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Abstract

A consumer's decision can be characterised as their personal approach to making a choice.
The choice they make when considering to purchase a product is based on the visual
elements of that said product. Colour plays an important role in visual merchandising as it
influences consumer behaviour and their purchase decision. The fashion industry has a
large contribution to the creative industries, its value to urban development and promotion
has become increasingly recognised. The industry has grown to include Africa and Asia,
where countries such as South Africa are no longer subjected to fashion trends but are now
aiming to global industry leaders.

The study aims to determine whether a correlation in the purchasing intent of women buying
luxury garments based on colour trends exist. This study will make use of correlational
research. The sample size of 40 will be considered for participate in the study. The
researcher will explore existing literature that test theories similar to the study being
conducted and then they will apply the theories to the more specific topic of the
investigation. They will link the information generated from the initial research to the
research proposal keeping in mind a specific conclusion Through the use of descriptive
states, the researcher will be able to assess the data according to the measures of
frequency, central tendency and dispersion. The findings highlighted the importance of
colour in purchasing garments. It will also give the researcher an understanding of the
meaning of colour to the different consumers according to their age. The study may be able
to provide future researchers with a foundation to further investigate if colour and colour
palettes can be used to segment markets.
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1. Introduction

1.1 Contextualisation

A consumer's decision can be characterised as their personal approach to making a choice.
The choice they make when considering to purchase a product is based on the visual
elements of that said product. Colour plays an important role in visual merchandising as it
influences consumer behaviour and their purchase decision (Yu et al., 2017). The presence
and use of colour are universal, however predicting colour preference and how colour and
colour combinations shape context and stimulate certain emotions can be a daunting task
for brand managers (Sullivan, Kazlauciunas and Guthrie, 2017). The fashion industry has a
large contribution to the creative industries, its value to urban development and promotion
has become increasingly recognised (Adinolfi, Tichaawa and Banda, 2018). The garment
industry provides the South African economy with opportunities to up-skill, create jobs and
boost the countries manufacturing sector, especially after the effects of the Covid-19
pandemic (Stadio School of Fashion, 2021). The industry has grown to include Africa and
Asia, where countries such as South Africa are no longer subjected to fashion trends but are
now aiming to global industry leaders. Fashion forms a significant tool in marketing as it can
shape the identity of a brand (Adinolfi, Tichaawa and Banda, 2018).

The research problem has thus been identified as the limitation of literature, available to
relevant creative industry professionals, where the focus is on the factors involving colour
preference and purchasing decision in the creation of garments in South Africa.

For this study, colour preference and purchasing decisions of consumers will be compared to
determine the extent that colour influences consumer behaviour. In this research paper, the
researcher will the backdrop of the luxury garment industry to conceptualise the research
problem. Luxury is difficult to define, however past researchers have defined it as the
category of prestigious brands (Jain, Khan and Mishra, 2017). Luxury products are about
experience and symbolism to consumers whereas non-luxury products are merely functional
(Jain, Khan and Mishra, 2017). Luxury products are said to satisfy the socio-psychological
needs of consumers(Jain, Khan and Mishra, 2017). In essence, luxury garment
manufacturers need to be aware of the impact colour has on industry trends and the overall
shaping of societal behaviour.



1.2 Rationale

The study aims to determine whether a correlation in the purchasing intent of women buying
luxury garments based on colour trends exist. The researcher will focus on women aged
twenty-one to sixty who live in South Africa. The reason for the broad age gap is so that
researcher fully understands the impact colour has on the purchase decision of women at
the different stages of their lives. The researcher intention to pursue this topic is to identify
and provide recommendations to luxury garments designers on how to best use colour
palettes to attract and retain customers. Brand managers must understand that colour is not
monotonous its colour associations change depending on what is happening in society at a
certain time. Hopefully, these insights will bring to light the important role colour plays in
branding and product creation.

1.3 Problem Statement

In recent years there has been an increase in the number of fashion hubs in Africa that not
only have the necessary infrastructure but also networks to develop, produce and distribute
luxury garments (Oberhofer,2012). From the nineteen twenties Africa was used as
inspiration for aesthetics of garment creation, this is due to its richness in use of colour and
textures. In industries such as the garment-making industries, creators make use of colour
forecasting services to entice, strengthen consumer consensus and predetermine
consumers' buying behaviour (Cassidy, 2013). People now use colour to adorn themselves
accordingly to express themselves according to their social construct (KODZOMAN 2019).
Ridgeway (2014) states that humans have an emotional connection to colour, they use
colour to associate certain emotions with a product or brand. It is important to note that from
an early age human beings learn about the colour association as well as develop colour bias
(King,2017). The outcome of this study may support the use of colour in shaping the
interpretation of how garments are utilised by the consumer (Arch, Woodside and Eunju,
2013). Brands need to understand the correlation that exists between colour and the
connection human beings have with them, by understanding these connections it can
increase the brand's effectiveness (Gillett; 2014). According to Gillett(2014), the consumer
primary reason for purchasing a product is based on the colour of that product. It can then
be said that it is important that brand managers need to stay receptive and aware of colour
trends change in popular culture and other societal groupings, influencing the consumer's
colour associations. Brand managers need to consider colour when creating or designing a
brand or product as colour plays a role in the emotional identification the consumer will have
with said brand or product.



1.4 Purpose Statement

The purpose of this study is to evaluate the purchase intention of luxury garments and
consumer colour preferences. This will allow for factorial evidence to be gained into the
consumer buying behaviour of luxury garments by South African women.

1.5 Research Question

Does colour preference play a role in the purchase intention within the luxury garment
industry in South Africa?

