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With a booming economy and increase in immigration as well as urbanisation in China, the 
economic, demographic and consumer landscape is radically changing. Chinese people are 
moving out from their homes kept in the family for generations and moved into new homes in 
larger cities, causing a rise in demand for real estate which in turn incentivises furniture 
demand. With these factors in mind, important questions in the mind of furniture companies 
arises with regards to their new consumers such as: How do consumers behave in furniture 
stores in Shanghai? How does certain psychological and demographic factors influence 
consumer behaviour in furniture stores in Shanghai? The purpose of this study is to map 
consumer behaviour and find out how certain psychological and demographic factors 
influence behaviour in furniture stores in Shanghai. By fulfilling the purpose of this study, 
important details on consumer behaviour in furniture stores were answered, thus making it 
easier for companies to attract new ones while maintaining loyal customers. The 
methodological approach for this study was of a deductive nature. Qualitative as well as 
quantitative data was gathered through interviews, surveys and observations in the form of 
shadowing. Empirical data was analysed against theory by interpreting qualitative data and 
analysing quantitative data with diagrams, chi-square and linear regression tests. Conclusions 
suggest that nine factors play a role in influencing consumer behaviour in furniture stores in 
Shanghai. These factors are: Gender, age, income, nationality, knowledge, lifestyle, attitude, 
value and need. Consumers in the market can be segmented by the first four mentioned 
demographic factors because they are influenced differently by the five latter psychological 
factors. Companies can then create a marketing strategy on these segmentations by 
manipulating the psychological factors according to the need of each market segment. 
 
Keywords: Consumer behaviour, consumer behaviour in furniture stores in shanghai and 
china, consumption analysis, and customer behaviour. 
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1.0 Introduction 
This chapter introduces the reader to a vast field within marketing, called consumer 
behaviour. After a brief introduction to consumer behaviour a problematisation is made on 
this field which focuses it down even further. Background information on China and 
Shanghai will be provided which is the topic for this thesis. 

 1.1 Background 
To believe that it is solely the organisation that dictates the behaviour of consumers in the 
market is simply inaccurate, Trenchard told Guardian in 1976 (Foxall 2014). Trenchard 
continues on to mention that companies can spend incredible amounts on advertising and still 
not be able to see results if they do not take consumers’ needs into consideration. In order to 
understand what a consumer need, it is important to understand the decisions that a person 
has had to make throughout the day. A consumer, and we are all consumers at some point, is 
saturated with decisions that somehow involve different products or services produced by 
various organisations. From waking up in the morning, where a person decides on what 
clothes to wear, what career to pursue, what food to eat, or what to watch on the TV, are all 
decisions that deals with consumer behaviour (Blackwell, Miniard & Engel 2006). By 
understanding the behaviour of consumers in their daily decisions, organisations can 
accurately spend resources on factors that satisfy consumer needs, thus attracting more 
customers. It is for precisely this reason, continues Blackwell, Miniard and Engel (2006), that 
organisations must work on creating a consumer-centric organisation. An organisation that is 
consumer-centric focuses on the needs and daily decisions made by key customers, and 
organises its every activity to revolve around demand and behaviour of consumers. The topic 
of consumer behaviour includes many subcategories and even tends to overlap other fields of 
research. Topics such as psychology and social psychology, attitudes and values, personality 
traits and status, class and the family are all important factors when studying consumer 
behaviour and that influences consumers’ buying behaviour (Foxall 2014). 
 
The United States of America has been, and still is by measuring nominal GDP, the global 
leading economy for about 140 years now, with a remarkably diversified economy with high 
middle-class consumption. As statistics point out, this long reign of being the world's leading 
economy is slowly coming to an end as the People’s Republic of China is fast-approaching to 
claim this title from the US. Studies show that China by at least one measure already has 
surpassed the US when it comes to the overall economy of a country. The GDP measured by 
purchasing power parity puts China as the world’s strongest economy according to the 
International Monetary Fund. Although China’s economy is not nearly as diversified as the 
US’, it is also aiming at becoming more consumer driven, rather than only relying on 
manufacturing, which in turn puts demand on research into the area of consumer behaviour 
(Desjardins 2015). Shanghai is the biggest city in China by population, and one of the biggest 
in the world, as well as one of the strongest cities in terms of economy. It also boasts the 
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reputation of having the biggest container port in the world which in and of itself says 
something about its thriving economy according to the World Shipping Council (“Top 50 
World Container Ports” 2017). Shanghai also enjoys the biggest so-called free-trade zone in 
China to stimulate the economy of the city and country (“Shanghai free-trade zone launched” 
2013). 
 
With a transition of the world’s leading economic power, a new economic era arises. Because 
the Chinese demographics, culture and values are different from the US’, so does it require 
new research in consumer behaviour to understand how the consumers of the new leading 
market behave. Research about consumers has mostly been conducted on an ad hoc basis. 
This results in insufficient general theory and new integrated empirical results on this topic 
(Foxall 2014). The management of furniture stores in Shanghai might, without sufficient 
knowledge of the Chinese consumer behaviour, believe that the Chinese consumers’ mindset 
has not changed and that traditional marketing will be the best path to attract customers. The 
fact that the Chinese economy is growing at a rapid pace, together with urbanization, points 
to a more luxurious lifestyle than what their predecessors were used to. As the Chinese 
consumer turns to luxury brands and products, so must the furniture market move toward the 
needs of the consumers, while each store must spend resources convincing them that it is 
their particular product they should purchase instead of buying it somewhere else (Chevalier 
& Lu 2010). 

1.2 Problem discussion 

The furniture market needs further research and analysis of customers’ behaviour in order to 
conclude why the customers make specific buying decisions, and why their decisions and 
values change. That way, companies will know how to distribute its resources towards 
product development more accurately (Lee 2014). Research targeting consumer behaviour 
has been made mainly with the focus on customer preferences or how the organisation should 
segment the market. According to Cao (2004), customer's preferences and key criteria on 
bedroom furniture is price, comfort, durability and quality. In the Chinese market, the 
furniture is usually classified by the type of furniture material. Wood furniture, metal 
furniture, plastic furniture and rattan furniture are some of the materials taken into 
consideration for classification.   
 
The segmentation of customers in the furniture market can be done in different ways. 
Demographic segmentation has been found to have strong relation with different consumer 
behaviour. Key segments from a demographic perspective are gender, age and income 
(Nicholls & Bumgardner 2007). Another rather interesting demographic factor to analyse is 
the ethnicity of the respondent. Ethnocentrism can be a weighing factor when it comes to 
consumers’ decision to buy a product, especially in Shanghai (Lu Hsu & Nien 2008). Key 
segments from a psychological perspective are knowledge, lifestyle, attitude, values and 
needs. Knowledge that the consumer had prior to buying the product is found to play a role in 
behaviour, though the way to gather information varies from person to person. (Claxton, Fry 
& Portis 1974). A segment that proved to have important value is the categorisation of 
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consumers in the furniture market into different segments of lifestyle. This produces data that 
is of value to especially small and medium sized business enterprises (Bednarik & Kovats 
2010). Even though the definition of attitudes merely described a person's physical posture 
about a hundred years ago, today it represents the mental state and psychological state of a 
person. A person's attitude also shapes his opinion on specific matters. However, the private 
opinion of a person may not be expressed fully due to the pressure of group opinions and 
group norms, which makes a person compromise when expressing opinions publicly (Gorden 
1952). The values of a person are closely related to, and strongly affect the attitudes the 
person has towards things. If for example a person believes that child labor is bad, then this 
value will affect the person's attitude towards furniture produced through child labor (Reich 
& Adcock 1976). All humans have experienced different kinds of needs, which incites us to 
satisfy our need by buying the product or service that will do this (Nordfält 2008). With the 
continuous massive urbanization and a growing population, a constant need for new furniture 
is a fact, at least for now (Xu 2012, Johnson 2013). 
 
As life expectancy grows in China (“Life expectancy at birth” 2016), the average age of the 
Chinese furniture customer also changes. The age of the furniture customer is of significant 
importance together with income, while gender also plays a role in the consumer behaviour, 
as earlier mentioned by Nicholls and Bumgardner (2007). Out of all these three factors that 
influences consumer behaviour, results show that the age is the one with strongest influence 
on consumer behaviour. Therefore, researchers should take age into consideration to clearly 
map consumer behaviour in the furniture industry in Shanghai, China.  
 
Organisations that develop and spend resources on their product to truly fit the consumer's 
demand and satisfactions, emerge as winners in competitive markets (Lee 2014). Spending 
resources should not only exclusively be seen as product development, but also on 
advertisement and how a furniture store chooses to exhibit their product (Nordfält 2008). 

 1.3 Research question 
-How do consumers behave in furniture stores in Shanghai? 
-How do psychological and demographic factors influence consumer behaviour in furniture 
stores in Shanghai? 

 1.4 Purpose 
The purpose of this study is to map consumer behaviour and find out how certain 
psychological and demographic factors influence behaviour of customers in furniture stores 
in Shanghai. 

 1.5 Delimitation 

The study is limited to consumer behaviour in physical furniture stores. The research is 
therefore entirely focused on the psychological factors as well as demographic factors that 
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affect consumer behaviour in the actual stores. The psychological factors analysed in the 
consumer behaviour are limited to five. These are knowledge, lifestyle, attitude, value and 
need. The demographic factors are in this study limited to four. These are gender, age, 
income and nationality. Previous studies address these factors as among the most important 
of factors in consumer buying behaviour and furniture buying behaviour in particular 
(Nicholls & Bumgardner). However, in order to understand what influenced the change in 
behaviour more accurately, the study also incorporates the customers behaviour process 
before entering the store. 
 
Moreover, the study limits the geographical span and the dimension of time. The research 
focuses only on mapping consumer behaviour in the furniture market in Shanghai, as it looks 
today. This was done because of time and resource limitations. The study will therefore not 
describe the change-over-time nor will it include a comparative study where the consumer 
behaviour in Shanghai will not, for example, be compared to consumer behaviour in 
Stockholm, Sweden.  

 1.6 Target group 

organisations, companies, enterprises and marketers that need to understand consumer 
behaviour in general, or consumer behaviour in Shanghai in particular, is some of the target 
groups that will benefit from this research. By obtaining academic information about markets 
customers, the stores can adapt to satisfy customers demands and preferences. The results of 
this study will be translated to Mandarin and then handed over to the owners of the 
companies where the study and empirical research was conducted, which was mostly done in 
the furniture stores belonging to one of the Red Star Macalline furniture malls in Shanghai, 
and to the manager of the mall itself. Furthermore, other researchers, students and academic 
persons, will also benefit from this research, particularly if they occupy the field of 
marketing, business administration or similar academic fields. 
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2.0 Theory 
The textual structure for this chapter presents general theoretical background on consumer 
behaviour and narrows down to particular demographic factors followed by particular 
psychological factors that can influence consumer behaviour. Lastly, organisational factors 
that may influence above mentioned factors are presented. 

