that they converge on some common points. Hair et al. (2010)
recommended that standardised loading estimates should be 0.5 or higher, and ideally
0.7 or higher. In addition, factor loading should be statistically significant (Byrne,
2001, Kline, 2005). A second way is by checking the Average Variance Extracted
(AVE). An AVE of less than 0.5 indicates that, on average, more errors remain in the

items than the variance explained by the construct. Therefore, an AVE of 0.5 or higher
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is a good rule of thumb suggesting adequate convergence (Hair et al., 2010). AVE is

calculated using the following formula:

Average Sum of squared standardised loadings
Variance = Sum of squared standardised loadings + Sum of
Extracted indicator measurement error

In addition to factor loadings and AVE, construct reliability is another indicator of
convergent validity (Hair et al., 2010). As mentioned earlier, a construct reliability of
0.7 or higher suggests good reliability while a score of between 0.6 and 0.7 may be
acceptable provided that other indicators of model’s construct validity are good (Hair et
al., 2010).

The second type of construct validity is the discriminant validity. Discriminant validity
is the opposite of convergent validity. It means that the indicators of one construct hang
together or converge, they also diverge or are negatively associated with opposing
constructs (Neuman, 2000). There are several ways to determine discriminant validity.
The first is by checking correlation value among constructs, where a construct does not
correlate too highly with other different construct from which it is supposed to differ. If
the correlations are too high (i.e. >0.85), this suggests that the construct is not actually
capturing a distinct or isolated trait (Kline, 1998). In addition, AVE values greater than
0.5 also indicate discriminant validity (Fornell and Larcker, 1981). Finally, a more
rigorous test to examine validity is by checking AVE values for any two constructs with
the squared of correlation estimate between these two constructs (Hair et al., 2010).
The value of AVE should be greater than the corresponding interconstruct squared
correlations. Passing this test provides good evidence of discriminant validity (Hair et
al, 2010). The results for construct validity (convergent and discriminant) are

presented in Chapter Eight (see Section 8.3).

b) Content validity

Content validity addresses the question of whether the full content of definition is

represented in the measure (Neuman, 2000). Content validity is sometimes known as
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‘face validity’ because it is assessed by examining the measure with an eye toward
ascertaining the domain being sampled (Churchill and Iacobucci, 2002). Judgment of
what is ‘adequate’ can be made in a number of ways. In this study, to ensure the
constructs possess content validity, all questions were selected after: a) an extensive
literature review; b) personal interviews with academics having expertise in statistics;
and, c) a pilot test which also asked respondents to evaluate the appropriateness of the

measuring instruments.

6.6.3 Unidimensionality

Unidimensionality means that a set of measured variables (indicators) can be explained
by only one underlying construct (Hair et al., 2010). It is recommended to perform
CFA of a multiple indicator measurement models and assess unidimensionality by
goodness of fit indices (Anderson and Gerbing, 1988). In the present study, a variety of
fit indices were used (such as GFI, CFl, IFI, and RMSEA). The results for

unidimensionality are presented in Chapter Eight (see Section 8.3).

178



Table 6.13: Gwdellnes to Assess Measurement Reliability, Valldlty and Umdnmensnonallty

Reliability/ Validity |  Description |  Assessment ~ Recommendation
Reliability Consistency of a Cronbach Alpha 20.7 or it may decrease to 0.6
measure of a in exploratory research.
concept Individual item 20.5.
squared multiple
correlations (R?)
Construct 20.7 suggests good
Reliability reliability. Value between
0.6 and 0.7 may be
acceptable provided that
other indicators of a model’s
constructs validity are good.
Construct | Convergent Items for a specific Factor Loadings Standardised loading
Validity Validity construct should estimates should be 20.5 and
converge or share a ideally 20.7.
high proportion of Factor loadings should be
variance in common statistically significant.
AVE AVE of 20.5 is a good rule of
thumb.
Construct 2 0.7 suggests good
Reliability reliability. Value between
0.6 and 0.7 may be
acceptable provided that
other indicators of a model’s
constructs validity are good.
Discriminant | The extent to which | Correlations Low to moderated
Validity a construct is truly among factors correlations among factors
distinct from other (<0.85)
constructs AVE AVE of 20.5 is a good rule of
thumb.
Comparison AVE that is greater than
between AVE and interconstruct squared
interconstruct correlation.
squared
correlation
Unidimensionality Existence of one Goodness of fit GFI, CFI, IF], and RMSEA
construct indices (refer Table 6.14 for the
underlying a set of recommended fit).
items

Source: Adapted from Hair et al. (2010), Anderson and Gerbing (1988), Fornell and Lacker
(1981), Bollen (1989), Kline (1998)

6.7 Data Analysis Technique

In this study, SEM was used as the main statistical technique to achieve the purpose of
the study. This statistical analysis was chosen because it estimates interrelated
dependence relationships in a single model, it has the ability to represent unobserved
concepts in these relationships, and it can account for measurement errors in the

estimation process (Hair et al., 2010, Byrne, 2010, Kline, 1998). Thus, SEM is the most
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appropriate statistical modelling technique to be used because it enables the researcher
to examine relationship between: clothing benefits sought; uniqueness, conformity, self
congruity and modesty, and susceptibility to interpersonal influence and relationship
between susceptibility to interpersonal influence and status consumption in a single
model. It also allows the researcher to examine the moderating roles of individual
differences; religiosity, acculturation and ethnic identity on these relationships.
Furthermore, SEM allows researcher to validate measurement model before making any

attempt to evaluate the structural model.