Sub Question:
To what extent does colour preferences affect the buying behaviour of luxury garments?



2. Literature Review

2.1 Conceptualisation of Key Concepts

Colour Preference: Dictionaries such as the Oxford Dictionary (2021) define colour as to
how light reflects or emits from an object. Looking at Best (2012), they reveal that colour has
a larger impactor value than just reflecting light. They explain that colour is a primary sense
that allows sentient beings to perform basic instinctual tasks such as distinguishing between
poisonous foods, adding richness to how we process complex visual information and it
affects moods, performance and how we make sense of the world we live in. Consumers
make an instantaneous subconscious judgement based on the colour of the product (Hanafy
and Sanad, 2015). They further explain that it is important that designers understand the
consumers' colour preferences to have an effective design. The topic of colour is complex
on a sociological, scientific and psychological level. The psychology of colour has been
studied by numerous research for a long time. From previous research conducted in the
1800s, it was has been established that colour preference is based on gender, age, culture,
personality and mood of the consumer (Hanafy and Sanad, 2015). For this study, the focus
will be on exploring the above-mentioned factors in so far as they relate to the purchase
intention of luxury garments.

Luxury Garments: In recent years the scenes of fashion in Africa have developed in gaining
global recognition ranging from haute couture to streetwear, so much so that the notion that
fashion belongs to the West has changed and is still evolving (Oberhofer,2012). In this study,
we will be looking at how fashion is changing in light of the African garment industry. Law, et
al. (2004) says that the fashion change process consists of five stages namely, change in
clothing style, appearance style, diffusion, acceptance and decline. The authors continue to
explain that frameworks like the one mentioned above aim to understand the reason behind
cyclic fashion trends. The same group of authors highlight that there are two ways fashion
becomes popular either by the upper class being fashion leaders in certain segments or
popular culture reflecting the garment trends worn on the street. Jorgensen (2014), argues
that garments are more than a shelter that protects humans from the elements in nature but
a tool that has symbolic power, shaping identities. Garments on a psychological level help
consumers develop their self-image and appearance. Law, et al. (2004) speak on the chaos
perspective; it is a model that makes use of five elements that are: butterfly effect,
bifurcation, feedback system, strange attractor and self-organisation. Using the chaos
perspective can allow the researcher to better understand the relationship between the
effect colour has on the changes and consumption of garments.

Purchase Intention:Hien et. al; (2020) refers to purchase intention as the consumer's ability
to plan and willingly purchase an offering. It stems from the theory of planned behaviour
10



(Jain et. Al 2017). Hariani et. Al (2020) describe how customer awareness, which is the
attitude consumer has towards the offering leads to the desire for a consumer to purchase
that offering. The authors emphasise that intention and the decision to purchase does not
mean that the consumer will make the actual purchase. Purchase intention just reflects the
probability of turning desire into a buying behaviour Hien et. Al, (2020). In this study, the
researcher will undertake to understand how purchase intention plays a role in
understanding the consumption of luxury garments based on colour.

2.2 Theoretical Foundation

The theory of planned behaviour has been scrutinised in over four thousand papers and it is
one of the most used theories for studies of social and behavioural sciences (Ajzen, et al.,
2020). The plan is founded on three considerations namely; belief, subjective norms and
perceived behavioural control (Ajzen, et al., 2020). These three elements work
simultaneously to influence a persons thought process when intending to perform a certain
action(Ajzen, et al., 2020). For this study, the researcher will focus on only two aspects of
the theory. This is since attitude and subjective norms look at the formation of behavioural
intention and to what extent that consumers believe that they are capable to carry out certain
behavioural tasks.

Attitude: Ajzen, et al.(2020) describe attitude as the beliefs that are the consequence of
certain behaviour. Attitude looks at how the consumer psychologically and emotional
evaluate when they engage in certain behaviours(Wang, 2014). This leads to the importance
of attitude when analysing variables such as colour preference. The researcher aims to
understand the effect colour has on people's attitudes and how it will influence their actions
towards behaviour such as making a purchasing decision. Jain et. Al (2017) clarifies this
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statement by highlighting how attitudes towards behaviour can be defined by an individual's
salient beliefs. Moreover, by using the theory of planned behaviour a researcher can use an
individual attitude to predict whether they will purchase a garment based on colour (Gird and
Bagraim, 2008).

Subjective norms can be seen as normative expectations of others, they are a result of
perceived social behaviour (Ajzen, et al., 2020). In essence, the subjective norm can be
defined as the influence of others in performing a certain behaviour (Jain et. Al 2017).
Others refer to those who hold a level of significance in an individual life such as family
members, peers, colleagues etc (Jain et. Al 2017). Social pressures from social groups stem
from what they believe is important to them in life and they in turn become reference guides
to the consumer's behaviour and influences their beliefs (Gird and Bagraim, 2008).
Analysing consumers' subjective norms allows the brand manager to understand the extent
to which external factors affect the consumer's decision (Gird and Bagraim, 2008).
Subjective norms are very important when predicting consumers' intentions (Ajzen, et al.,
2020). The degree of conformity increases when behavioural tasks are ambiguous and more
difficult to accomplish (La Barbera and Ajzen, 2020). Consumers with low levels of efficacy
are more likely to accept the pressures and influence of other human beings(La Barbera and
Ajzen, 2020). Subjective norms may provide the researcher with insight into the extent that
social groups influence the colour preferences of women(La Barbera and Ajzen, 2020).

2.3 Review of Previous Literature

Thesis Statement

Colour preference is important in any brand beyond the luxury garment industry it allows for
consumers to create meaningful associations with brands and their designs. Understanding
colour preference creates a strategic competitive advantage which can lead to long term
sustainable brand growth.