2.1 What is consumer behaviour? 
Consumer behaviour is the undertaking of activities in the process of acquiring, consuming 
and getting rid of products and services. By studying why people buy specific products, 
services or choose specific brands, actors such as marketers or organisations can take 
advantage of this information and through it develop strategies that will attract consumers. 
Attracting customers through various factors according to their wants and needs gives a 
competitive advantage against other marketers and organisations (Blackwell, Miniard & 
Engel 2006). 
 
Organisations and marketers should focus on consumers and the demands of the market 
rather than the other way around. The organisations should therefore adapt to these demands 
rather than putting effort into conditioning the demands of consumers and the market in its 
entirety: 
 

”Marketing works well when the organisation is influenced by the needs and wants of 
 consumers instead of consumers influenced by the desires of marketers.” 

- Blackwell, Miniard and Engel (2006)  
 
Fields of studies on consumer behaviour include several disciplines in the behavioural 
sciences, such as social psychology and sociology, in order to understand the consumer and 
its behaviour (Foxall 2014). Three criteria mentioned by Foxall (2014) should be taken into 
consideration when researching the field of behavioural science and applying it to the field of 
marketing in order to advance the knowledge in both fields. These criteria should not be used 
as a compulsory routine for every research but rather be kept in mind by the researchers at all 
times. They are as follows: 
 
1. Does this concept or technique explain an aspect of marketing behaviour which was 
hitherto fully or partially unexplained? 
2. Does the concept or technique have implications for marketing planning, policies or 
strategies? 
3. Does this concept or technique release aspects of the wider social structure to the 
individual’s socio-psychological make-up and thus help determine his consumption choices? 
(Foxall 2014) 
 
Within the field of consumer behaviour there are different categories of study fields. The 
study of buyer behaviour means examining why people buy, while the study of consumption 
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analysis is a broader field of science and examines how and why products are used while also 
learning about why and how they buy. It also deals with after-purchase behaviour of the 
consumer. Consumption analysis therefore provides a more extensive conceptual framework 
for researchers than buyer behaviour. The consumer is defined as the king, and consumer 
behaviour analysis will therefore help organisations please the king. Customer-centrism is 
another commonly used terminology for adapting to customer needs and wants. The most 
successful organisations as of today are the ones who are consumer-centric, which also 
includes having a total market approach. Although consumer behaviour uses the perspective 
of consumers as a starting point for its research rather than the perspective of organisations, it 
nevertheless plays a central role in the marketing concept. Blackwell, Miniard and Engel 
(2006) describe the marketing concept in the following manner: “The process of planning and 
executing the conception, pricing, promotion, and distribution of ideas, goods, and services to 
create exchanges that satisfy individual and organisational objectives”. It is worth mentioning 
that not all marketing strategies aim attract and satisfy individual and organisational 
objectives (Blackwell, Miniard & Engel 2006). 
 
Two types of marketing can be categorised into marketing and demarketing. When it comes 
to the aim of marketing strategies it is to influence the consumer to choose a specific brand 
and purchase a specific product or service over others. The aims of demarketing however is 
preventing consumers to use certain products for example to stop smoking, drinking alcohol 
or using illegal drugs. Interesting types of marketing can be found on ads such as those of 
Burger King. As the general public is getting more educated on health means that less 
customers will choose to eat at Burger King. In order to reverse this trend they set up ads 
with sports activities or salads as a theme (Blackwell, Miniard & Engel 2006).   
 
The goal of the marketer is not merely to attract customers but also to retain existing, 
continues Blackwell, Miniard and Engel (2006). By keeping the customers satisfied will 
make them not only return but also recruit new customers by telling their friends about the 
product or service. This is done by letting the organisation itself become influenced by wants 
and needs of the consumer rather than focusing on “converting” other consumers into using 
their service or product. This method will greatly affect a company's profitability. Most 
successful entrepreneurs will explain that it is a big cost to attract new customers, while 
keeping customers will increase profitability. By focusing on relationship marketing the 
company can find out how to keep customers loyal in the long-term through cooperation, 
commitment and trust that will result in value-added transactions (Blackwell, Miniard & 
Engel 2006).  
 
An example for this type of marketing strategy can be seen by the founder of Walmart. By 
annually observing consumer behaviour by walking into every single Walmart store to talk 
with staff and customers on how to improve Walmart, the founders’ once small company 
grew to a national success while he himself became a billionaire. However, the founder did 
not retire from his annual research on the consumer behaviour in Walmart but kept on until 
his death. The founder of Walmart used to remind the staff about the importance of knowing 
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the customers wants and needs by saying; “the only person who can fire us all is the 
customer” (Blackwell, Miniard & Engel 2006). 
 
Though many different schools of thought exist within consumer behaviour, there is a buying 
process that all of them take into consideration. This process includes four steps and explains 
the categories of activities taking place from when a consumer experiences a need, to the 
post-purchase behaviour: 
 
1. The development and perception of a want or need; 
2. pre-purchase planning and decision making;  
3. the purchase act itself; and 
4. post-purchase behaviour which may lead to repeat buying, repeat sales. 
(Foxall 2014) 
 
Focus on this study is on mainly step number two in the buying process, namely the decision 
making in the store by researching how certain psychological and demographic factors 
influence behaviour in furniture stores in Shanghai. It is perhaps no coincidence that much 
emphasis in research has been put on the field of psychology in consumer behaviour, since 
those factors influence consumer behaviour greatly. Following important psychological 
factors chosen for this study are knowledge, lifestyle, attitude, value and need (Claxton, Fry 
& Portis 1974, Bednarik & Kovats 2010, Gorden 1952, Reich & Adcock 1976, Nordfält 
2008). However, researchers should not neglect other fields within consumer behaviour 
(Foxall 2014). According to Nicholls and Bumgardner (2007) certain demographic factors are 
also important in decision making in furniture stores.  These factors are mainly gender, age 
and income (Nicholls & Bumgardner 2007). Digging deeper on demographic characteristics 
in order to identify and categorise groups of people into different market segments will 
facilitate consumer behaviour research. This is done by focusing on the similar characteristics 
within the market segments and take note of the differences between the different market 
segments (Blackwell, Miniard & Engel 2006). 
 
Different theoretical models can be used to study various areas of consumer behaviour. 
Jenkins model of marketing continuum explains how the consumer goes through different 
phases on the journey to consume a product. First, the consumer is unaware of a product or 
service. Through some type of marketing makes the consumer aware of the product. The next 
phase is comprehension and then conviction which creates a need for it. Consumers will start 
preferring brands over others in the next phase which is preference. Then comes the phase of 
intent-to-buy and then purchase-evaluation and ends with the intent to repurchase from the 
particular brand. Other models for consumer behaviour are those of Nicosia’s consumer 
decision processes or the Marshallian model, the Freudian model, the Veblenian model and 
the Hobbesian model and Kotler's various marketing models (Foxall 2014). 
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2.2 Demographic factors that influence consumer behaviour 

 2.2.1 Gender 
The gender plays a somewhat significant role on behaviour when it is analysed together with 
income or age. When it comes to the type of wood on the furniture there were some notable 
differences according to previous study. Maple wood which is usually harder and lighter in 
color was preferred by younger males. Birch and oak wood was preferred by males with 
lower income. Both types of wood are usually not hard but light in color while the oak wood 
being the harder and darker of the two. Red alder wood was not popular with higher income 
females suggesting that the type of wood indicates a lower position in status (Nicholls & 
Bumgardner 2007).  
 
Results from studies on whether gender marketing strategies conducted by companies really 
attract the desired gender shows that this is indeed a plausible strategy for companies to use 
to not only make products or services appealing for a specific gender but also to be profitable 
through it. Some companies even go to the extent to exclude a gender from a product to be 
more attractive to the other. An example given is that of the Yorkie Bar which carries the 
sentence “it’s not for girls” on its snicker bar purely to make the snicker appear more 
masculine and attract males (Szmigin & Piacentini 2015).  

2.2.2 Age 
The age of consumers has more influence than gender when it comes to making decisions on 
what type of wood material to buy on furniture. Chi-square tests showed a significant age 
effect between age and type of wood preferred. Spruce wood which is softer and usually 
lighter in color was preferred by younger consumers while the older group usually with lower 
income preferred oak (Nicholls & Bumgardner 2007). Younger consumers in Shanghai are 
more open to buy a foreign product when it comes to the choice of domestic versus foreign 
products. Their older counterparts who oftentimes are more ethnocentric tend to prefer 
domestic brands. Older consumers in Shanghai are usually less educated and have travelled 
abroad fewer times in a span of three years. These factors combined may have resulted in 
creating the more ethnocentric consumer segment that prefers domestic over foreign products 
(Lu Hsu & Nien 2008). 

 2.2.3 Income 
As was the case with age, the income of consumers is a statistically significant factor for the 
behaviour in furniture stores. Cherry wood is usually darker in color and softer than the other 
previously mentioned types of wood. Consumers with higher income preferred furniture 
made out of cherry wood, while oak was favored amongst consumers with lower income. If 
income is analysed together with gender red alder wood was as mentioned earlier not a 
favorite among higher income female consumer and birch wood a favorite by lower income 
male consumer (Nicholls & Bumgardner 2007). 
 



 
9 

Income of consumers does not play a significant role in influence of behaviour when it comes 
to making decisions on buying domestic versus foreign brands. Indeed, consumers with lower 
income in Shanghai were more in favor of domestic products overall. However other 
underlying factors apart from the income level played a part in the consumer behaviour in 
this regard (Lu Hsu & Nien 2008). Different levels of income had a significant effect on the 
way consumers viewed the design of the furniture. Consumers with high income would in 
other words have different opinions than consumers with lower income on the same exact 
furniture design. Income is therefore an important factor for companies and marketers to take 
into consideration. Consumers perceived value of a furniture is linked to their income which 
influences opinions on furniture design (Lee 2014). 

  2.2.4 Ethnicity 
With a growing number of foreigners permanently residing in China makes ethnicity of 
consumers of growing interest for companies (Huifeng & Ye 2017). From the perspective of 
companies’ customer-centrism creates categories of consumer in order to apply the right 
marketing strategy to attract the right customers. One of the ways to segment the consumers 
is through ethnicity. This way the companies can understand how consumers with different 
ethnicities and cultures differ in consumer behaviour (Blackwell, Miniard & Engel 2006).  
 
From the perspective of consumers, the level of ethnocentrism is linked to what extent 
consumers prefer domestic brands over foreign brands. A study done on ethnocentrism in 
Shanghai and Taipei showed that consumers in Shanghai in general were more ethnocentric 
than their overseas neighbors Taipei and therefore preferred domestic brands over foreign. 
The consumers in both cities that favored domestic brands had less experience with foreign 
cultures and were usually not as westernised as the non-ethnocentric consumers. It is safe to 
say that it is more likely for less ethnocentric consumers with a higher level of westernisation 
to buy foreign products. Some consumers were even more likely to buy foreign products if 
they believed foreign products or services to be superior than those produced domestically. 
(Lu Hsu & Nien 2008). 
 
Studying the consumer’s ethnicity as a factor that can influence consumer behaviour can 
show how particular cultures of different ethnicities console with their family and friends in 
the decision-making process. It is usually the case that consumers console family, friends or 
even neighbors when buying products or services that are not purchased on a frequent basis, 
especially if the items are relatively expensive (Foxall 2015). 