6.7.1 Fundamentals of SEM

The general SEM model can be decomposed into two sub models (commonly known as
a two-step model): a measurement model and a structural model (Anderson and
Gerbing, 1988). Figure 6.4 shows the general structural equation model. The latent
variables are portrayed using ellipse (A, B) while manifest variables are portrayed by
squares or rectangular (V, W, X, Y and Z). Latent (unobserved) variables are variables
which do not have direct operational method to measure it while manifest variables

refer to observed indicators (i.e. items).

In this study, susceptibility to interpersonal influence, uniqueness, conformity, self
congruity, modesty and status consumption are examples of latent variables while items
measuring these constructs are known as manifest variables. Small circles associate
with each observed error term, and the factor being predicted (A, B), a residual term.
Single headed arrows (—) represent the impact of one variable on another and double
headed arrows (<) represent covariances or correlation between pair of variables. The
measurement model represents the CFA model, which specifies the pattern by which
measure loads on a particular factor. In contrast, the structural model defines relations
among the unobserved variables. Accordingly, it specifies the manner by which
particular latent variables directly or indirectly influence (i.e. ‘cause’) changes in the

values of certain other latent variables in the model.
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’Iigure 6.4: General SEM

MEASUREMENT MODEL
resid1
orrl \"
Y errd
err2 w A B
err3 X z err5
STRUCTURAL MODEL

Source: Adapted from Byrne (2010)

6.7.2 Stages in SEM

For the purpose of this study, the six step process of SEM as suggested by Hair et al.
(2010) was employed (see Figure 6.5). This study chose to follow the six step process
which was suggested by Hair et al. (2010) because the process involved from the basic
step (i.e. defining individual constructs) to the last step (i.e. assessing the structural
model validity). In addition, this six step process is consistent with a two-step SEM
process whereby the fit and validity of structural model is tested once a satisfactory
measurement model is obtained (Anderson and Gerbing, 1988). In other words, a two-
step SEM requires the researcher to establish a valid measurement model before testing

the structural model.

understand and to follow.

Furthermore, the process is explained well, and is easy to
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Figure 6.5: Six Stage Process for SEM
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Source: Hair et al. (2010)

Step 1: Defining the individual constructs

The first step involved was the definition of individual constructs. Constructs can be

developed or they can be defined and operationalised as they were in previous research

studies. In this study (as described in Section 6.5.2) items measuring clothing benefits

sought; uniqueness, conformity, self congruity and modesty, susceptibility to

interpersonal influence, status consumption, religiosity, acculturation, ethnic identity

constructs were identified from the existing studies, from the findings from focus

groups, and from the interviews.
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Step 2: Developing and specify the measurement model

The second step was to develop and specify the measurement model. In this stage each
latent construct to be included in the model was identified and measured indicators
variables (items) were assigned to the latent constructs. The main model of this study
includes uniqueness, conformity, self congruity, modesty, susceptibility to interpersonal
influence (normative influence and informational influence), and status consumption
constructs. The basic specifications of these constructs are illustrated in Chapter Eight
(see Figures 8.1, 8.2, 8.3 and 8.4). This stage of SEM can be thought of as assigning
individual variables to constructs. Visually, it answers the question: ‘Where should the

arrows linking the constructs to the variables be drawn?’

Step 3: Designing a study to produce empirical results

The third step requires the researcher to address several important issues related to the
SEM technique in order to produce empirical results. Hair et al. (2010) highlighted six
issues that the researcher needs to address, which includes: a) the type of data analysed
(covariance or correlation); b) missing data; c) sample size; d) model structure; €)

estimation techniques; and f) computer software use.

a) Type of data analysed (covariance or correlations)

Researchers have the option of using either covariance or correlation matrix as an input.
In this study covariance matrices was used because they provide the researcher with far
more flexibility due to the relatively greater information content they contain (Hair et
al., 2010). Since this study used AMOS software to perform SEM, the program can
compute the model solution directly from the raw data without requiring the researcher
to compute a correlation or covariance matrix separately. Furthermore, the AMOS
program can also automatically select the matrix and estimate parameters within a few

seconds.

b) Missing data

The issue of missing data must be addressed if the missing data are in a non random

pattern or more than 10% (Kline, 1998). There are two questions which must be
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answered concerning missing data, which are: a) What types of data are missing? And,

b) What approach should be used to remedy the missing data?

Types of missing data

There are two types of missing observations: Missing Completely at Random (MCAR)
and Missing at Random (MAR) (Hair et al., 2010). Missing data are considered MCAR
if the pattern of missing data for a variable does not depend on any other variable in the
data set or on the values of the variable itself. On the other hand, if the pattern of
missing data for a variable is related to other variables, but it is not related to its own

values, then it is considered to be MAR.