Colour Preference
Colour has been a significant tool in the making of garments, it has allowed the garment to
become our everyday language (Best, 2012). In the West, colour was only recognised by
garment makers in the 1910s. Back then they largely relied on colours that could be
referenced from colour found in nature (Best, 2012). It was only in the 1920s were colour
was integrated on forecasting of trends and introduced as a component of garment seasonal
themes (Best, 2012). During the times of the ancients, colour was used in the development
of garments, they relied on natural dyes to create different hues of coloured garments
Guthrie et al (2017). They did not wear colour just for the aesthetics of it but for the symbolic
stature, it presented for them (Guthrie et al, 2017). You would wear colour based on the role
you played in society (Guthrie et al, 2017), even in the world we live in today colour is used
12



to express hierarchy, aesthetic taste and identity (KodZoman, 2019). People use the
aesthetics of colour to convey messages and signals(Guthrie et al, 2017) for instance the
colour women wear affect the ratings of how men find them attractive (KodZzoman, 2019).
Just from the associations of different colours, a person's garment can influence how they
display their identity bringing meaning to their lives (Lucas, 2012). Colour associations can
be viewed from a societal perspective, when there is a large change that impacts the entire
society usually the colour of garments will change to express how they feel about the
change (Best, 2012). A recent example was the Black Lives Matter movement where people
across the globe wore black to represent their alignment with the movement (Lombardo,
2021). Colour changes and it evolves as we recognise new ways of constructing new tonal
elements, henceforth colour can interconnect and mutate with time (Best, 2012). It is
important to note that the importance of colour is influenced by consumer preference (Best,
2012).

KodZoman (2019) article concludes that colour psychology in garments is at its basic level a
communication tool that helps consumers express who they are concerning the world
around them. Hurlbert and Ling (2012) explain that to truly understand the behavioural use
of colour by consumers one needs to know the perceptual and physiological properties of
colour. There is a school of thought that states that colour preference is learned through
associations of colour that are appropriate for certain offerings (Kodzoman, 2019). Whereas
Hanssen (2009) illustrates colour preference is concerned with two things namely attitude
and behaviour towards certain offerings, for instance, children are more likely to be attracted
to very bright colours. It is important to note that previous researchers at the time Hurlbert
and Ling (2012) had written this article had not explored all the factors that pertain to the
reasoning behind a colour preference.

Purchase intention of Garments

Previous literature notes that there is a clear connection between colour preference and the
purchasing behaviour of consumers (Lou, Yu, Westland and Mahon, 2019). The extent of the
relationship between colour preference and purchase decision varies in different products
(Lou, Yu, Westland and Mahon, 2019). Colour as mentioned previously is a key factor in
guiding buying decisions of consumers.

Purchasing of luxury garments was once only reserved for the wealthy and affluent in
society, however, in recent years people now save money until they can afford luxury
garments (Amatulli and Guido, 2011). The younger generations are more brand conscious
and are willing to consumer luxury garments for their quality and taste (Amatulli and Guido,
2011). They see it as an investment, for the luxury is right and not a privilege like the old
generation had thought (Amatulli and Guido, 2011). The younger generation prefers brands
that align with their personality, values and most importantly lifestyle (Rodrigues and
Rodrigues, 2019). Modern researchers have noted that consumers elevate themselves and
build their self-esteem without feelings of shame or guilt (Rodrigues and Rodrigues, 2019).
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The younger generation has high self-esteem but they make purchasing decisions based on
peer pressures as a result they are not brand loyal (Amatulli and Guido, 2011). They are
highly influenced by social issues and use luxury garments to signal their social influence
(Rodrigues and Rodrigues, 2019). The young generations believe through the consumption
of luxury garments they can build their self-identity and display high public self-
consciousness (Amatulli and Guido, 2011). Public self-consciousness refers to how an
individual is generally aware of themselves as social being (Falewicz and Bak, 2016). Young
generations have strong and passionate feelings towards luxury brands and they can match
their willingness to purchase those brands (Rodrigues and Rodrigues, 2019).

Luxury Garments

The fashion change process speaks on how consumers consume garments (Law, et
al.,2004). According to Law, et al. (2004) the changes in clothing styles and appearance
styles evoke diffusion, acceptance and decline. Stephen (2017) attributes changes in luxury
garments and appearance styles are based on an individual's self-image. This is likened to
the 'trickle-down' framework, where people who can afford to purchase luxury garments do
not rely on mass media for influence on their decision to purchase garments (Law, et
al.,2004). Magwaza (2015) highlights that garments enhance an individual's images through
the symbolism and the psychological satisfaction it gives through reinforcing their image.
She also says that clothing mediates an individual's nakedness and the social world.

Closets are the 'do it yourself undertaking in creating an identity (Jorgensen, 2014). To
understand the creation of identity one needs to understand the concept of self. According to
Stephen (2012), self-concept talks about a psychoanalytic model that sees idealism as the
core mechanism that seeks to regulate and intrinsically motivate one's self. The model aims
to study a human as a complex and interactive system and understand the societal context
that person lives in (Abubakar et. Al., 2017). One could relate this model to the subjective
norm notion that Azjen (2021) speaks on in the theory of planned behaviour. It should be
noted that when an offering appeals to an individual's longing and gives to the illusion of
adding to their identity then they are inclined to believe that by purchasing the offering they
will be satisfied with that innate need (Zepf, 2010). The self-concept model links into the
concept of social identity, which studies how people who belong to significant social groups
build their self-esteem and self-image (Stephen, 2012).