2.3 Psychological factors that influence consumer behaviour 

 2.3.1 Knowledge 
The level of knowledge a consumer possesses of a product prior to buying it dictates whether 
the decision made was good. Just like a double-edged sword does knowledge expand our 
decision-making alternatives but also limits them. The more knowledge of possible 
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alternatives a consumer has, the more likely it is that the end-decision made was sound 
(Claxton, Fry & Portis 1974). 
 
Knowledge gaps is information that is not in the memory of the person. The consumer can 
therefore be unaware of important information for a product and therefore end up not buying 
it or not buying it from the right brand. It is therefore essential for a company to make sure 
the consumer receives proper information about their product in order for it to sell as it was 
intended for it to do. There are various types of knowledge gaps a consumer can have, from 
the price to certain attributes of the product, that is of great importance. This purchase barrier 
is a lose-lose situation for both the company and the consumer (Blackwell, Miniard & Engel 
2006). 

2.3.2 Lifestyle 
Interests and lifestyle of the consumer affects consumer behaviour to some extent. 
Individuals create their specific lifestyles based on various factors such as culture, values, 
rules, resources, symbols and punishments. Common segments of lifestyle are: modern, 
individualistic, traditional and even style-less (Bednarik & Kovats 2010). Different types of 
lifestyle do not only influence the decision made by the consumer but also on how the 
information about the product is collected and obtained as well as the resources the consumer 
possesses for gathering information and making decisions (Claxton, Fry & Portis 1974).   
  

 2.3.3 Attitude 
Having a positive attitude towards something creates a “mental readiness” in the realms of 
thought and feel. This makes a person prone to behave with manners that are considered good 
and positive towards the particular thing. The positive attitude is shaped through positive 
memories or knowledge about factors such as attributes or characteristics about it. However, 
it is worth pointing out that the action itself towards something does not represent the attitude 
a person has to it. If for example a person has a positive attitude to their mother, the action of 
hugging her is not representative of the attitude. It is only the tendency of the action that can 
be described as the attitude (Reich & Adcock 1976). 
 
Opinions are linked to the concept of attitudes. Perceptions a person has towards something 
that can be reversible and changed is a part of the thought process that progresses as the 
person undergoes cognitive exploration. In contrast to the private opinion there is also a 
public opinion which is the collective attitude towards something (Cooper & McGaugh 
1966). Sometimes the public opinion takes precedence over the private opinion by 
completely or partially shutting out the opinions of individuals due to pressure from group or 
superimposed activities (Gorden 1952). 

2.3.4 Values 
Related to attitudes are values which can be seen in two perspectives. The first perspective of 
values is that objects or people have value in and of itself. This intrinsic value is independent 
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on the opinions of other people. The second perspective is that objects or people do not have 
intrinsic value and are therefore only as valuable as the other person perceives it to be. It is 
most likely that the second perspective is truer since an object can change in value for a 
person at different points in time. The value for an object shapes a person's attitude towards it 
(Cooper & McGaugh 1966). 
 
There are six main value orientations that guides a person’s perceived value for objects. 
Clergymen will for example have high religious and social values while business students 
show high economic values according to studies. The value orientations are as follows: 

1. Theoretical (truth) 
2. Economic (usefulness) 
3. Esthetic (harmony) 
4. Social (altruistic love) 
5. Political (power) 
6. Religious (unity) 

(Reich & Adcock 1976) 

 2.3.5 Needs 
Consumers have large amounts of needs that they are consciously unaware of. It is therefore 
accurate to propose that the job of companies is to make those need gaps apparent to us. 
Research reveal that most of us humans buy large quantities of products or services on 
impulse which goes to show that need gaps are there. It is up to the consumers and the 
companies to find solutions and highlight the need gaps (Nordfält 2008). The products or 
services that are in harmony with the need of consumers will gain the attention of that 
particular consumer more effectively (Foxall 2014). 

2.4 Organisational influences on consumer behaviour  
Various key variables allow organisations to attract customers more effectively when these 
variables are manipulated in accordance to consumer needs and wants. Some of these 
variables include product features, price, comfort, durability, quality, material, brand, 
advertising, promotions, service, convenience, word of mouth, retail displays, store ambience 
(Blackwell, Miniard & Engel 2006). Among these variables are product features. It is the 
influence of consumers as well as the market that directs the research and technology of 
companies. The course of product development in a market is in other words essentially 
influenced by consumers (Lee 2014). Another variable is price which according to studies is 
one of the most important criteria for consumers shopping bedroom furniture. Since price 
plays a major role in selecting furniture, Chinese furniture has a clear advantage with low 
labor and production costs. Three other criteria along with price was seen as important. 
Comfort, durability and quality of the bedroom furniture would be considered by consumers 
when evaluating bedroom furniture (Cao 2004). The durability of the furniture for price-
sensitive customers was seen as highly important when selecting furniture (Bednarik & 
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Kovats 2010). If ethnocentric consumers judged a domestic product to be of inferior quality 
the influence of ethnocentrism on that consumer would weaken (Lu Hsu & Nien 2008).  
 
Another variable mentioned is furniture material. Whether the furniture consists of a mix of 
different materials and what type of wood is used affects consumers opinion of it. Cherry 
wood is for example seen as a wood of high status since higher income consumer prefer it 
(Nicholls & Bumgardner 2007). Despite the fact that price and other variables are important 
in the purchase decision-making process consumers sometimes seem to ignore the advantages 
of one product over the other. Brand variable has a lot to do with this. Consumer behaviour 
oftentimes show that even though there is a significant price variation over time amongst the 
brands consumers tend to be loyal to one particular brand. It is often consumers’ past 
experiences that create brand loyalty. The way advertising, promotion and social visibility is 
made for a product or brand will create the necessary experiences as a basis for brand loyalty 
(Bronnenberg, Dube & Gentzkow 2012). 
 
Service is another important variable for customers. If the expected service that comes along 
with a product is poor then consumers’ attitude will be affected negatively (Blackwell, 
Miniard & Engel 2006). Marketing segmentation can be done to consumer through 
geographical location. Convenience of stores may affect consumer behaviour as well 
(Nicholls & Bumgardner 2007). Word of mouth is a variable that can be highly effective in 
influencing consumer behaviour. It can even be more effective than formal advertising 
(Foxall 2015). The way the products are displayed in the store will be referred as the variable 
retail display. There are three principles for retail display. Firstly, customers will purchase 
more products if they use the whole store surface during the shopping process. Secondly, the 
more time customers spend in the stores the more likely it is that they will buy more items. 
Lastly it is important to realise that customers tend to move along the outer portions of the 
store surface if not guided by the layout of the store. Store ambience affects the joyfulness of 
the consumer as well as the visibility of product and price (Nordfält 2008).  
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3.0 Methodology 
This chapter presents the research approach, previously conducted studies, choice of data 
collection, research and data analysis strategy, scientific requirements and ethical 
considerations for this study.  

 3.1 Research approach       
In this project, deduction was used as a methodological approach. Deduction is defined as a 
description of the relation between the theoretical and empirical information in the study. The 
most common way of understanding this relation is through deduction. When the empirical 
research for the study is being built upon theory gathered beforehand, it can be called a 
deductive approach. This approach starts with the exploration of previous theories relevant to 
the subject matter and in that way procure valuable hypotheses for the study. Only after this 
process, the collection of empirical data begins which can then be analysed with chosen 
hypotheses. The theoretical information is being challenged by reality through the deductive 
approach (Bryman & Bell 2015). Through a deductive methodological approach as motive, 
carefully selected hypotheses concerning the subject matter were formulated for this study. 
The chosen hypotheses were translated to questions of a qualitative as well as quantitative 
nature to gather empirical data and measure results. By means of operationalisation on the 
questions and hypotheses were created for this study, abstract concepts were measured, 
observed and translated to reality.     

 3.2 Previous studies 
Previous studies done on the topic of consumer behaviour are plentiful. However, since the 
topic covers a broad range of sub-topic and research areas, the studies narrows down 
profoundly. When it comes to consumer behaviour in furniture stores, previous research has 
covered what type of wood on the furniture different categories of people preferred. The 
population was divided by demographic factors such as age, income or gender (Nicholls & 
Bumgardner 2007). Other previous research considers how consumers’ perceived value of 
furniture is based on the design (Lee 2014). The decision-making process of home ware 
customers were profiled by Merwe and Campbell (2008). Cao (2004) talks about the need for 
furniture innovation from the perspective of the furniture company and focuses less on the 
perspective of the customer and consumer behaviour in stores. Though the authors research is 
extensive, it does not deal with consumer behaviour in furniture stores the way this study 
aims to do. Most of the found and researched previous studies were not conducted in China, 
let alone in furniture stores in Shanghai, which is the case in this study. Therefore, although 
previous studies give accurate answers to influencing factors on consumer behaviour in 
furniture stores, it does not deal with Shanghai as a case specifically. Even though much of 
the theory from the previous studies can be applied to the Shanghainese furniture consumer, 
likewise results from this study can be applied on the general furniture consumer, the main 
focus for this study is to identify the patterns and behaviour of Shanghainese furniture 
consumers as it exists today.  
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 3.3 Choice of data collection      
Primary and secondary data are two types of data used in a research project to fulfil the aim 
of the study. The data that the researcher collects through on its own for the study is 
considered primary data. Primary data is gathered by the researcher through surveys, 
interviews, focus groups and other methods for empirical data gathering. The purpose of 
primary data is to gather more information on a subject when secondary data is not sufficient. 
This data will therefore consist of more satisfying information on the subject matter, but will 
take longer to collect, than that of secondary data. Secondary data is instead defined as data 
already gathered by previous researchers and is found in articles, literature, and various 
internet websites and databases. All previously collected data is considered secondary data, 
even sources provided by organisations and other persons such as statistics on customer data 
(Christensen, Andersson, Engdahl & Haglund 2001).  

3.3.1 Primary data 
The primary empirical data in this study was collected through interviews, surveys and 
observations in the form of shadowing. Interviews generally take longer time to collect than 
surveys and the respondents used for interviews are usually smaller in number than what 
would be used for surveys. At the same time, the data gathered from interviews can be of 
higher quality than that of surveys, because the interviewer can guide the respondent and 
adapt the questions as the interview progresses. Surveys are usually self-administered. 
Therefore, no guide is needed in the same way as the interviews require. Thus, larger 
amounts of questionnaires can be conducted by a single person at the same time (Bryman & 
Bell 2015, Christensen et al 2001). Shadowing helps the researcher gather information about 
the unspoken behaviour about a consumer according to Blackwell, Miniard and Engel (2006). 
This gives another perspective on consumer behaviour than that of interviews or surveys, thus 
complementing the empirical data gathered. 

3.3.2 Secondary data 
The research in this project revolved around consumer behaviour, with specific focus on 
furniture stores. The secondary data has thus been collected by a literature search using both 
Google Scholar and OneSearch. The following keywords has been used when researching 
relevant literature and articles: consumer behaviour, consumer behaviour in furniture stores 
in shanghai and china, consumption analysis, and customer behaviour. 