Missing data remedies

There are several methods to be used to remedy missing data: a) the complete case
approach (listwise deletion); b) the all available approach (pairwise deletion); and, c)
imputation techniques (Hair et al., 2010, Kline, 1998). Listwise deletion means that
cases with missing observations on any variable in an analysis are excluded from all
computations; therefore, the effective sample size with listwise deletion includes only
cases with complete records (Kline, 1998). An advantage of this approach is that all
analyses are conducted with the same cases and it is easy to implement in any program
(Kline, 1998). In pairwise deletion the cases are excluded only if they have missing
data on the variables involved in a particular computation. There are three ways to
calculate estimated scores for imputation techniques: firstly, the missing observations
on a particular variable are substituted with the overall sample average; secondly, the
missing observations are be replaced with a predicted score generated for each subject
by using multiple regression based on non missing scores on other variables; thirdly,
pattern matching requires the replacement of missing observation with a score from

another case with a similar profile of scores across other variables (Kline, 1998).

c) Sample size

The role of sample size is to produce more information and greater stability, which

assists the researcher in performing SEM (Hair et al., 2010). Hair et al. (2010)
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recommended that sample sizes should be in the range of 100 to 400. This is mainly
because as sample size becomes large (>400), the method becomes more sensitive and
almost any difference is detected, making goodness of fit measures suggest a poor fit
(Hair et al., 2010). Hoe (2008) further argued that any number above 200 is understood
to provide sufficient statistical power for data analysis. In this study, the total sample
usage in this study was 222 and it was consequently above the recommended sample

size.

d) Model structure

Another important step in setting up a SEM analysis is determining and communicating
the theoretical model structure to the program. This step requires the researcher to
specify which parameter to be fixed (i.e. the value is specified by the researcher) or free
(i.e. one to be estimated). In this study, the AMOS software used a completely

graphical interface.

e) Estimation techniques

There are several options available for estimation technique, such as: Weighted Least
Squares (WLS), Generalised Least Squares (GLS), Asymptotically Distribution Free
(ADF), and Maximum Likelihood Estimation (MLE). For the purposes of this study,
Maximum Likelihood Estimation (MLE) was used because it is more efficient and
unbiased when the assumption of multivariate normality is met (Hair et al., 2010).
Kline (1998) contends that the name ‘maximum likelihood” describes the statistical
principle that underlies the derivation of the estimates, which takes place in such a way
as to maximise the likelihood or the probability that the data were drawn from a
particular population. MLE mainly assumes multivariate normality for endogenous and
exogenous variables that are continuous. This normality assumption does not
necessarily apply to exogenous variables that may be dichotomous (Kline, 1998). MLE
continues to be the most widely used approach and it is the default in most SEM
programs (Hair et al., 2010) including AMOS.
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f) Computer software used

The last issue concern with regards to SEM technique is the computer software which is
used. In this study, AMOS (an acronym for ‘Analysis of Moment Structures’) software

was chosen because it is user friendly, very straightforward, and easily applied.

Step 4: Assessing measurement model validity

The fourth step involved measuring model validity. This stage attempts to examine all
aspects of construct validity through various empirical measures. To perform this, CFA
was used to provide a confirmatory test on the measurement model. CFA specifies a
series of relationships that suggests how measured variables represent a latent construct
that is not measured directly. Measurement model validity depends on: a) establishing
acceptable level of goodness of fit for the measurement model; and, b) specific evidence
of construct validity. Guidelines to assess acceptable levels of goodness of fit are
summarised in Table 6.14, while the guidelines to assess evidence of construct validity

and unidimensionality are summarised in Table 6.13.

Step 5: Specify the structural model

Step 5 involved specifying the structural model by assigning relationships from one
construct to another based on the proposed theoretical model. At this stage, a path
diagram which represents both the measurement and structural part of SEM in one
overall model is developed as shown in Chapter Eight (see Figure 8.5). Once the path
diagram is developed, the model is ready for estimation. In other words, the overall
theory is about to be tested, including the hypothesised dependence relationships among

constructs.

Step 6: Assess the structural model validity

The final stage involved efforts to test validity of the structural model and its
corresponding hypothesised theoretical relationships. Once the model is established as
providing acceptable estimates, the goodness of fit must then be assessed. There are
three types of goodness of fit measures: 1) Absolute fit measures determine how well a

model fits the sample data; 2) Incremental fit assess how well the estimated model fits
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relative to some alternative baseline model; or, 3) Parsimonious fit measures provide

information about which model among a set of competing model is best.

The details of each type of goodness of fit measures are described in Table 6.14.
Typically, using three or four fit indices provides adequate evidence of model fit.
Researchers need not report all goodness of fit indices; however, the researcher should
report at least one incremental index (e.g. CFI or TLI) and one absolute index (e.g. GFI,
RMSEA and SRMR) in addition to the x* value and the associated degrees of freedom
(Hair et al., 2010).
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Table 6.14: Goodness

of Flt Measure 7

Goodf\ess of Fit
re

: Absolute fit determme how well a model ﬁts the sample data

1
Chi Square Statistic (x?) A measure for evaluating overall model fit and Statistical test of significance
assessing the magnitude of discrepancy between provided (low x2values).
the sample and fitted covariances matrices.
Goodness of Fit Index A measure of proportion of variance and Close to 1 indicates better
(GFI) covariance that a given model is able to explain. model fit.
Root Mean Square Error | Indicates how well the model, with unknown but | <0.05 -good fit, 0.05-0.08 -
of Approximation optimally chosen parameter estimates would fit reasonable fit, 0.08- 0.1-
(RMSEA) the population covariance matrix. mediocre fit and >0.1 - poor

fit.