Africans during the colonial wars lost their sense of identity (Jorgensen, 2014). For them,
intricate garment designs that the audience see from designers coming out of Africa is their
mode of expressing the identity they had once lost(Oberhofer,2012).
Pre 1994, black South Africans used art forms to communicate their identity and get
messages across about their oppression (Oberhofer,2012). They used garments as their
voice to their anti-apartheid messages (Oberhofer,2012). Brands such as Stoned Cherrie
took inspiration from garment trends from the 1950s that spoke on racial discrimination
14



(Oberhofer,2012). In Niger, their garment making involved the reinventions that conflict with
the country's religious norms, using it as an escape from the hardships they face in their
normal lives (Jorgensen, 2014). According to Jorgensen (2014) luxury garments the
Congolese wear is about the deconstruction of colonial identity and reforming the African
identity. The symbolism of garments make their acquisition and usage relevant (Magwaza,
2015). The consumption of garments reflects consumers' identity and connects to their
psychological, symbolic and cultural identification (Stephen, 2012.

Conclusion

In summary, the purchase intent of luxury garments is reliant on social influence, consumers
decisions are impacted by the perception of their peers. Luxury garment brands need to
understand the colour preference of their targeted consumer so to attract them through the
consumers association with different colours. Colour preference plays a vital role in
consumers making a purchase decision. Especially in the African context where colour is
used to express their lost heritage or current social battles they face. The African luxury
garment industry as a whole is growing exponentially and the global luxury garment now
looks at African designers as competitors and not just as subjects for inspiration.
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3. Research Methodology

3.1 Research Design

For the purpose of this research, the researcher took an exploratory approach with aligns
with the quantitative nature of the research design.

3.2 Research Paradigm

The research study conformed to a positivism paradigm. The positivist paradigm believes
that the natural world and the social world are similar therefore the same methods can be
used to study them both (Elshafie, 2013). Alharahsheh et. Al (2020, highlight that positivism
relates to the importance of what is generally given, with a focus on pure data as well as
facts with the interpretation of human bias. This research aims to measure the extent to
which colour can be used as a tool for social identification that can be used to influence
women when purchasing luxury garments. The positivist research approach is best suited to
navigate the proposed problem. Lastly, the positivist approach generates explanatory
associations that lead to the prediction and control of the phenomena that is explored (Artino
Jr. et. al. 2020).

Elsafie, (2013) defines ontology as the assumptions concerned with what can be known
regarding the view of reality we are researching. According to Artino Jr. et. al. (2020), the
positivist paradigm is based on the assumption that reality can be identified, studied and
measured. Elsafie, (2013) mentions that there are realities that exist beyond one's mind that
can be studied by researchers. Therefore, the ontology of positivism is real, independent
and considers external factors. In this study, the relationship between colour as a tool for
social identification and the purchase intent of luxury garments is a social phenomenon. With
the assistance of the positivistic approach, the researcher will be able to identify relevant
and measurable variables that impact the extent of the above-mentioned relationship.

Falcon and Mackay (1999) explain that epistemology seeks to explain and predict the
happenings of the social world through searching for the causal relationship between the
variables. Elsafie, (2013) is of the view that the researcher becomes the observer and treats
the social world as if it were the natural world where variables are concisely and carefully
measured. By hypothesising the relationship between colour as a tool for social identification
and the purchase intent of luxury garments, the data can be seen as objective. Also, the
quantifiable methods that are then used are usually self-correcting systems which are
necessary when trying to conduct methodologically sound research (Awad and Cockley,
2013).
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Correlation research falls under the four main types of quantitative research designs
(WSSU, 2021). It attempts to understand the extent of the relationship between two or more
variables through the use of statistical data (WSSU, 2021). Correlation research is useful for
novice researchers as it makes use of simple and common data collection methods: surveys
and questionnaires (McCombes, 2021). This type of research recognises then trends and
patterns of the data acquired however, it does not provide the depth in the analysis of the
data (WSSU, 2021). Variables in this type of research cannot be manipulated and are
studied in a natural setting (McCombes, 2021).

3.3 Research Approach

This study made use of correlational research. This type of research is appropriate for the
context of the study. Correlational research aims to establish if there is an association or
relationship between two or more variables exist (du Plooy-Cilliers, Davis and Bezuidenhout,
2014). This study seeks to look into the relationship between colour preference and
purchase intention, a correlational approach is, therefore, best suited for the study.

The research will make use of cross-sectional studies by collecting relevant information at a
given point in time (Kesmodel, 2018). This kind of study has no time dimension involved and
refers to the time at which the data is collected (Kesmodel, 2018). The researcher plans on
inviting potential respondents to fill out a questionnaire. They will thereafter collect the
questionnaire immediately after they have filled them out. The research is not an ongoing
study and therefore undergo analysis once after the completion of the questionnaires. This
study fulfils the stated characteristics of a cross-sectional study.

Deductive reasoning begins with a generalised statement and looks to find several
possibilities to reach a specific conclusion (Bradford, 2021). The researcher will explore
existing literature that test theories similar to the study being conducted and then they will
apply the theories to the more specific topic of the investigation. They will link the
information generated from the initial research to the research proposal keeping in mind a
specific conclusion.

Quantitative research methods explain a phenomenon by collecting data in numerical form
and using mathematical methods such as statistics to analyse the data (DJS Research,
2021). It uses mathematics to support or refute knowledge claims (DJS Research, 2021).
The purpose of quantitative research is to identify the relationship between variables (du
Plooy-Cilliers, Davis and Bezuidenhout, 2014). The aim of this study which to determine the
relationship between colour preference and purchase intention. The researcher chose this
form of research because it takes a look at predictable human behaviour (DJS Research,
2021). . Quantitative research assists researchers in conducting culturally competent
research due to its responsiveness to the needs of a population (Awad and Cockley, 2013).
Seemingly that this study follows a positivist paradigm that relies on objective and
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observable data to understand a social phenomenon, therefore quantitive research methods
are suitable for the study.