3.4 Research strategy  

 3.4.1 Case Study  
A common research strategy is case study, where a researcher goes deeply into a specific case 
to understand the problem thoroughly in the processes of a specific real-life situation. By 
going deep in study of a specific situation, the knowledge generated therefrom creates value 
for various organisations, groups and even individuals (Yin 2003). Case studies tries to 
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elucidate a specific decision in a set of decisions. Questions to bear in mind are why the 
decision was made, how it was implemented and what the decision resulted in (Schramm 
1971). In this study, research was done on consumer behaviour in furniture stores, with the 
city of Shanghai as case, with the motivation that Chinese demographics, economy and thus 
consumption are rapidly changing as mentioned earlier in the introductory chapter. 

 

 3.4.2 Interview      
There are many approaches to gather empirical data. One of the ways is through interviews. 
Obtaining information and clarity in the case study or project, is the aim of interviews as a 
method. There are various forms of interviews. A common one is the structured interviews. 
This form of interviews generates data that is more easily quantifiable and measureable than 
with unstructured interviews. Pre-formulated and prearranged questions are set prior to the 
actual interview, where the interviewer strictly adheres to them as the interview progresses 
(Bryman and Bell 2015). In this study, five customers and five furniture store managers were 
interviewed with open and closed questions. The closed questions, in other words questions 
that simply require a one-word answer, gave quantifiable and measurable results for the 
quantitative part of this study, while the open questions, or questions that require more 
thought, gave qualitative answers that were later analysed and interpreted. Structured 
interviews mainly apply when conducting a quantitative research approach (Bryman & Bell 
2015). This study however contained elements of both a quantitative approach and in some 
cases a qualitative approach. During the structured interviews for this study, questions that 
were of a closed nature were regarded as a quantitative approach, while questions of an open 
nature were regarded as a qualitative approach. Lastly, it is worth mentioning that the 
interviews for this study also had a small element of semi-structure because of the 
supplementary questions used during the interview.  
 
Supplementary questions will be formulated during the process of the interviews depending 
on the answers provided by the respondent from the main and structured questions (Faarup & 
Hansen 2011). The main reason why structured interviews were used for this study was the 
language barrier. Since respondents were non-english speakers their answers could more 
easily be translated into english with prearranged questions translated to Mandarin 
beforehand. Structured interviews also ensured accurate translation when transcribing the 
material from Chinese to English. Nine questions were asked during the interview, all of 
them of an open nature. However within the questions, supplementary questions were asked 
for clarification or introduction. The closed supplementary question can be found as an 
example in question 4 of the interview; “What do you feel about the store?”, the closed and 
supplementary question was; “Did you like it (the store)?”. The operationalisation and 
appendices for interviews are found in Appendix I. 

 3.4.3 Survey      
For the survey, questions with a quantitative approach were present, though it also contained 
some qualitative questions as well. The purpose of the survey was to get quantifiable data to 
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find patterns with the customers of furniture stores while the purpose of the interviews 
focused to get qualitative data to be interpreted and analysed thoroughly. For the questions in 
the survey, the respondents answered them on their own. It was in other words self-
administered which requires the design of the survey to be clear and comprehensible, that 
way the validity of the collected data is strong (Christensen et al 2001). The survey consisted 
of eleven questions, of both open and closed nature. All of the four questions dealing with the 
demographic factors of the respondent were closed questions. Three of the seven question 
dealing with the psychological factors of the respondent were also closed questions while the 
rest were open. The purpose of the closed questions was to analyse some data in a 
quantifiable manner in order to understand how customers behave with statistical proof, 
while the open questions provided in-depth information about the behaviour of customers. 
The operationalisation and appendices for surveys are found in Appendix. 

 3.4.4 Observation through shadowing 
A form of observation for data gathering is called shadowing. The researcher will accompany 
the customer by following, or “shadowing” them throughout the process of shopping and 
moving about in the store. While the shadowing is taking place, the researcher also asks the 
customer questions in different situations during the shopping process according to 
Blackwell, Miniard and Engel (2006). This form of observation is best done with 
unstructured questions, however because of the language barrier as mentioned earlier in 2.4.2, 
structured interviews with elements of semi-structured interviews were used for this study. 
By shadowing customers, researchers can understand how and why different factors in the 
stores and personal factors influence consumer behaviour (Blackwell, Miniard & Engel 
2006). The illustration below gives a simplistic example of how the migration pattern of a 
customer is mapped out during shadowing: 
 

 
Figure 1: “Migration pattern mapping” (Halilovic 2017). 

3.5 Sampling  

 3.5.1 Choice of companies 
A way to sample companies is through convenience sampling. This type of sampling is used 
by researchers who finds an opportunity to reach out to a respondent, and cannot afford to let 
the opportunity to slip away because of the potential valuable information the opportunity 
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possesses. Through convenience sampling it is important to ensure that the population is 
representative for the purpose of the study. This form of sampling is commonly used in social 
studies (Bryman & Bell 2015). In this study, convenience sampling that was restricted to 
Shanghai and its furniture stores were used for selecting companies. The limited time as well 
as the geographical distance between the researcher and the case were the main motives for 
using convenience sampling. For this study, the vast majority of furniture stores used came 
from one of the Red Star Macalline furniture malls in Shanghai, which also was selected 
through convenience sampling. Every customer within the mall had an equal chance of being 
chosen for the survey. Probability sampling was used on the population in the mall because of 
its convenience. If the probability to be used for the study is equal on every individual in a 
population means that probability sampling was used (Dahmström 2011). The study was 
conducted on different workdays and weekdays, both forenoons and afternoons to ensure 
good quality of data. 40 questionnaires were handed out and answered in this mall, while an 
additional 10 were handed out in a similar furniture mall in Shanghai called Scissor, Rock, 
Cloth. The difference in survey quantity between the two furniture malls was because of 
convenience sampling as mentioned earlier in this paragraph. Another difference between the 
two malls was that stores in Red Star Macalline were considered having mid-end to high-end 
furniture by customers, mall managers and store managers, while the furniture in Scissor, 
Rock, Cloth mall were considered very high-end or luxurious by the managers and the store 
managers in it. 

 3.5.2 Choice of respondents     
According to Bryman and Bell (2015) and Dahmström (2011), the selection methods are of 
two kinds. These are probability sampling, as mentioned earlier as well as non-probability 
sampling. Non-probability sampling only deals with a part of the entire possible population. 
Out of all furniture store customers in Shanghai, non-probability sampling occurred by 
exclusively picking customers from the two malls as mentioned earlier with the motivation of 
convenience sampling. Probability sampling was used on the entire population within these 
two malls with the motivation of convenience sampling. Oftentimes it is highly impractical to 
actually use the entire population for a study, thus different sampling techniques is used that 
represents the entire population as accurately as possible while at the same time avoiding 
high numbers of quantitative data. Sampling is therefore a practical and useful alternative, 
especially when resources and time for conducting the research is limited (Ghauri & 
Grønhaug 2005). Five customers in two furniture stores in the Red Star Macalline mall were 
randomly selected through convenience and probability sampling to be interviewed and 
shadowed for this study. Five store staff or store managers in an additional five furniture 
stores were also randomly selected. Same sampling methods as for customers were used for 
the staff and managers to make sure the collected empirical data covered a broad area in the 
field of consumer behaviour.     
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3.6 Data analysis 
For case studies the most common approach is to gather qualitative data to study one or more 
cases in detail. This can be done over time or during a specific time period. Case studies aim 
to describe general patterns to understand complex relations. The results from this type of 
generalisation is a temporary truth rather than an absolute truth. The results can in other 
words change depending on if the same study is done during a different time period or on a 
different case (Christensen et al 2001). However, the results from this study worked as a basis 
for future marketing decisions and further research. While mostly qualitative data was 
gathered for this study, it was also true that certain data was gathered for quantitative 
purposes in order to understand the general patterns in consumer behaviour in furniture stores 
in Shanghai. The qualitative data was used to analyse complex and in-depth information in 
the same case. As for the quantitative data, it was analysed with tables and crosstabs created 
in the software SPSS (Statistical Package for the Social Sciences), which is an analytical tool 
for statistical analysis which can help in the creation of various tables, diagrams and other 
analytical models from data. SPSS is a commonly used tool for data analysis (Bryman & Bell 
2015). The qualitative data in this study was interpreted and transcribed in order to be finally 
analysed against theory. Demography of respondents were analysed through descriptive- and 
frequency tables that were translated to diagrams. Quantitative data analysis was analysed 
with bivariate chi-square tests as well as multivariate linear regression analysis. 

3.7 Scientific rigidity 

3.7.1 Reliability 
Qualitative and quantitative research both require a set of criteria to be met in order for the 
data to be considered credible. To pass the criteria of reliability the data should be consistent 
and precise for the subject matter, if this study can be repeated in a population while reaching 
the same results it is considered reliable, thus proving that conclusions from the study is 
consistent and not produced per chance (Saunders, Lewis & Thornhill 2016). The reliability 
of this study was strengthened through probability sampling the entire population of the Red 
Star Macalline furniture mall and the Scissor, Rock, Cloth furniture mall and its customers, 
and by reaching data saturation with the surveys. 

 3.7.2 Transferability 
Transferability is the criteria concerning whether the study and its results can be applied to 
and used in other fields of interest. Because this was a single case study, the transferability of 
this study was in question. However, by providing thorough qualitative and quantitative 
information about consumer behaviour in furniture stores in Shanghai provided a basis for 
different types of future research. The results for this study can be transferred to other fields 
for comparative purposes, or even within the same field for future, more in-depth research. It 
is important to therefore clearly state the facts in the research about the study in order for the 
readers to determine whether the information is applicable to other fields (Bryman & Bell 
2015). 
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 3.7.3 Validity 
The validity of a study is measured through the consistency of the whole research. If the 
researchers stay within their research limitations, and if they are measuring and analysing 
what is supposed to be measured and analysed, a high degree of validity can be reached. This 
is important because it proves to the reader that the researchers have done the right research 
on the subject matter (Bryman & Bell 2015). By making sure the survey and interview 
questions measure the appropriate variables allowed this study to answer its research 
questions and fulfill its aim.  

3.8 Ethical considerations       
To avoid making the respondents for this study feel uncomfortable with the questions in the 
surveys and interviews, they were informed on the purpose of the study before actually 
handing out the surveys and conducting the interview. The ethical principles of a research 
study can be divided into four categories. These are lack of informed consent, harm to 
participants, invasion of privacy and deception (Diener & Crandall 1978). In order to fulfill 
the ethical principle of informed consent, the respondents were informed about the purpose 
beforehand as mentioned earlier. All methods for the empirical data collection posed no 
danger or risk of harming the respondents. Chinese value their privacy greatly as such care 
was needed not to invade the privacy of the respondents. In order to not seem to invasive in 
their private sphere, the anonymity of the respondents both in text and orally, was 
emphasised. To avoid deception, information provided to the respondents about the study was 
accurate and comprehensive. By translating this study into Mandarin and handing it out to 
store managers that participated as well as respondents who participated that asked for it 
minimised the feeling of deception. Furthermore, it is the norm to report results of the study 
to companies or other respondents that participated in the study. To further safekeep the 
integrity of the Chinese respondents the shadowing was done by observing the respondents 
store migration pattern from a distance. After finished buying process, the customers were 
approached for an interview. 
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4.0 Empirical data 
First, a presentation of data is made in the first, qualitative part of this chapter. Five 
customers in two furniture stores in the Red Star Macalline mall were randomly selected to 
be interviewed and shadowed for this study. Five store staff or store managers in an 
additional five furniture stores were also randomly selected. The following data presents 
observations made on the interviewed customers with the shadowing method. Lastly, the 
quantitative part is presented. 50 surveys were handed out to randomly selected customers 
inside two malls in Shanghai to gather quantitative data. 