Normed Chi-Square

This is the ratio of the chi square divided by the

Lower limit: 1.0, Upper limit:

(x2/df) degrees of freedom. 2.0/3.00r5.0
Root Mean Residual Represents the average residual value derived 0.05 or less.
(RMR) from the fitting of the variance covariance matrix

for the hypothesised model to the variance
covariance matrix of the sample data.

2. Incremental fit

assess how well the estimated model fits relative to some alternative baseline model

Comparative Fit Index
(CF

Comparative index between proposed and null
models adjusted for degrees of freedom.

Close to 1 indicates better
model fit.

Tucker-Lewis Index (TLI),
or Non Normed Fit Index

(NNFI)

It combines a measure of parsimony into a
comparative index between the proposed and null
models.

Close to 1 indicates better
model fit.

Normed Fit Index (NFI)

It is a relative comparison of the proposed model
to the null model.

Close to 1 indicates better
model fit.

Bollen’s Incremental Fit
Index (IFI)

Comparative index between proposed and null
models adjusted for degrees of freedom

Close to 1 indicates better
model fit.

3. Parsimonious

fit provide information about which model among a set of competing model is best

Parsimony Normed Fit The PNFI takes into account the number of Higher values of PNFI are
Index (PNFI) degrees of freedom used to achieve a level of fit. better.

Parsimony Goodness of The PGFI is based on the parsimony of the Higher values of PGFI are
Fit Index (PGFI) estimated model. better.

Adjusted Goodness of Fit | This fit index takes into account both the measure | Higher values of AGFI are
Index (AGFI) of fit and model complexity. better

Expected Cross Represents a measure of the degree to which one Lower value is preferred.

Validation Index (ECVI)

would expect a given model to replicate in another

sample from the same population.

Sources: Adapted from Hair et al. (2010), Byrne (2010), Kline (1998)
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6.8 Summary

This chapter has discussed the methodology used in this study. The next two chapters
(Chapter Seven and Eight) will provide the results of an analysis of the data. Chapter
Seven presents the descriptive statistics of the data and provides a general picture of the
survey participants and their response to the survey questions. Chapter Eight reports the

findings for the hypothesised relationships using SEM.
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Chapter Seven

Descriptive Analysis
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7.1 Introduction

This chapter reports the results of the descriptive analysis of the final data. The first
section of this chapter provides a summary of the respondents’ demographic profile and
the constructs examined in the present study. The second section will present the results
of exploratory factor analysis for all the constructs. Finally, the results of each construct
reliability and validity are reported in the third section and followed by results of one

way between group analysis of variance at the end of this chapter.

7.2 Survey Questionnaires Collected

The data collection process was conducted over a period of six weeks. As mentioned in
Chapter Six (Section 6.5.2), the data was collected through both web based and drop off
questionnaires. In total, 371 survey questionnaires were received (see Table 7.1).
Twenty-two survey questionnaires were discarded because the respondents were not
aged between 18 and 30 years old (which was the age group of concern in this study).
Another 127 survey questionnaires were also discarded because the respondents did not

answer the questions completely (i.e. they completed only 50% of the questionnaire).

After analysing the pattern of the incomplete questionnaires it was found that the
majority of these respondents had completed the first part of the survey and had then
left the entire questionnaire incomplete. This situation probably occurred because some
of the respondents felt that the survey questionnaire was a bit too long and they were not
keen on the topic. Although this problem was not found during the pilot test, steps were
taken to increase the response rate (as has been discussed in Chapter Six, Section 6.5.2);
however, the total number of usable survey questionnaires was found to be sufficient to
proceed to further analysis. As shown in Table 7.2, the net number of usable survey

questionnaire was 222.
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Table 7.1: Number of Questionnaires Received for Different Data Collection Method

Data Collection Method | Number of questionnaires received
Web based questionnaire 336
Drop off questionnaire 35
Total 371

Source: This Study

Table 7.2: Number of Usable Survey Questionnaires

Description - | Number
Surveys received 371
Unqualified respondents 22
Incomplete questionnaires 127
Net number usable 222

Source: This Study

7.3 Demographic Profile

The demographic profile of the respondents in this study consists of: gender, marital
status, occupation, education level, ethnic group and length of stay in the UK. As
indicated in Table 7.3 and Figure 7.1, 82.6% of the respondents were female while
17.4% were male. There were high numbers of female respondents because this study
focused on clothing as the product category. According to Weekes (2001), 92% of
young adults women in UK tend to place more emphasis on clothes shopping and,
therefore, this could be the reason that contributed to the high number of female

respondents when compared to male respondents.

The information on marital status of respondents demonstrated that more than half
(78.2%) were single, followed by married/living with partner (19.9%), and divorced
(1.9%). With regards to educational background, the majority of respondents had
obtained undergraduate degree (53.4%). While others attended at least high school and
obtained qualifications of GCSEs/O Level (5.4%), A Levels (17.6%), professional
qualification/diploma (10.3%), and postgraduate degree (13.2%).

Regarding the respondents occupation, the largest group comprised of students (62.3%),
followed by professional/senior management (14.5%), unemployed (5.8%),
housewife/husband (5.8%), clerical staff (3.9%), self employed (2.9%), technical staff
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(2.4%), and other (2.4%). In terms of respondents’ length of stay in the UK: 67.3%
have stayed in the UK since they were born, 14.5% between 1 and 10 years, 12.7%
between 11 and 20 years and 5.5% for more than 20 years. Based on this, it can be said
that the majority (67.3%) of the respondents were belong to second or later generations
(Jamal and Chapman, 2000, Sekhon, 2007).