4. Research Plan

4.1 Population

Cases study the patterns or causal mechanisms among a set of entities that are deemed to
be an instance of a phenomenon being studied (Kent, 2015). Cases are located
geographically and are bound by time (Kent, 2015). Cases assist researchers by outlining
certain characteristics that distinguish members and non-members of the population that is
being studied (Kent, 2015). In this study, the population is identified as any female between
the ages of 21 to 60. The researcher included 21 years old since the younger generation are
aware of luxury brands and they do consume luxury garments at the expense of their
parents or guardians. Information that is related to this population will be constituted as
artefacts that depict the relationship between colour preference and purchase intention. The
characteristics of the population were identified through internet-based research found in
academic journals, online editorials and media content platforms.

4.2 Sampling

For this study, it is appropriate to select cases that have experienced the phenomena that
are being studied (Kent, 2015). The researcher will make use of randomised techniques to
sample the population to be free from researcher bias and human judgement (Kent, 2015).
The researcher evaluated the population in herds of its characteristics and chose self-
selection sampling as an appropriate sampling method. The self-selection method allows
individual members of the said population to choose to take part in the study (Kent, 2015). It
reduces the amount of time for the researcher to actively search for cases (Kent, 2015). The
cases who take part in the study are more likely to be committed to the study and can assist
the researcher in providing greater insight into the phenomenology that is being studied
(Kent, 2015). However, this type of sampling method has a degree of self-selection bias
based on the relationship with the researcher and it may not a true representation of the
population. The researcher will curb these limitations by circulating the surveys online and
encouraging respondents to share the surveys and questionnaires on their social platforms.

The characteristics for the sample of this study are respondents need to be above the age of
21 and live in South Africa. The respondents must have the power to purchase and choose
their garments without the influence of parents or guardians, even though they may not
purchase the garments with their funds. Furthermore, respondents need to be consumers of
luxury garments or brand advocates of luxury garments. In this context brand, advocates are
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consumers who cannot purchase luxury garments but are knowledgable and promote luxury
brands (Huhn, 2019). This sample characterises the cases that will provide the researcher
with data that will describe the relationship between colour preference and the purchase
intention of luxury garments in South Africa. The sample size that will be considered for this
study is forty respondents.

4.3 Extent

The study will take place during August 2021, over twenty days. The researcher is based in
Pretoria, South Africa and will focus on the Gauteng region based on financial and time
constraints.

4.4 Data Collection

A systematic and thorough data collection plays a vital role in every study conducted by a
researcher (van Gelder, Bretveld and Roeleveld, 2010). Internet-based technology has
become the preferred method of collecting data (Gordon and McNew, 2008). The use of the
internet for data collection has become more frequent especially when conducting market
research (van Gelder, Bretveld and Roeleveld, 2010). The researcher must make an
informed decision when selecting the appropriate technology for their study (Gordon and
McNew, 2008). The technology available to the researcher is not limited to email surveys or
questionnaires, it includes Web-based surveys and smartphone devices (Gordon and
McNew, 2008). It is appropriate that the researcher makes use of web-based surveys that
are suitable for smartphones and do not require monetary obligation.

Surveys are a simple way to research the relationship between variables (McCombes,
2021). They can be conducted online, by mail, phone or in person (McCombes, 2021). For
this study and due to time and geographical constraints that the researcher will focus on
distributing surveys online. Online surveys have improved the quality of data as researchers
can conduct validation checks that allow the researcher to be made aware when
respondents compute implausible or incomplete answers (van Gelder, Bretveld and
Roeleveld, 2010). Online surveys have a higher response rate than the traditional email or
postal survey (van Gelder, Bretveld and Roeleveld, 2010). It makes it easier for the
researcher to adjust or add new developments immediately to the survey to resolve
unforeseen circumstances (van Gelder, Bretveld and Roeleveld, 2010). The cost is
considerably lower than the traditional surveys, it also allows for the researcher to reach a
larger sample group (van Gelder, Bretveld and Roeleveld, 2010).

For this research, the researcher must include summative ratings in the survey and closed-
ended questions. Summative rating scales are one of the common tools used to measure
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the attitudes of the research sample (Kent, 2015). Ratings are classified through a grade
given by respondents in a survey: excellent, good, fair or poor etc. Closed-ended questions
allow the researcher to quantify the data collected (Emmanuel-Stephen, 2017). Closed-
ended questions allow the researcher to capture people's knowledge and to evaluate their
preferences (Emmanuel-Stephen, 2017). The researcher will include questions that highlight
the respondents' background. The questions will relate to their age, gender, race and
economic background. This will give the researcher the contextual background of the
respondents' answers. The remainder of the questions will relate to colour preference and
purchase intention.

4.5 Data Analysis Methods

Data analysis is the core of any research as it provides the researcher with answers and
presents them with an opportunity to look at things from a new perspective. Descriptive
statistics allows the researcher to organise their data in a way that describes the relationship
between the variables that are being studied (Kaur, Stoltzfus and Yellapu, 2018). It involves
four main types of variables nominal, ordinal, interval and ratio and organises data according
to the measures of frequency, central tendency and dispersion (Kaur, Stoltzfus and Yellapu,
2018). The purpose of descriptive statistics is to organise the data in a way that allows
researchers to assess the sample population in a more manageable way (Maree, 2019)
Descriptive statistics summarise the observations in a simple manner that illustrates the data
according to mean and standard deviation (Gupta et al., 2019).