4.1 Data presentation - Qualitative 

 4.1.1 Customers 
The first customer interviewed about their behaviour in a furniture store was a female in her 
later twenties or earlier thirties. She was with her partner while looking for appropriate 
furniture for their new home. This couple was searching for a variety of furniture to furnish 
and decorate their home with. Red Star Macalline mall was the first place the couple chose to 
visit for their quest of creating an ideal home for themselves, reason being because of the 
mall’s popularity and good reputation. Inside the mall, a store close to the main entrance of 
the mall was chosen by the couple. No external factors, except convenience, influenced the 
couple to choose the particular store in the mall. Walking past the glass wall of this store they 
noticed a sofa. It was the color of the sofa that caught the respondent’s attention. Once inside 
the store the couple went straight to the particular sofa and started examining it. The 
respondent expressed her feelings about the product store placement and display, explaining 
that this store had a good store interior design with good design patterns. While examining 
the sofa four key criteria had to be fulfilled in order to purchase it, according to the couple. 
Firstly, the color which seemingly suited the couple’s preference, hence the reason for 
walking into the store in the first place. Design pattern of the sofa was the second criteria 
being examined by the couple, followed by comfort as the third criteria. Once all of these 
characteristics were present and satisfying, the couple examined the last criteria which is the 
price. Even though the majority of criteria were satisfying for the couple, they did not 
proceed with purchasing the sofa, suggesting that pricing is crucial to purchase decision-
making even though it was regarded as the fourth criteria. The experience in the store for this 
couple was pleasing, expressing particular satisfaction with store- and furniture design. The 
respondent had no previous experience with the store and its brand. After leaving the store 
without a purchase she concluded that the sofa will be regarded as a reference point as an 
ideal in color and design when examining other sofas. 
 
The second respondent was a female in her forties. She was looking for furniture for her and 
her husband’s new home apartment. Main purchase objectives were beds and sofas. Her 
reason for choosing a furniture store on the third floor of the Red Star Macalline mall was 
because of the brand. She was indeed familiar with both the store and the furniture mall due 
to influence of friends and family. Through family recommendations and consulting, she 



 
21 

could establish a budget and preferred style on the furniture prior to setting out for shopping. 
Together with her husband and with recommendations from friends she found the most 
appropriate mall and store for her needs. When setting foot in the store the respondent 
expressed satisfaction with the store theme and sound which gave her the feeling of being 
close to nature and a sense of tranquility because of the numerous plants and an actual exotic 
bird inside a wooden cage in the store. After quickly overviewing the general furniture in the 
store the respondent started examining a sofa that she could vision herself having inside the 
apartment. During examination the following three criteria should be fulfilled before 
proceeding to purchase. Firstly, the company that manufactured the sofa is important. This 
will reveal the level of quality and environmental harm that was made during manufacturing. 
Second criteria are the color of the sofa and thirdly the shape, or design. With the help of the 
staff the respondent started to appreciate the function and practicality of the sofa as well. All 
of the criteria satisfied the respondent who proceeded to the checkout counter to purchase the 
furniture. 
 
As for the third respondent, a female in her early twenties went to the Red Star Macalline 
furniture mall explicitly to buy a bed. She gained knowledge about the mall by surfing the 
internet as well as in her friend circle. As the respondent was walking around in the mall she 
noticed a store having furniture of novel design. This was her initial reasoning behind 
selecting this particular store. It was the bright and odd colors on the furniture that made the 
store stand out from the others. According to the respondent two main factors influenced her 
decision to search for furniture in this particular store, mainly advertisements and the price 
compared to other brands. First steps into the store she expressed satisfaction in spaciousness 
of the store together with the timeless design of the furniture. The first piece of furniture that 
caught her attention was the odd colored armchair next to the entrance. Its bright color and 
unique design made the respondent walk into the store and examine it and other furniture. 
After examining the armchair she proceeded on to examine the brightly colored sofas nearby. 
For her, the price, material and comfort of the furniture was of importance. Design also 
influenced her decision as a customer in the store. After investigating furniture in store 
further the respondent left without a purchase. The main reason behind not proceeding to buy 
a sofa in this particular store, despite the beautiful design and comfort was the price which 
was too high. 
 
Respondent number four arrived to Red Star Macalline furniture store to explore and find the 
style that fits him and his style. As a male in his twenties the respondent walked around to 
find furniture for his new home. At first glance the furniture store displayed beautifully 
designed furniture with an exotic theme. Many decorations filled the store together with the 
main furniture. The naturalistic feeling of the store seemed inviting and brought a peace of 
mind, according to the respondent. As the need for furniture arose the respondent started 
asking relatives and friends where the best furniture is located, thus did they recommend the 
mall to him. Most consultation from family and friends pointed out that the mall was very 
popular in China. The respondent did not hear about the store earlier until he saw it while 
walking around the mall. His incentive for entering the store was its unique theme compared 
to the other stores. Taking the first steps into the store he noticed the store had somewhat 
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dimmed, yet clear lighting. The style of the furniture seemed unique yet simplistic in style. 
The furniture placement and display in the store was somewhat confusing to the respondent 
as no clear patterns could be seen, reflecting that of a real home. The main two pieces of 
furniture that caught the respondent’s attention were the bed and sofa. Four criteria were 
inspected. Firstly, the comfort of the furniture. Secondly its design details and style. Thirdly, 
the price and fourthly the size of the furniture. Comfort seemed to come before design and 
style as the respondent expressed that this is the most important characteristic of furniture like 
bed, sofas and chairs. Because the main objective of coming to the mall was to explore 
different styles he placed this criterion second. Because the respondent is young with medium 
salary and a medium sized home, the price and size of furniture was important to him. At the 
end of the interview the respondent stated that he like the theme of the store the most. As for 
the furniture it seemed not to be his most ideal style but he would definitely regard it as 
reference in the future in search of other styles on furniture. 
 
The last customer respondent was a female in her fifties accompanied by her husband. She 
came to the furniture with a clear objective in mind, to buy a tea table. The reason for 
choosing the store on the third floor of Red Star Macalline furniture mall was because of 
recommendations from friends as a store with low price. The product to price ratio was in 
other words good. The respondent liked the southeast asian-influenced style of the furniture 
and the theme, giving an ecological or naturalistic concept in the store. It gave her a feel of 
refreshment because of the color and ecological theme. Her initial reactions in the store was 
the product placement and display as well as the design and style, which she liked. As the 
respondent entered the store she skipped all other furniture and went straight to the tea tables. 
She felt that the product was unique in design. The respondent then proceeded to examine the 
wood quality and which kind of wood the furniture was made of. After the examination she 
expressed great satisfaction with the furniture and that she would consider buying it. Before 
making any purchase she wanted to thoroughly look around the mall in search of other better 
tea tables. After her first experience with the store, the respondent exclaimed that she was 
happy with the experience and will come back to shop there in the future. Before leaving she 
expressed that the furniture was too cheap which could mean that the wood material is not 
good and that it could be mixed wood, but if the design and quality is good then she will not 
mind the low price. 

   4.1.2 Store staff 
The structured questions in the interview contained questions regarding what different 
segments of customers preferred when it comes to base material of the furniture, secondary 
material, design, environment protection, function and lastly staff service. Customer 
segmentation was divided into three categories by age. Under 30, between 30 and 50, as well 
as over 50. In each of these segments, further segmentation was made between gender, 
income and nationality. All of the respondent’s answers were analysed against each other and 
the most common answer to each question is presented as follows. 
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When it comes to the base material of the furniture majority of respondents expressed that 
plywood and similar layered wood was the most preferred wood type among males and under 
the age of 30. Although pure wood was also popular among females in the same age 
category. Lower income customers preferred mixed material instead of pure wood in the 
same age category, while the overwhelming majority of high income customers preferred 
pure, real wood. For Chinese people the most preferred wood type was pure wood although 
plywood and mixed materials also occurred. Foreign nationalities in Chinese furniture stores 
had a generally even mix of preference on type of base material. The most preferred 
secondary material for customers under age 30 was leather and cloth. Leather was more 
preferred among males while cloth was favored among females. Foreigners seemed interested 
in metal as a secondary material. The overwhelmingly preferred design style on furniture by 
customers under 30 were modern European style. As for environmental protection the 
majority of customers wanted to see furniture fulfilling the European or Japanese 
environmental protection standard while only a small number wanted to see that the furniture 
fulfilled the Chinese national environmental protection standard. Comfort, storage, easy to 
maintain and customisability were four features very common in preference when it comes to 
the functionality of the furniture, with somewhat more emphasis on comfort. Although most 
of the customers preferred to see a generally good service throughout the buying process, the 
most preferred one was the before sale service, followed by the after-sale service.  
 
As for customers between the ages 30 to 50 the overwhelming majoring majority preferred 
pure wood as base material. More males than females in this group did however prefer 
plywood as well. Steel was more popular among higher income customers in the same age 
category. The vast majority of customers preferred leather as a secondary material, although 
cloth was also preferred by women. Metal as a secondary material was somewhat popular 
among higher income customers as well as foreigners. European modern style was also the 
most preferred style of furniture in this age category however American and Chinese style 
followed closely after it. The majority of customers between 30 to 50 wanted to see that the 
furniture fulfilled the European national environmental protection standard. The Japanese 
environmental protection standard was more apparent among higher income customers. For 
customers in this age category comfort was highly important when it comes to functionality 
while storage came as a distant second. Before sale, mid sale, as well as after sale service 
were seen as equally important to customers in this age category.  
 
In the age category of customers over the age of 50 the vast majority of them preferred pure 
wood as a base material for the furniture. As with the previous age categories the customers 
in this category generally preferred leather as a secondary material. However, most women 
preferred cloth in this age category. Metal was somewhat apparent with high income 
customers as well as foreigners. When it comes to the style of the furniture Chinese 
traditional style rivals that of European style in this age category. French style was also more 
common in this age category than the previous ones. In all age categories including this the 
European environmental protection standard was the most preferred one to be fulfilled by the 
furniture companies, though the Chinese environmental protection standard was more 
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apparent in this age group than the previous ones. In terms of functionality, comfort was the 
most preferred factor, followed by customisability as a distant second. 

4.2 Data presentation – Observations 
Figure 2 below illustrates store migration patterns of the first respondent presented in the first 
paragraph in 3.1.1. Walking into the mall, the respondent noticed a sofa which coloring 
caught her and her partner’s eye before setting foot in the store. 
 