When the respondents were asked to indicate their ethnic group, the largest group
regarded themselves as British Pakistani (31.3%), 10.6% of respondents saw themselves
as British Bangladeshi, and 8.7% would classified themselves as British Indian. The
remaining respondents considered themselves as Pakistani (8.7%), British (7.2%),
British Arab (6.7%), Arab (6.3%), Bangladeshi (3.4%), Indian (3.4%), British African
(2.4%), African (1.0%) and other (10.6%).
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Female 17
Marital Status Single 161 78.2
Married/Living with partner 41 19.9
Divorced 4 1.9
Occupation Student 129 62.3
Housewife/husband 12 5.8
Professional /senior management 30 14.5
Clerical staff 8 &)
Technical staff S 24
Self employed 6 29
Unemployed 12 5.8
Other 5 24
Education GCSEs/ O Level 11 5.4
A Levels 36 17.6
Professional Qualification/ Diploma 21 10.3
Undergraduate degree 109 53.4
Postgraduate degree 27 139,
Length of Stay in the UK | Since birth 148 67.3
1 to 10 years 32 14.5
11 to 20 years 28 7
More than 20 years 12 585
Ethnic Group British 15 7.2
Pakistani 18 8.7
British Pakistani 65 Sk
Bangladeshi 7 3.4
British Bangladeshi 22 10.6
Indian 7 34
British Indian 18 8.7
African (i.e., Somali, Algerian, Libyan) 2 1.0
British African (i.e., Somali, Algerian, Libyan) 5 24
Arab (i.e., Iraqi, Yemeni, Egyptian) 13 6.3
British Arab (i.e., Iraqi, Yemeni, Egyptian) 14 6.7
Other (i.e., Asian, American) 20 10.6

Source: This Study
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Figure 7.1: Pictorial Demographic Profile of Respondents
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The demographic profile of the respondents matches the profile of British Muslim in the
UK (UK National Statistics, 2001). According to the UK National Statistics (2001),
three quarters (74%) of Muslims were from an Asian ethnic background, predominantly
Pakistani (43%), Bangladeshi (16%), Indian (8%) and other Asian (6%). In this study,
in terms of ethnic group, the majority of the respondents associate themselves with
Pakistan (40%), Bangladesh (14%) and India (12.1%) (see Table 7.3). Therefore, it can

be concluded that the data represented the population as a whole.
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7.4 General Clothing Consumption with Regards to High
Street Fashion Retailers

The first part of the questionnaire was concerned with the respondents’ general clothing
consumption. The first question in this part asked about their frequency of buying
clothes from high street fashion retailers. As indicated in Table 7.4 and Figure 7.2,
48.6% of respondents buy clothes once a month, 17.1% once every two weeks, 9.5%
once in every two or three months, 8.1% once a week, and 3.2% twice a year and other
(i.e. once a year, during festival season) (13.5%). According to a report by Synovate
(2008), more than 60% of the UK consumers go clothes shopping at least once a month.
The finding from this report implies that the majority (73.8%) of the respondents from
this study can be considered as frequent clothing shoppers. Additionally, the results
also show that, on average: 45.9% of the respondents spend less than £30 per month on
clothing; while 25.0% spend between £30 and £50; 15.9% spend between £50 and £80;
9.1% spend between £80 and £100; and 4.1% spend more than £100.

When the respondents were asked to choose a high street fashion retailer that they most
often shop at, the majority of the respondents chose Primark as the most frequently used
retailer with 69.4%, followed by New Look (64%), H&M (56.3%), Next (49.5%),
Dorothy Perkins (41%), Zara (36%), River Island (35.6%), Peacocks (33.8%), Matalan
(31.5%), Topshop (30.6%), TK Maxx (24.8%), Miss Selfridge (19.8%), Monsoon
(19.4%), M&S (19.4%), Bhs (14.9%), Topman (10.8%) and Burton (9%). In terms of
the respondents’ main retailer, 18% of the respondents chose Primark as their main
retailer, followed by New Look (16%), H&M (12.5%), Peacocks (11%), Next (7.5%)
while 35% have chosen other high street retailer (i.e. M&S, Topshop, Zara) as their
main retailer (see Table 7.4 and Figure 7.2).
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Table 7.4: Resppndgnts General Clothing Consumption

Demographic Variables :
Purchase Frequency from | Once a week 18 8.1
High Street Fashion Once in every two weeks 38 17.1
Retaries Once a month 108 48.6
Once in every two or three months 21 9.5
Twice a year 7 B2
Other (i.e. once a year, festival season) 30 185
Monthly Spent Less than £30 101 459
£30 and £50 55 25.0
£50 and £80 35 15.9
£80 and £100 20 9.1
More than £100 9 4.1
Most Often Shop High Primark 154 69.5
Street Fashion Retailer New Look 142 64
H&M 125 56.3
Next 110 49.5
Dorothy Perkins 91 41
Zara 80 36
River Island 79 35.6
Peacocks ) 33.8
Matalan 70 31.5
Topshop 68 30.6
TK Maxx 53 24.8
Miss Selfridge = 19.8
Monsoon 43 19.4
M&S 43 194
Bhs 39 14.9
Topman 24 10.8
Burton 20 o)
Main Retailer Primark 40 18
New Look 36 16
Hé&M 28 12:5
Peacocks 24 11
Next 17 Ha3)
Other (i.e. M&S, Topshop, Zara) 77 35