Once the researcher has collected the data through online surveys, they proceed to
organise the data in a meaningful and manageable manner. It is important to note that the
survey will include questions that highlight the respondents' background to give contextual
background to the answers they provide. Surveys will be distributed online and respondents
will be given a consent form to fill out (Annexure J). The collected data will be organised
nominally. Nominal data is data that lacks order and contains no zero point (Kaur, Stoltzfus
and Yellapu, 2018). It makes it easier for the researcher to organise and visualise the data.
Through the use of descriptive statistics, the researcher will be able to assess the data
according to the measures of frequency, central tendency and dispersion.

The first step is for the researcher to organise the data from both ratings and closed-ended
questions according to the frequency of occurrence of each variable within the sample
population (Gupta et al., 2019). Secondly, the researcher will make use of representative
values of the data using the mean, mode and median. These three values describe the
distribution of the data to make it easier for the researcher to test for correlation (Maree,
2019) The last element of organising the data in computing the measures of dispersion.
Standard deviation measures how to spread out data values concerning the mean. It allows
the researcher to categorise the data into quartiles and percentiles. Statisticians make use
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of histograms and tables to visually illustrate the summarised data values making it easier
for the audience to understand the data (Gupta et al., 2019).

Due to the study's aim of trying to see the correlation between colour and purchase intention
of luxury garments, researchers must undertake the correlation analysis method. The
correlation analysis method statistically evaluates the strength between two variables that
can be measured numerically (Correlation Analysis, 2021). It Relies on the coordinated
system of the described values, meaning simple correlation looks at just two variables
(Ozen, Kocakaya and Ozbeyaz, 2020). This is appropriate for this study. Correlation relies
on two outcomes positive and negative correlation. The stronger the positive correlation
( values greater than nought point five) illustrates how the variable relates to the numerical
value of the other and the same applies to the negative correlation (Correlation Analysis,
2021). The closer the value of the correlation is to nought ( values that are less than nought
point five and greater than minus nought point five) the poorer the correlation is (Correlation
Analysis, 2021). This means that there is no relationship between the two variables (Ozen,
Kocakaya and Ozbeyaz, 2020).

4.6 Trustworthiness

According to Maree (2019), there are four criteria's that a researcher needs to abide by for
their research to be deemed trustworthy. The first thing the researcher needs to do is to
ensure that their study is a credible (Maree, 2019) This is done by assessing the quality of
the questions, adopting relevant research methods, making sure that the theory relates to
the research question (Maree, 2019) To ensure that the content of the questions in the
survey is credible, the researcher will only source questions from previously tested questions
invalid sources of academic journals and research papers. The second criterion is
transferability. Transferability looks at the extent that research can be applied to the
phenomenology of the reader or audience that will come in contact with the study (Maree,
2019) The topic of the study is one that humans on a basic level interact with daily. The
purpose of the study is to evaluate how colour affects us on salient levels and how it can
dictate what we wear, eat or how we associate ourselves with certain brands and products.
The third criterion is dependability (Maree, 2019) The researcher will document any changes
made to the research in such a way that the audience who will interact with the study will
see where the researcher made changes or added new relevant content. This is to ensure
that reader understands how the researcher analysed and interpreted the collected data
(Maree, 2019) The last criterion is confirmability, this describes the extent to which the study
is shaped by the respondents and not influenced by researcher bias. The textbook gives
guidelines as to how to overcome researcher bias. The researcher needs to admit to their
views of the study and to limit involvement in the collection of the data (Maree, 2019) Seeing
this research will only distribute surveys online limits the interactions between respondents
and the researcher.
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5. Data Analysis and Findings

5.1 Introduction

This section of the study will take a look at the findings the researcher discovered about the
relationship between colour preference and the purchase intention of women purchasing
luxury garments. The researcher failed to find literature that explored the above-mentioned
relationship. Instead, most literature focused on other brand elements of purchasing luxury
garments. The researcher solely focused on finding symbolism based on attitude and self-
identification of the purchase intention of the consumers of luxury garments. The data
presented in the tables and graphs below are based on the online questionnaire conducted by
the researcher.

5.2 Methodology Applied

The researcher used Google forms to conduct the online survey. The researcher invited
participants via social media to take part in the online survey. The first forty participants were
considered. The primary participants were between the ages of 21 and 60. As mentioned
previously this age gap allows the researcher to better understand the relevancy of colour
preference when they purchase luxury garments. The researcher included male participants
just to compare with the female respondents. The gender was unanimously female with ten
per cent male respondents and ninety per cent female respondents. The respondents
answered all the questions in the questionnaire. The questionnaire contained fifteen closed-
ended questions. The data gathered was evaluated using Googled Forms tabulated data sets.
The researcher also made use of excel to understand determine the correlation. The
researcher used convenience sampling due to the limited time and geographical constraints.
Annexure A is the questionnaire the respondents responded to.
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5.3 Data Analysis

Demographics

The first section of the questionnaire analysed the demographics of the people who live in
South Africa and purchase garments.

Question 1 looked at age. This question gave the researcher new insight into how age may
determine the attitude and behaviour towards purchasing garments. 57,5% of the respondent
fell in between the 25-34 age group. 22,5% of the respondent fell in between the 35-44 age
group. 12,5% of the respondent fell in between the 45 - 54 age group. 5% of the respondent
fell in between the 18-24 age group. 2,5% fell into the 55 - 64 age group.

Question 2 analyses the effect gender has on purchase intention. Unfortunately, there were
not enough male respondents for the researcher to use as consideration towards the study.
There were only four male respondents out of the forty people who responded.