 
Figure 2: Store migration number one (Halilovic 2017). 

 
Once inside the store the couple went straight to the sofa at station one represented by a 
yellow dot with the number one. Interesting here is that they completely ignored the odd 
colored armchair located directly in front of the entrance inside the store. The couple spent in 
total approximately three minutes examining the sofa at station. After the first minute of 
examination the staff approached the couple and helped answer general questions about the 
sofa. Next, the couple moved to station two with the staff where they spent one minute 
overviewing the bedroom furniture and other bedroom decorations. They finally moved to 
station three where the staff usually waited for customers to come into the store. Here the 
couples discussed pricing and financing for three minutes before moving on to the next store. 
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Figure 3: Store migration number two (Halilovic 2017). 

 
Figure 3 illustrates the migration patterns of the second respondent presented in the second 
paragraph in 3.1.1. Almost a fourth of the outer walls were completely open making it 
convenient to enter the store. The respondent walked into the store on the side closest to the 
mall’s main walking area close to where the escalators were located. Two of our human 
senses caught her initial attention that made her appreciate the store. It was the sight and the 
sound. Through superficial sounds as though being in a rainforest, and sounds of a live exotic 
bird made the respondent feel close to the nature and tranquil in mind. She observed the sofa 
and the surroundings at station one for less than a minute, soaking in the sight and sound of 
the store. She then proceeded to the bed at station two which she spend approximately a 
minute examining. Her attention hastily moved to the sofas at station three where she spend 
10 minutes thoroughly examining them. After this she moved to station four to talk with the 
staff and finalising the purchase plans of the sofa during approximately 20 minutes. In station 
five she proceeded with the purchase and then left the store using the most convenient path 
possible. 
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Figure 4: Store migration number three (Halilovic 2017). 

 
The migration patterns of respondent number three are illustrated in figure 4. An armchair 
was noticeable because of its color and it was placed just inside the store very close to its 
entrance. This effectively caught the eye of the respondent who quickly moved to inspect it at 
station one for about 20 seconds. Next she moved to the sofas with bright colors and a 
beautiful design. Here she spent less than a minute inspecting it. As the staff approached her 
in station two she explained to them that she only wanted to look around and did not need any 
help. She then proceeded to her main objective which are beds. Five minutes was spent 
walking around and inspecting the furniture in the bedroom section. As she passed through 
the section she eventually left it continuing to the next store.  
 

 
Figure 5: Store migration number four (Halilovic 2017). 

 
In figure 5 we see the migration patterns of the fourth customer respondent. Like the second 
respondent he entered the store on the side closest to the walking area of the mall in close 
proximity to the escalators. After spending less than a minute on station one, absorbing the 
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design, theme, sound and atmosphere of the store he then proceeded to station two, spotting 
the bed. After examining the bed’s unique design the responded moved on to station three 
where he spent approximately five minutes looking around and inspecting different furniture. 
He seemed mostly interested in the sofas, their comfort and design in particular. The exotic 
bird in the store caught his attention for a short while before leaving the store. 
 

 
Figure 6: Migration number five (Halilovic 2017). 

 
The final customer respondent chose to enter the store the same path as the previous two 
respondents in the same store did, as illustrated in figure 6. This respondent walked straight 
past a number of furniture until arriving to station one where she spent approximately five 
minutes asking staff questions the characteristics and pricing of the desired tea table. Next the 
respondent spent time in the area around station two, three and four, making only short 
location changes between the stations. Approximately four minutes was spent divided among 
the three stations, inspecting the bed, wardrobe, tea table and bedroom shelf before deciding 
to leave the store. As the respondent leaves the store, she notices unique furnishing and 
decorations at the exit of the store where she decides to spend a minute inspecting the style 
and design. 
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4.3 Data presentation – Quantitative 
Figures 7 through 9 presents the demography of the sampled population of the respondents 
for this study. Figures 7a and 7b illustrate the gender and nationality statistics of the 
respondents. 
 

 
Figure 7a: Gender of respondents (Halilovic 2017).  Figure 7b: Nationality of respondents (Halilovic 2017). 
 
Females consisted of 60% out of the entire population, suggesting that both genders had a 
clear presence in furniture malls and stores, though there was a bigger presence of females as 
the statistics suggest. A small minority of respondents were foreigners living in China while 
92% of the respondents had a Chinese ethnicity and nationality.  

 
Figure 8a: Age of respondents (Halilovic 2017).  Figure 8b: Average age of respondents (Halilovic 2017). 
 
Figures 8a and 8b illustrate age frequency of the entire population. The most common age for 
respondents were 30 years followed by 38 years. Out of 50 respondents seven presented their 
age as 30 years while the least common ages were between 31, 33 and 34 years. Interestingly, 
the age of the respondents averaged around the age of 34 years. The youngest respondent was 
20 years while the oldest was 55 years. One respondent did not specify age. 



 
29 

 
Figure 9a: Income of respondents (Halilovic 2017).  Figure 9b: Average income of respondents (Halilovic 2017). 
 
Figures 9a and 9b illustrate frequency on respondents’ level of income. The numbers 
represent amount of annual salary in the Chinese national currency which is Chinese yuan 
Renminbi. Most common income category was 50 000-149 999 Chinese yuan Renminbi 
annual salary among the respondents followed by 500 000 Chinese yuan Renminbi and 
above. The average income category was 150 000-299 999 Chinese yuan renminbi among the 
respondents.  
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5.0 Analysis  
Selected demographic and psychological factors sets the textual structure for this chapter. 
Factors taken from this study’s theoretical framework is analysed against collected empirical 
data from interviews, surveys as well as observations. Following factors are analysed in 
sequence: Gender, age, income, ethnicity, knowledge, lifestyle, attitude, value and need. 
Lastly, three chosen theoretical models are analysed against previous data. 

5.1 Data analysis - Qualitative  
Gender plays a smaller role on influencing consumer behaviour than age and income, but it 
plays a role nonetheless. Lighter colored wood was preferred by males such as maple and 
birch which are usually of lighter color. Females preferred darker wood such as cherry wood. 
Some companies completely exclude the opposite gender in order to appeal to one gender 
more (Nicholls & Bumgardner 2007, Szmigin & Piacentini 2015). Although color of the 
wood did not matter very much between genders according to interviews with store staff, 
what mattered was the type of material used on the furniture. Plywood and similar layered 
wood was preferred as a base material on furniture among males while pure wood was 
somewhat more common with females. As a secondary material the most preferred overall 
was leather as the vast majority of men and some women preferred this type of secondary 
material. Most women did however prefer cloth above leather. No significant difference was 
found between males and females in regards to design. While both genders preferred 
European modern style, Japanese style was emphasised by males and Mediterranean style by 
females. As for the functionality of the furniture males emphasised comfort more than 
females. 
 
As was the case with gender, the age of consumers did not dictate what type of wood was 
preferred. Instead of influencing the customer’s preference of wood type, it influenced what 
type of base material and secondary material on the furniture was preferred. Previous studies 
showed that younger consumers favoured wood that usually were of lighter colors while 
older would normally prefer wood of darker nature. Respectively, the younger generation in 
Shanghai were less ethnocentric than their older counterparts and would thus be more open to 
buying foreign products over domestic ones (Nicholls & Bumgardner 2007, Lu Hsu & Nien 
2008). Interviews with store staff reveal that mid-aged to older generations, starting from age 
30, prefer pure wood as base material on furniture while consumers under 30 usually 
preferred plywood. As for secondary material the most preferred is leather followed by cloth, 
the latter more popular among females and increased in popularity with age. Consumers of all 
ages preferred a modern European style on furniture above all. As age increased, so did the 
variety in style. Some consumers between the ages of 30-50 would instead favor American 
and Chinese styles. Plenty of consumers over 50 would specifically favour French style over 
other European and international styles. Some consumers wanted to make sure that 
manufacturing process of the furniture would follow a environmental protection standard. 
Consumers of all ages would prefer European environmental protection standard over the 
Chinese and others. However some younger consumers favored Japanese while some older 
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consumer consumers would favor the Chinese environmental protection standard. Most 
common criteria for functionality on furniture among consumers were comfort, storage, easy 
maintenance and customisability. Younger consumers would put emphasis on comfort. 
Fulfilling the criteria of comfort became increasingly important with age. The middle age 
category would put storage as a distant second on the list while consumers above 50 would 
express that customisability comes as a distant second. The general consensus among 
consumers is that a good service is essential throughout the whole buying process. 
Consumers under 30 usually put emphasis on before sale service closely followed by after 
sale service. As theory suggests, the ethnocentrism increases with age among the 
Shanghainese consumers as the choice of environmental protection standard suggests. 
 
Previous studies show that wood that connotes high quality and gives a status position, would 
be preferred by higher income consumers such as cherry wood that is usually darker in color. 
Because of unknown underlying factors it is hard to establish how much influence income 
has on the preference to buy domestic Chinese product brands over foreign. Nonetheless, 
studies show that lower income Shanghainese consumers generally would prefer domestic 
brands over foreign ones. Income also influences how consumers perceive the design of a 
furniture which in turn affects the perceived value and held opinion over the furniture 
(Nicholls & Bumgardner 2007, Lu Hsu & Nien 2008, Lee 2014). Higher income consumers 
would generally prefer pure wood while lower income counterpart preferred mixed material 
as base material. Among all consumers leather as a secondary material was favored however 
the preference for metal as a secondary material gained popularity among higher income 
consumers. The vast majority of lower income consumers preferred European modern style 
of furniture which also was the case with higher income consumers, however there was an 
emphasis on French and American style as well in the latter category. Whether the company 
fulfilled the Japanese environmental protection standard was a more common concern among 
higher income consumers. While both categories preferred comfort as the most important 
functionality customisation of furniture was strongly emphasised by higher income 
consumers. Higher income consumers had a slightly higher demand on overall staff service 
than their lower income counterpart. 
 
An increasing presence of foreigners in China is a reality. As the ethnicities increases in 
China this includes being exposed to various cultures. It is therefore a legitimate strategy to 
segment consumers based on ethnicity. A study shows that local Chinese consumers, which 
are still the overwhelming majority of consumers in China, are more ethnocentric than the 
consumers in Taipei in Taiwan. However the younger generation of consumers is less 
ethnocentric than the older and therefore has a higher tendency to buy foreign products rather 
than domestic ones. Consumer tend to console their family members, friends and neighbors 
when buying products or services that are not purchased on a frequent basis. It is therefore 
interesting to find out if there is any difference in amount of consultation among ethnicities 
(Huifeng & Ye 2017, Blackwell, Miniard & Engel 2006, Lu Hsu & Nien 2008, Foxall 2014). 
Consulting friends was fairly common among foreigners as the surveys suggest, however the 
most important influencer and decision-maker is oneself especially foreigners from the 
western countries. As for the Chinese the most common method of consultation is to surf the 
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internet and compare brands but also to consult friends, very often through social media. As 
for the preference of wood type, foreigners had a generally even mix on the base material. 
There was also a present mix of preferences in regard to secondary material with stronger 
emphasis on metal. By the small number of foreigners doing the survey as well as the amount 
of uncertainty and lack of knowledge by store staff about foreign customers indicates a lack 
of general scientific knowledge on consumer behaviour on foreigners in China. Many 
respondents among the store staff could simply not answer questions such as preference of 
style by foreigners. The lack of understanding in regard to staff service towards foreigners 
and functionality preferences on furniture was also apparent. 
 