Source: This Study

19%



Figure 7.2: Pictorial Respondents General Clothing Consumption
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7.5 Descriptive Analysis of Responses

The previous sections (i.e. Section 7.3 and 7.4) have reported on the demographic
characteristics of the survey respondents and their general clothing consumption
patterns with regards to high street fashion retailers. This section will report on the
frequency for all items related to all constructs in the conceptual model. As described in
Chapter Five (Figure 5.1), the proposed model consists of the following constructs:
uniqueness, conformity, self congruity, modesty, susceptibility to interpersonal

influence, status consumption, religiosity, acculturation and ethnic identity.

All constructs were measured by asking respondents questions in the form of a seven
point Likert scale ranging from ‘1’ (strongly disagree) to ‘7’ (strongly agree). It is
noted that items which were negatively stated were reverse coded. These items are
COM35, SOS4, REL4 and REL6. Detailed descriptions of the items, percentage data for
each scale, means, standard deviations, skewness and kurtosis are reported in table form
(see Tables 7.5 to 7.13). The following descriptive discussions are based on the mean

scores of each of the construct and item.
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In this study, skewness and kurtosis were utilised to test the normality of the variables
(Kline, 1998). Skewness measures the symmetry of a distribution, in most instances the
comparison is made against a normal distribution. A positively skewed distribution has
relatively few large values and tails off to the right while a negatively skewed
distribution has relatively few small values and tails off to the left. Kurtosis refers to
the proportions of scores in the middle of distribution or in its tails relative to those in a
normal curve. Positive kurtosis means that there are too many cases in the tails and too

few in the middle while negative kurtosis implies the opposite pattern (Kline, 1998).

In normal distribution, the value of skewness and kurtosis are zero. Skewness values
which fall outside the range of -1 to +1 indicate a substantially skewed distribution
(Hair et al., 2006). Kline (1998) suggested absolute values of the skew index greater
than 3.0 are described as ‘extremely’ skewed whereas absolute values of kurtosis from
8.0 to over 20 indicate ‘extreme’ kurtosis. As such, in this study the guidelines to detect
non normality distributions are that skewed should exceed 3.0 and kurtosis should
exceed 8.0 (Kline, 1998).

7.5.1 Uniqueness

The uniqueness scale was measured with four items on a seven point Likert scale
ranging from ‘1’ (strongly disagree) to ‘7’ (strongly agree). A descriptive analysis for
uniqueness is presented in Table 7.5. The results show that they slightly disagreed that
that they chose clothing that was very unusual (UNI1: mean = 3.29, SD = 1.73) and
would like to show their own personality by selecting unique clothes that other people
hardly wear (UNI4: mean = 3.81, SD = 1.85). The respondents showed a neutral
standpoint on choosing clothing that makes them feel distinctive (UNI2: mean = 4.10,
SD = 1.69) and they disagreed that they wear very different clothing even though they
attract attention from others (UNI3: mean = 2.95, SD = 1.63).

As mentioned earlier, guidelines to detect non normality distribution are that skewed
should exceed 3.0 or kurtosis should exceed 8.0 (Kline, 1998). In general, based on
Table 7.5, skewness and kurtosis values for uniqueness items are found to be in line

with the rules mentioned, indicating a normal distribution.
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Coxi_'sﬁi_xg ;

and Items |

t, | UNI :

% UNI2 | 64 | 145|168 |18.6 | 191 (173 |73 | 410 | 1.69 -0.085 -0.963
UNI3 | 205|274 |18.7 (169 | 55 | 82 | 27| 295 | 1.63 0.711 -0.314
UNI4 | 119|210 | 87 | 201178 | 119 |87 | 381 | 1.85 0.066 -1.109

*UNI=Uniqueness
Source: This Study

7.5.2 Conformity

The conformity scale was measured with five items on a seven point Likert scale
ranging from ‘1’ (strongly disagree) to ‘7’ (strongly agree). A descriptive analysis for
conformity is presented in Table 7.6. These results show that they disagreed that they
tried to dress like others in their group so that people will know they were friends
(COMI1: mean = 2.411, SD = 1.44), did not feel more a part of the group if they were
dressed like their friends (COM3: mean = 2.84, SD = 1.75) and disagreed that they wear
clothes that everyone else is wearing even though they may not look good on them
(COM4: mean = 191, SD = 1.15). The results show that the respondent slightly
disagreed on the issue of checking with other friends about what they are wearing to a
gathering before they decide what to wear (COM2: mean = 3.19, SD = 1.90) and were
not comfortable when their clothes are different from all others at a party (COMS: mean
=3.75, SD = 1.85).