Question 3 analyses the ability that the respondents have to purchase garments by asking if
they have an active income irrespective of where it comes from. 77% of the respondents
stated that do earn an income and 20% responded no. 2,5% of the respondents were
uncomfortable with the question and answered maybe.

Summary of factors consumers consider when purchasing garments.
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The focus in this section was understanding the factors consumers consider as important
when they purchase clothing.

Question 4 - purchase frequency, analysed the frequency that the respondents purchase
garments. The respondents were asked how often they purchase garments. 72.5% of them
stated that they purchased garments seasonly, 17,5% purchase garments monthly and only
10% purchase on a yearly basis. This study discovered that majority of the respondents were
young females who earn an income. The respondents have the ability to purchase garment
they purchase garments frequently

Question 5 - trends, set to between fashion trends and the purchase intention in purchasing
garments. The respondents were asked if they follow fashion trends and only 25% answered
yes, 50%n of them answered no and 25% were unsure and answered maybe. The researcher
included maybe to accommodate respondents who consumer garment but are unsure as to
whether the product follows a fashion trend. The data results suggest that fashion trends are
not an important factor to the respondents when they consider purchasing garments.

Question 6 - purchase criteria, measured the importance of colour when purchasing garments.
The questioned asked what factor is important to them when they purchase clothing. 55% per
cent answered that garments need to match the colour scheme of their closet. While 25,5%
stated that trendy garments were an important factor they consider when purchasing
garments. 15% per cent stated that garments need to be ethically produced and 7.5%
preferred locally produced garments. The results correlated that consumers do consider colour
as an important factor when purchasing garments. This is evident as the majority of the
respondent look to ensure that the garments they purchase match the colour scheme of their
closet.

Luxury Garments

This section of the survey is set to understand the preferences that consumers take into
consideration when purchasing garments. The researcher wanted to find out if respondents
were consumers of luxury garments without having to discriminate against those who do not.
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Question 7 - brand names, measured the importance of brand names to consumers in
purchasing garments. seemed to The question asked if brand names play a factor in
purchasing garments and 90% said no and 10% said yes. The results showed that the
respondence do not consider brand names when they purchase garments.

Question 10 - Luxury Brands, analysed if respondents purchased luxury garments. The
question asked the respondents if luxury brands played a role in purchasing garments and
42,5% responded no, 25% responded yes and 32,5% responded maybe. The results show
that there is relevancy to the study being conducted as the majority of the respondents
answered no and 32,5% were unsure. It is a point of concern for the researcher as these
results may alter the researcher's findings.

The study aims to understand the importance of colour preference influencing the purchase
intention of luxury brands. From this section, the researcher noted that the majority of the
respondents do not consume garments based on brand names regardless even if the
garments are from luxury brands.

Attitude towards purchasing garments.
In this section, the researcher aims to understand the emotional reasoning behind consumers
behaviour toward purchasing garments.

Question 8 - mood effect, aimed to understand the extent that garments respondents wear
affected their mood. The question asked if the garments that they wear affects their mood.
47,5% of the sample agreed that the garments they wear affect their mood. 27,5% strongly
agreed, 20% were not sure and 5% per cent strongly disagreed. This result establishes that
respondents wear garments to reflect their mood on that particular day and that they use
garments to express themselves.

Question 9 - duration preferences, aimed to understand how the respondents consume

garments. The question asked what action they preferred to take when it comes to garments.
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60% of the respondents stated that they preferred to wear garments for at least a few years.
35% stated that prefer to pass on unwanted garments to other people. 2,5% preferred fashion
garments and another 2,5% preferred to recycle clothing. The results show that the majority of
the respondents hold on to their purchases beyond the seasonal trends of garments.

From this section, the researcher understands the value of garments in terms of how it affects
the psychology of the wearer. Jorgensen (2014), argues that garments are more than a shelter
that protects humans from the elements in nature but a tool that has symbolic power, shaping
identities. Garments on a psychological level help consumers develop their self-image and
appearance. The fact that respondents hold on to their garments for lengthier time beyond
seasonal trends, shows that garments have an undertaking in creating an identity for the
consumer.

Subjective Norm in Purchasing Garments

Question 12 measured the extent that respondents relied on others to get their opinion when
purchasing garments. The question asked what the likelihood of them getting someone's
opinion when purchasing garments. 52,5% of the respondents stated that it is unlikely, 32,5%
stated that is likely 12,5% stated that it is very likely and 2,5% stated that is very unlikely that
they get another person's opinion when purchasing clothes. The results show that gaining
insight from others is not important at the exact moment when the respondents purchase the
garments.

The researcher should have had follow-up questions to better understand the role of the
subjective norms has in purchasing garments
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Influence of Colour when purchasing Garments
This section aims to understand the extent that colour influences the purchase decision of the
respondents when they purchase garments.

Question 13 - colour frequency, measured how often respondents considered using a
combination of colours when dressing up. 45% stated that sometimes they do combine
colours. 32,5% stated that use a combination of colours often. 12,5% stated that they always
combine different colours when they get dressed whereas 10% answered that they do not. The
results show that the majority of the respondents do use a combination of colours when
dressing.

Question 14 - Colour influence, aimed to understand whether the colour was an important
factor when purchasing clothing. The question asked the respondents if colour influenced their
choice of garments. 32,5% answered that they are always influenced by colour when
purchasing garments. 32,5% responded by saying that it sometimes influences their purchase
decision. 30% stated that they are usually influenced by colour and 5% answered that colour
rarely influences their purchase decision. From the results, the researcher concluded that
colour does influence the purchase decision of the respondents.