Consumers level of prior knowledge about the needed product or service dictates opinions 
and final decisions made by them. Knowledge gaps of consumers should be filled in by 
companies through promotion of various kinds. More knowledge exposed to consumers and 
the market will result in a generally better understanding of the wanted product or service 
(Claxton, Fry & Portis 1974, Blackwell, Miniard & Engel 2006). Virtually all of the 
respondents had prior knowledge about the furniture mall Red Star Macalline which 
according to themselves is the most popular mall in Shanghai. What is interesting is the lack 
of knowledge about the furniture brands within the mall. Only a minimal number respondents 
had knowledge of them prior to setting foot in the mall. A somewhat larger number of 
respondents had prior knowledge about wood quality and other characteristics of importance 
for buying furniture. Almost all respondent’s strategy of filling in knowledge gaps took place 
in the store by walking around and inspecting different furniture stores and examining the 
furniture therein. 
 

According to previous a previous study four categories of lifestyles exist. These are modern, 
individualistic, traditional and the style-less lifestyle. The lifestyle of a consumer not only 
affects the decision-making on which product or service to buy but also how information 
gathering is conducted (Bednarik & Kovats 2010, Claxton, Fry & Portis 1974). Younger 
consumers with more modern lifestyles tended to gather information by surfing the internet 
as well as consulting friends and family. Traditional people tended to consult family and then 
friends while being slightly ethnocentric which in turn slightly affected their decision to buy 
domestic products over foreign ones. 
 

Attitude shapes the behaviour of consumers in both a positive and negative manner. If a 
consumer is positive towards something, like a person, product or brand, his opinion and 
tendency to behave positively towards it will be increased. Attitudes are shaped by prior 
knowledge and values of the particular thing. Opinions of something can be changed by 
filling in knowledge gaps which in turn reshapes the attitude towards it. As mentioned earlier 
attitudes merely shows the tendency to act in a positive or negative manner. The act itself 
however is oftentimes shaped by the public opinion that takes precedence over individual 
opinions. This happens oftentimes due to group pressure or superimposed activities (Cooper 
& McGaugh 1966, Golden 1952). According to interviews with staff and customers there are 
five major factors that shapes the attitude of the consumer. Firstly, the initial perception of 
the store is an important attitude setter. The way a store catches the five senses of a consumer 
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will either set a negative or positive attitude when further examining the store. Secondly, 
colors on the furniture goes somewhat hand in hand with the first factor as it catches attention 
and creates an interest to further examine the furniture. Next, design of furniture also affects 
the attitude as different lifestyles prefer different designs as shown by income for example. 
Fourthly, how well companies emphasised a healthy environment would also shape the 
attitude towards the brand and its products. Lastly, pricing on the furniture will shape the 
attitude towards a furniture especially when it comes to the final act of whether or not to 
purchase the furniture. 
 

Values are created by individuals toward things. If an individual conceives an object to be of 
great value then this will be an important factor in decision-making made. There are six 
major value orientations an individual can have that will influence the perceived value of 
other things. These are theoretical, economic, esthetic, social, political and religious. 
Clergymen would for example have high religious and social values (Cooper & McGaugh 
1966, Reich & Adcock 1976). Respondents that were perceived to favor domestic products 
because of ethnocentrism were usually considered having a high political value orientation. 
Respondents who highly valued the environment would be seen as having high theoretical 
and social value orientations. Brands incorporating a specific religion or way of life in their 
products were either value oriented religiously or socially because of local traditional 
ideologies. The overwhelming majority of respondents had high economic value orientation 
as well. 
 

Product and services in harmony with the need of a consumer will gain the attention of that 
particular consumer effectively. Needs does not only constitute of things that consumers 
consciously want but also by those things which they need but are unaware of its existence. 
This phenomenon is called need gaps. The need gaps can be filled by companies through 
highlighting the need gaps for their consumers. Research shows that impulse buying is 
happening by filling in the need gaps, making consumers suddenly aware of a product or 
service they need (Foxall 2014, Nordfält 2008). The most common reason for visiting the 
mall and its furniture stores was due to having a new home that needs furnishing and 
decoration according to respondents. However, some of the respondents came for one 
essential furniture such as bed. It may be the case that those respondents valued a good 
night’s sleep more and would therefore revalue their attitude towards comfortability of beds. 
Some respondents came to the mall purely to decorate their home. They did not look for one 
particular decoration but rather for a multitude of them. Other customers came to the mall in 
order to explore their furniture style. By exploring and being exposed to different styles and 
designs of furniture, their need gap would be filled or at least become narrower. 

5.2 Data analysis - Observations 
Collected empirical data shows that the features of a furniture piece is highly appreciated 
among consumers but does not trump the importance of comfort, design and price. Before 
setting foot in store, the way consumers gather information about furniture according to 
respondents is mainly through surfing the internet, consultation of family and friends, as well 
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as advertisements in respective order. Word of mouth affected the overall public opinion as 
shown by the amount of public popularity Red Star Macalline furniture mall has. Word of 
mouth is a variable that can be highly effective in influencing consumer behaviour. It can 
even be more effective than formal advertising (Foxall 2014). Advertising and promotions 
closes need gaps and attract customers if advertisements are accurately segmented toward 
either gender, age, income or lifestyle. The way advertising, promotion and social visibility is 
conducted for a product or brand will create the necessary experiences as a basis for brand 
loyalty (Bronnenberg, Dube & Gentzkow 2012). A number of respondents replied that they 
chose their particular mall and furniture store based on convenience. Marketing segmentation 
can be done to consumer through geographical location. Convenience of stores may affect 
consumer behaviour as well (Nicholls & Bumgardner 2007).  
 
As an initial eye-catcher, color seem to be the most important factor followed by uniqueness 
of design. Style and design patterns is closely followed by product store placement or retail 
displays when it comes to initial perception of the store. Product placement can affect the 
migration patterns and buying behaviour of consumers (Nordfält 2008). Store ambience 
played a somewhat lesser role. As long as the furniture and details were clearly visible, a 
uniquely formed store ambience is not as important. Store ambience affects the joyfulness of 
the consumer as well as the visibility of product and price (Nordfält 2008). Store sound or 
music showed to have an effect on customer in his initial perception of the store. When it 
comes to examining the product the overwhelming majority of respondents started examining 
the comfort of it closely followed by material and quality. Comfort, durability and quality of 
the bedroom furniture would be considered by consumers when evaluating bedroom furniture 
(Cao 2004). The fifth customer respondent that was price-sensitive seemed to be interested in 
the type of wood and quality of the tea table confirming the theory that the durability of the 
furniture for price-sensitive customers is seen as highly important when selecting furniture 
(Bednarik & Kovats 2010). A deeper inspection of design detail and functionality would also 
be examined on the furniture. The input from staff during mid sale service is mostly on 
quality, material as well as product features or functionality. Whether or not the furniture 
consists of a mix of different materials affects consumer’s opinion of it (Nicholls & 
Bumgardner 2007). The last criteria of examination for customers according to all 
respondents is price which according to studies is one of the most important criteria for 
consumers shopping bedroom furniture. Chinese furniture has a clear advantage with low 
labor and production costs (Cao 2004).  
 
Service during the whole buying process was seen as important. Service is another important 
variable for customers. If the expected service that comes along with a product is poor then 
consumers’ attitude will be affected negatively (Blackwell, Miniard & Engel 2006). It is 
often consumers’ past experiences that create brand loyalty. The way advertising, promotion 
and social visibility is made for a product or brand will create the necessary experiences as a 
basis for brand loyalty (Bronnenberg, Dube & Gentzkow 2012). Brand loyalty was virtually 
non-existent suggesting that time gaps for repeated purchases are too big for consumers to 
develop proper brand loyalty. 
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5.3 Data analysis – Qualitative 
Figure 10 presents survey respondent’s lifestyle which was be analysed against various 
variables in order to understand the behaviour of consumers from different ways of life or 
lifestyle choices. 
 

 
Figure 10: Lifestyle of respondents (Halilovic 2017). 

 
Different types of lifestyle do not only influence the decision made by the consumer but also 
on how the information about the product is collected and obtained as well as the resources 
the consumer possesses for gathering information and making decisions (Claxton, Fry & 
Portis 1974). The question was a multiple-choice answer which allowed respondents to 
answer all choices that applied to them. An alternative was provided for those respondents 
living a lifestyle not defined by given options. By choosing the alternative other and 
specifying lifestyle choice in there opened up doors for more lifestyle choices to be added in 
the survey. Only a small number of respondents added another lifestyle in that alternative 
suggesting that the most common lifestyle choices already were specified. Most common 
lifestyle choice was being aware of- and protecting the environment followed by spirituality, 
fashion and arts respectively. Respondents generally had a higher interest in Chinese culture 
and tradition over western. 
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Figure 11a and 11b further segments the population that conducted the survey by measuring 
gender and age together with lifestyle choices: 
 

 
Figure 11a: Lifestyle-Gender of respondents (Halilovic 2017).       Figure 11b: Lifestyle-Age of respondents (Halilovic 2017). 
 
As seen in the two figures, the second most frequent lifestyle among males was sports and 
health second only to environment. The third most favorable lifestyle choice from that 
category was both spirituality and fashion on a shared third position. With females, the most 
common lifestyle choices reflects that of the cumulative population, environment on the first 
place, spirituality on second and fashion on third. This suggests that store owners that targets 
male customers over female ones should incorporate sports and health in their marketing 
strategy for this goal while incorporating more arts themed lifestyle will cause the opposite 
result. Some companies completely exclude the opposite gender in order to appeal to one 
gender more (Szmigin & Piacentini 2015). No major lifestyle differences were seen when 
dividing the respondents into age categories. Although one interesting factor is that the 
overwhelming majority of respondents choosing western tradition and culture as a lifestyle 
was from the youngest age category suggesting that ethnocentrism is not as popular amongst 
the youths as with the elderly. The younger generation in Shanghai were less ethnocentric 
than their older counterparts and would thus be more open to buying foreign products over 
domestic ones according to previous theory (Lu Hsu & Nien 2008). With a growing number 
of foreigners permanently residing in China makes ethnicity of consumers of growing interest 
for companies according to theory (Huifeng & Ye 2017). However, as figure 7b shows, 
foreign customers are still a small minority in furniture malls and furniture stores. Even 
though the foreign population in Shanghai is increasing, it is still a less significant minority 
for companies to take into consideration.  
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Figure 12: Lifestyle-Income of respondents (Halilovic 2017). 