In this study, guidelines to detect non normality distribution are that skewed should
exceed 3.0 or kurtosis should exceed 8.0 (Kline, 1998). In general, based on Table 7.6,
skewness and kurtosis values for conformity items are considered to be in line with the

rules mentioned, indicating a normal distribution.
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Table 7.6: Descrlptlve AnaIyS|s for Conformlty

Xt RAIE

Construct | °éponse Scale

andltems [ 1 [ 2 [ 3 [ -,

_g’- COM1 | 33.8 | 28.3 16.0 1L 4 0.968 0.251

E COM2 | 253 | 21.7 | 12.0 | 9.2 0.391 -1.168

‘E COM3 | 289 ( 25.7 | 11.0 | 12.8 0.662 -0.707

8 COM4 | 452 |35.0| 9.7 | 6.0 1.689 3.161
COMS5 | 115207 | 14.3 | 189 0.213 -1.040

Source: This Study
7.5.3 Self Congruity

The self congruity scale was measured with five items on a seven point Likert scale
ranging from ‘1’ (strongly disagree) to ‘7’ (strongly agree). A descriptive analysis for
self congruity is presented in Table 7.7. These results show that the respondents were
slightly disagreed with the view that people who shop at their main retailer were more
like them than those who shop at other retailers (SIC1: mean = 3.96, SD = 1.65) and
they slightly disagreed with the view that the image of the typical shopper at their main
retailer was highly consistent with how they saw themselves (SIC2: mean = 3.6, SD =
1.59). Based on the mean scores for other items, the respondents slightly disagreed with
the view that that they can identify with those people who prefer to shop at their main
retailer over those who shop at other retailers (SIC3: mean = 3.77, SD = 1.64) and they
slightly disagreed with the view that people similar to them shop at their main retailer
most of the time (SIC4: mean = 3.95, SD = 1.61). Finally, the respondents were slight
disagreed that the image of the typical shopper at their main retailer reflected the type of
person they were (SICS: mean = 3.49, SD = 1.63).

As mentioned earlier, the guidelines to detect non normality distribution are that skewed
should exceed 3.0 or kurtosis should exceed 8.0 (Kline, 1998). In general, based on
Table 7.7, skewness and kurtosis values for self congruity items are in line with these

guidelines, indicating a normal distribution.
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Table 7.7: Descriptive Analysis for Self Congruity

Construct |  ResponseScale(%) | .. | st

andltems | 1 | 2 | 3 { 4 | 5 | 6 | L

¢ | SIC1 | 81 |147 137|256 |185|13.7 |57 | 3.9 -0.798

@ | SIC2 |101]178[202 (23114911129 36 | 159 0.144 -0.781
SIC3 | 10.0 | 16.1 | 15.6 | 23.7 | 19.0 | 114 {43 | 3.77 | 1.64 -0.002 -0.835
SIC4 | 7.2 | 159139 (236|207 | 149 |38 | 395 | 1.61 -0.125 -0.860
SIC5 | 12.819.4 | 17.1 | 23.2 (147 [ 100 |28 | 349 | 1.63 0.168 -0.846

*SIC = Self Congruity
Source: This Study

7.5.4 Modesty

The modesty scale was measured with six items on a seven point Likert scale ranging
from ‘1’ (strongly disagree) to ‘7’ (strongly agree). A descriptive analysis for modesty
is presented in Table 7.8. The results show that the respondents felt embarrassed when
they see someone in clothes that are too tight (MODI1: mean = 5.00, SD = 1.71) or in
too low cut a dress (MOD2: mean = 5.31, SD = 1.61); however, they neither agreed nor
disagreed with regard to hesitating to associate with those whose clothes seem to reveal
too much of their body (MOD3: mean = 4.70, SD = 1.86) and choosing clothing with
small print even though a larger design looks equally good on them (MOD6: mean =
4.027, SD = 1.56). The results also show the respondents felt that unlined sheer dresses,
blouses, or shirts reveal too much of the body (MOD4: mean = 5.38, SD = 1.57) and
they chose clothing that was conservative in style (MODS: mean = 5.15, SD = 1.48).

As mentioned earlier, the guidelines to detect non normality distribution are that skewed
should exceed 3.0 or that kurtosis should exceed 8.0 (Kline, 1998). In general, based on
Table 7.8, skewness and kurtosis values for modesty items are in line with these

guidelines, indicating a normal distribution.
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Table 7.8: Descrlptlve AnaIyS|s for Modesty

Construct and ;‘ffResponse Scale (%) DL Std’ S
Itemsﬂ ek ‘lf:' .57'"2;- =1 3 4 R -‘..651: i |5 s 7 e Dev‘ ST T P S
%\ MOD1 (45| 86 | 54 |13.1|19.8 293|194 | 5.00 | 1.71 -0.804 -0.263
g MOD2 (41| 64 | 41 | 9.1 | 183|320 | 26.0| 531 1.66 -1.095 0.401
§ MOD3 (64| 95 [11.8| 145|145 | 236 |195| 4.70 | 1.86 -0.457 -0.931
MOD4 (28| 28 [ 78 (129|184 |244 (309 | 538 | 1.57 -0.895 0.148
MOD5 (28| 28 ( 69 |[19.7 193|298 | 188 515 | 1.48 -0.751 0.164
MODé6 |72|109]104|407 (122|113 7.2 | 4.03 | 1.56 -0.038 -0.323

Source: This Study
7.5.5 Susceptibility to Interpersonal Influence

Susceptibility to interpersonal influence consists of two factors: informational influence
and normative influence. Informational influence scale was measured with four items
on a seven point Likert scale ranging from ‘1’ (strongly disagree) to ‘7’ (strongly
agree). A descriptive analysis for informational influence is presented in Table 7.9.
These results show that the respondents slightly disagreed that they frequently gather
information from friends or family about a product before they buy (IIF1: mean = 3.92,
SD = 1.84) and they often observed what others are buying and using to make sure they
buy the right product or brand (IIF2: mean = 3.76, SD = 1.75). The respondents took a
neutral standpoint on the issue that they often asked their friends about a product if they
have little experience with the product (IIF3: mean = 4.76, SD = 1.69) and consulted
other people to help choose the best alternative available from a product class (IIF4:

mean = 4.41, SD = 1.70).