Question 15 measured the frequency that the respondents changed the colour palette of their
closet. 52,5% of respondents stated that change the colour palette seasonally. 30% of the
respondents change the colour palette 1 - 5 years. 12,5% of the respondents change the
colour palette 6 10 years. 5% of the respondents change the colour palette 11 + years. This
indicates that the majority of the respondents frequently alter the colour palette of their closets.
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5.4 Findings

The study answers the question of whether colour influences the purchase intention of luxury
garments in South Africa. From the insights gained from conducting the research. The
researcher can deduce that there is a significant role that colour plays when purchasing
garments. However, other factors need to be considered when studying the buying behaviour
of garments. The study showed that consumers use garments as a tool to reflect their mood
and to become a language they use to express their identity. The researcher also noted that
Age influenced the buying behaviour of garments. This was not an area that the researcher
concentrated on but the study revealed that the older generation is not concerned with colour
and fashion trends, whereas the younger generation is more inclined to follow trends and play
with colour combinations according to their personal preferences.
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6. Conclusion

The findings highlighted the importance of colour in purchasing garments. It will also give the
researcher an understanding of the meaning of colour to the different consumers according to
their age. It allowed the researcher to gain an understanding of the importance of creating
sustainable fashion rather than cyclic trends that promote fast fashion instead of creating a
meaningful mode of expression. The study gives into understanding the meaning garments
carry for the consumer beyond following marketing boosted fashion trends. The researcher
understands that to get in-depth insight to understand subjective norms they should have
included open-ended questions.

The researcher believes that there is potential in the study for it to be considered for future
research. The research can expand into a mix-method research design to observation in the
impact colour preference has on the buying behaviour of consumers. With findings from larger
sample size and a combination of quantitative and qualitative research methods, this study
can make a strong contribution to society.

6.1 Anticipation Contribution

The core of this study is to understand the relationship between colour preference and the
purchase intention of luxury garments. The study will provide insight into the relationship of the
above-mentioned variables. It will also give marketers an understanding of the meaning of
colour to different consumers according to their social construct. Hopefully, it will allow
marketers to gain an understanding of creating sustainable fashion rather than cyclic trends
that promote fast fashion instead of creating meaningful modes of expression. The study
hopes to dive into understanding the meaning garments carry for the consumer beyond
following marketing boosted fashion trends. The study also aims to provide future researchers
with a possibility to further investigate if colour and colour palettes can be used to segment the
market.

6.2 Ethical Considerations

First and foremost the researcher needs to obtain consent from the institution they are enrolled
in Textbook. Consent will be provided by the Independent Institute of Education, the consent
will be authorised to the researcher by their research supervisor Anthony Wingfield. Secondly,
the researcher needs informed consent from the participants, the informed consent needs to
highlight the goal and nature of the research and credentials of the research teams (Maree,
2019). It must be written in a manner in which they will be able to read and understand
(Maree, 2019). Annexure A is the written form in which each participant will be given to explain
the nature of the study and give their consent to participate in the study. The form also
explains to the participants that their identity will remain confidential throughout the course of
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the study and that the study will only be used for academic purposes. Every participant has the
irrevocable right to withdraw from the study at any given time, should they wish to no longer be
part of the study (Maree, 2019)

6.4 The Researcher

Due to the researcher utilising quantitative research methods their bias are unknown to the
participants of the study (DJS Research, 2021). It is to be noted that the researcher has no
prior experience in conducting research. Therefore their research skill may be limited. They
may have led to misinterpreting information and correctly utilising the statistical math. The
research did pursue the assistance of their research supervisor. The supervisor to the best of
their ability assisted the researcher to develop the basic skills needed to complete the
research report.

6.5 Limitations

This study is subjective to limitations. The data collected can only be done through the internet
of things has to adhere to the covid-19 social distancing laws as well as due to monetary and
geographic constraints. As of 16 June 2021, the country has moved into level 3 lockdown
further prohibiting movements and the civility of the researcher to reach participants on a
physical level. Conducting research solely relying on the internet of things poses further
limitations. Conducting research online, researchers encounter sampling problems (Wright,
2006). The researcher has limited knowledge of the characteristics of the people who will be
participating in the surveys (Wright, 2006). The flow of communication on social platforms
limits the researcher's ability to obtain an accurate sample frame (Wright, 2006).

Due to the complex nature of the study, ideally, it should have used a mixed-method research
design so that the researchers explores the transcendental phenomenology of the study but
due to the academic level and time constraints those aspects have gone unexplored.

There was no available budget for the researcher to conduct the study, therefore there were
geographical constraints and the researcher could not afford to purchase the proper tools to
conduct quantitative research.

There is also a possibility that that participants in the study did not accurately answer the
questionnaire. They may have given answers they thought the researcher would have wanted
to know instead of giving their actual personal opinion. The researcher tried to combat this by
assuring the participants that their answers were anonymous. This may have led to inaccurate
data analysis.
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Annexure A:

Questionnaire

1 What is your age

2 What is your gender?

3 Do you have an active income

4 How often do you buy new garments?

5 Do you follow fashion trends

6 It is important to me that the garments | buy...

7 Do brand names play a role in garments you purchase?

8 Would you say the garments you wear affect your mood?

9 When it comes to clothing I...

10 Do you purchase luxury brands?

11 Do you prefer ...

12 Do you prefer getting someone's opinion while shopping for garments
13 How often do you combine different colours, when dressing?
14 Does colour influence the garment you want to buy?

15 How often do you change the colour palette of your closet?
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Annexure B:

Survey Summary
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Annexure C:

Concept Document
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Annexure D:

Ethical Clearance
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