The normative influence scale was measured with eight items on a seven point Likert
scale ranging from ‘1’ (strongly disagree) to ‘7’ (strongly agree). A descriptive analysis
for normative influence is presented in Table 7.9. These results show that the
respondents disagreed that they often tried to buy the same brands that someone else
buys if they want to be like them (NIF1: mean = 2.62, SD = 1.63) and they disagreed
that it was important that others like the products and brands they buy (NIF2: mean =
2.8, SD = 1.73). The results also show that they disagreed that they rarely purchase the
latest fashion styles until they are sure their friends approve of them (NIF3: mean =
2.27, SD = 1.39) and they did not often identify with other people by purchasing the
same products and brands they purchase. (NIF4: mean = 2.53, SD = 1.49). Moreover,
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the respondents disagreed that they generally purchase those brands that they think
others will approve of when buying products (NIFS5: mean = 2.61, SD = 1.58) and they
slightly disagreed that they like to know what brands and products make good
impressions on others (NIF6: mean = 3.02, SD = 1.78). The results also show that the
respondents disagreed that if other people can see them using a product then they often
purchase the brand they expect them to buy (NIF7: mean = 2.58, SD = 1.56). They also
disagreed that they achieved a sense of belonging by purchasing the same products and
brands that others purchase (NIF8: mean = 2.56, SD = 1.58).

In this study, guidelines to detect non normality distribution are that skewed should
exceed 3.0 or kurtosis should exceed 8.0 (Kline, 1998). In general, based on Table 7.9,
skewness and kurtosis values for normative influence items are found to be in line with

the rules mentioned, indicating a normal distribution.

Table 7.9: Descrlptlve Analy5|s for Susceptlblllty to Interpersonal Influence

Construct;; Response Scale (o/'al:-',." LN Mean | Std Skewnesg :5'-."".'.:3."-',-‘
andItems | 1 | 2 | 3 [ 4 | 5 | 6 | 7 | = |Dew Sl SRR
k IIF1 | 132|175 | 85 |13.2|25.0(179| 4.7 3.92 1.84 -0 210 -1.228
= ITF2 | 415525 $14° 3R ST O ST S5 BN 2838 Sl 5178 | § 159 3.76 1% -0.216 -1.165
ITF3 6.2 | 91 | 43 (148 | 263|273 | 120 | 4.76 1.69 -0.767 -0.251
IIF4 | 81 |10.0| 6.7 | 215220244 | 7.2 441 1.70 -0.532 -0.626
Eh NIF1 | 340231 (137 (142 75 | 6.6 | 09 2,62 1.63 0.768 -0.467
Z INIE2S R 5578 83 208 SISO INI010 N Bl VA5 BN GEZN SIS 2.8 1.73 0.842 -0.389
NIF3 | 35.6 | 32.7 | 139 | 9.6 58 I (55 ) 2.27 L2k 1.301 1.486
NIF4 | 322 | 270|133 (142 (104 | 1.9 | 09 2.53 1.49 0.753 -0.372
NIF5 | 314|262 (143|133 | 81 | 5.7 | 1.0 2.61 1.58 0.793 -0.356
NIF6 | 28.0 1199 (13.7 (10.0 (185 | 85 | 14 3.02 1.78 0.384 -1.18
NIF7 | 316|273 | 134 | 139} 81 48 | 1.0 2:58 1.56 0.812 -0.290
NIF8 | 33.0 | 268 | 134 | 120 | 86 | 53 | 1.0 2.56 1.58 0.848 -0.284

*IIF = Informational Influence, **NIF = Normative Influence

Source: This Study

7.5.6 Status Consumption

The status consumption scale was measured with five items on a seven point Likert
scale ranging from ‘1’ (strongly disagree) to ‘7’ (strongly agree). A descriptive analysis
for status consumption is presented in Table 7.10. The results show that the

respondents disagreed that they would buy clothing just because it had social status
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(SOS1: mean = 2.88, SD = 1.68) or that they paid more for particular clothing if it had
social status (SOS3: mean = 2.89, SD = 1.72). For the other items, they slightly
disagreed with the views that they were interested in new clothing with social status
(SOS2: mean = 3.11, SD = 1.78) and wearing prestigious clothing was important to
them (SOSS: mean = 3.27, SD = 1.77). Finally, the results show that they slightly
disagreed that social status of clothing was relevant to them (SOS4: mean = 3.11, SD =
1.87).

As mentioned earlier, the guidelines to detect non normality distribution in this study
are that skewed should exceed 3.0 or kurtosis should exceed 8.0 (Kline, 1998). In
general, based on Table 7.10, skewness and kurtosis values for status consumption

items are in line with the guidelines, indicating a normal distribution.

Table 7.10: Descrlptlve Analysis for Status Consu<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>