 
Figure 12 further segments the population who did the survey by measuring income together 
with lifestyle choices. Luxury lifestyle was only chosen as a lifestyle by one respondent 
having the highest income annual salary as presented in the diagram. Environment is the most 
popular lifestyle amongst all income categories except the lowest, having spirituality as the 
most popular. In the second highest category the environment shares number one position as 
the most popular lifestyle together with fashion. The only two income categories choosing 
academics as a lifestyle choice was the third and fourth highest. Respondents with highest 
income chose two terms closely linked to design, namely fashion and arts, respectively as 
lifestyles after environment. Theory says consumer’s perceived value of a furniture is linked 
to their income which influences opinion on furniture design (Lee 2014).  
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Table 1: Sports and health and question #6 (Halilovic 2017).  

 
 
 
Table 1 through 4 presents different variables from the question about lifestyles against 
questions six, seven and eight. Table 1 shows the dependent variable of sports and health 
being significant with the independent variable design from question six in the survey. The 
question asked what factors inspired and motivated respondents to visit the particular 
furniture store. This suggests that respondents living a lifestyle of sports and health actually 
were incentivised to visit the brands store and products based on its design.  
 

Table 2: Luxury items and question #7 (Halilovic 2017). 

 
 
As shown in table 2 dependent variable luxury items as a lifestyle was tested against 
independent variables in question number seven in the survey pertaining which persons 
customers asked for consultation. The lifestyle choice of luxury items was significant with 
consulting friends about products in furniture stores suggesting that living this lifestyle will 
also lead to consulting from friends on needed furniture. However, the response frequency of 
this lifestyle was indeed very low making it hard to draw general conclusion on the overall 
population of customers living a lifestyle of luxury to be linked to consulting friends.  
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Table 3: Other lifestyles and question #7 (Halilovic 2017). 

 
 

Table 3 presents other lifestyles as a dependent variable analysed against independent 
variables in question number seven. Surfing the internet for consultation and information 
gathering was significant with having a lifestyle other than those alternatives presented in the 
survey. Though the variables are significant and the beta coefficient has a rather high number 
only one respondent chose another lifestyle. As was the case with table 2 the response 
frequency of other lifestyles was very low making it hard to draw general conclusions on the 
overall population of customers to be linked to internet consulting. The lifestyle chosen as an 
alternative was history and archeology. 
 

Table 4: Fashion and question #8 (Halilovic 2017). 

 
 

Table 4 presents five independent variables from question number eight being significant 
with the dependent variable fashion as a lifestyle. Question number eight asked when and 
how the respondents found out about the furniture store they visited. The analysis shows no 
significance on when respondents living a lifestyle of fashion found out about the store. 
However, finding out through advertisements, friends, internet, walking past it as well as 
other alternatives was significant with fashion lifestyle suggesting that customers with an 



 
40 

interest in latest trends oftentimes are exposed to furniture stores through advertisements, 
friends, internet or simply by walking past the store.  
 
Variables from question number six was analysed against variables from question number 
eleven. Sixth question of the survey asked about factors that influenced respondents to visit 
the store while eleventh question asked how the experience in the store influenced 
respondent’s opinion and needs about the store and its products. Three dependent variables 
from question number six were significant with various independent variables from question 
number eleven. The three dependent variables were price, brand, and surfing the internet as 
influencing factors for visiting the store. As for visiting the store because of its price on 
products there was a significance with respondent’s opinions being influenced by the very 
same factor after leaving the store. The beta coefficient value between these variables were 
too low and can thus be disregarded. When brand was an influencing factor for visiting the 
store, the design on its products was a significant opinion-influencer on the respondents, 
showing a high beta coefficient value. As for surfing the internet, design once again was a 
significant opinion-influencer together with influence from family and friends. This suggests 
that respondents surfing the internet for a product will most likely be influenced by family 
and friends during the buying process. The public opinion usually takes precedence over 
private opinions (Gorden 1952). 
 
Lastly, income of respondents was analysed as a dependent variable against independent 
variables of question number eleven regarding what factors influenced opinions of 
respondents after leaving the store, showing three different relations. Quality, product 
features and other factors were significant in relation to what type of income the respondent 
had. Theory says consumer’s perceived value of a furniture is linked to their income which 
influences opinion on furniture design (Lee 2014). There was no significance between design 
influencing opinions depending on respondent’s income, however quality and product 
features as opinion-influencers are indeed significant with the type of income respondents 
had. 
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6.0 Conclusion 
This study presents store migration patterns observed through interviews and shadowing in 
furniture stores as seen in figures 2 through 6. Observations show that customers usually 
follow similar migration patterns, suggesting that companies can control the migration flow 
of customers by manipulating product placement in store. Unique furniture that catches the 
eye seems to influence store migration patterns immensely together with customers original 
needs. Store migration behaviour has thus been mapped on five customers in furniture stores. 
Conclusions drawn from analysing theoretical hypotheses against collected empirical data 
through surveys, interviews and observation is presented below. Formulated conclusions 
fulfill the aim and research questions of this study.  
 
Nine factors play an important role in influencing consumer behaviour in furniture stores in 
Shanghai. These factors are: Gender, age, income, nationality, knowledge, lifestyle, attitude, 
value and need. Consumers in a market can be segmented by the first four mentioned 
demographic factors. Each market segmentation is influenced differently by the five latter 
psychological factors. Companies can create a profitable marketing strategy with these 
segmentations in mind by manipulating the psychological factors according to needs of each 
market segment. Organisations can direct resources on following factors to create a profitable 
marketing strategy: Initial perceptions of the store, colors on furniture, design of furniture, 
environmental protection standards of companies and pricing 
 
Customers are conscious about the environment and value environmental protection 
standards highly. When examining furniture, customers usually follow three steps. They start 
by examining the comfort, material and quality. Next, they move on to examine design 
details and functionality, concluding the steps by lastly examining price which is perhaps the 
most crucial decision-making step. Detailed conclusions from each demographic and 
psychological factor are presented below. 
 
Gender 
The male-female ratio of customers in furniture stores is almost equally distributed with a 
slightly stronger emphasis on females. The overall preferred secondary material on furniture 
is leather. However the majority of females favored cloth. The most preferred style of 
furniture was modern European style. 
 
Age 
Customers aged 30-50 was the most common age group followed by the age group under 30. 
Average age was 34. Having western tradition and culture as a lifestyle was common in the 
youngest age category. Ethnocentrism and favoring domestic products were common in the 
older age categories.  
 
Income 
Most common base materials on furniture for customers was either plywood or pure wood 
while the overwhelming preference was pure wood among high-income customers. Even 
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though leather was the overall favorite secondary material, metal saw an increase in 
population in the same category. They would also see that furniture manufacturing follows 
Japanese environmental protection standard while the vast majority of respondents favored 
the European environmental protection standard. 
 
Ethnicity 
Foreigners preferred consultation from people, mainly friends and oneself for furniture. 
Chinese also wanted friends and familys’ consultation, but oftentimes through social media. 
There are still not many foreign customers in furniture stores in Shanghai. Consumer 
behaviour of foreigners in China is therefore not an important factor to study as of today. 
With growing immigration of foreigners to China it is inevitable that this factor will become 
more important in the future. 
 
Knowledge 
Almost all respondents had knowledge about furniture malls while almost none had 
knowledge about specific furniture brands and stores. Some had knowledge about important 
characteristics to examine on furniture. Information was mainly gathered through internet, 
consultation as well as advertisements in respective order. Word-of-mouth was a popular 
marketing method that affected overall public opinion on furniture stores and brands. 
Knowledge gaps were filled by walking around in different furniture stores. 
 
Lifestyle 
Most popular lifestyle was environment consciousness. Second most popular among males 
were sports and health while among females’ spirituality, fashion and arts respectively.  
Living a fashion-lifestyle one gets exposed to furniture stores through advertisements, friends 
and family, internet or simply by walking past the store. Consumers with a lifestyle of sports 
and health were incentivised to visit the brands’ store and products based on products design. 
Environment is the most popular lifestyle amongst all income categories except the lowest, 
having spirituality as the most popular. Environment and fashion are equally popular among 
consumers in the second highest income category. 
 
Attitude  
Five main factors influence attitude: Initial perceptions of the store, colors on furniture, 
design of furniture, environmental protection standards of companies and pricing. Store 
ambience had no big effect on customers as long as products were clearly visible. Three main 
factors include the initial perceptions of furniture stores: Color, uniqueness of design and 
style, and product store placement. 
 
Value 
Having high political value orientation incentivised favoring domestic products. Having high 
theoretical and social value orientations incentivised valuing the environment highly. 
Religious value orientation incentivised favoring brands promoting a specific religion. 
Overwhelming majority of respondents and companies had high economic value orientation. 
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Need 
Comfort was the most important function of a furniture followed by storage, customisability 
and easy maintenance. The need for good service is stressed. When customers visit stores to 
buy decorations, they usually do not look for a specific one but a multitude. Examining 
furniture was usually done in three steps: Comfort, material and quality, Design details and 
functionality, and lastly price being perhaps the most crucial decision-making step. 
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7.0 Recommendations for further research  
Results from this study contains conclusions drawn from many subfactors within nine main 
factors. Even though an attempt was made to narrow down the field of research for this study, 
the conclusions drawn from it were wide and extensive. While the study covered a broad 
spectrum in the field of consumer behaviour in furniture stores, it did not go into depth. The 
lack of depth in this vast topic creates opportunities for further research within consumer 
behaviour in general and consumer behaviour in furniture stores in particular. Further 
research could be to segment consumer behaviour in furniture stores to only the Chinese or 
Shanghainese population. Knowledge gaps about consumer behaviour in furniture stores in 
Shanghai have been covered, while at the same time opened up questions for in depth 
research, especially in the areas of psychology and demography of the Chinese furniture 
customer. Further research in furniture brands and furniture styles is recommended. 
Researching on how the future of consumer behaviour in Shanghai, both digital and physical, 
might look like is another recommendation. When it comes to consumer behaviour of foreign 
customers in furniture stores in Shanghai, even though the knowledge gap is minimal today it 
is very likely that this knowledge gap will increase with increasing immigration. This study 
has contributed with theory on Chinese consumers in furniture store but also opened up doors 
for further research in this field. 
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Appendix I: Operationalisation 
 

Theoretical concept Concept measurement Question Theoretical reference 

Consumer behaviour: 
Psychological factors 

Intentions: need What made you come 
this day to visit furniture 
stores, what did you 
need? 

All humans have 
experienced different 
kinds of needs, which 
incites us to satisfy our 
need by buying the 
product or service that 
will do this (Nordfält 
2008) 

Consumer behaviour: 
Psychological factors 

Motive: knowledge Why did you pick this 
store? 

The more knowledge of 
possible alternatives a 
consumer has, the more 
likely it is that the end-
decision made was sound 
(Claxton, Fry & Portis 
1974). 

Consumer behaviour: 
Psychological factors 

Knowledge: value What influenced your 
perception of this store? 

a) Example: 
Family, friends, 
internet, ads. 

The value for an object 
shapes a person's attitude 
towards it (Cooper & 
McGaugh 1966). 

Consumer behaviour: 
Psychological factors 

Attitudes: attitude What do you feel about 
the store?  

a) Example: 
Lights, smell, 
design, product 
placement. 

Positive attitude creates a 
“mental readiness” in 
thought and feel. It 
makes a person behave 
with manners considered 
positive towards the 
thing. The positive 
attitude is shaped by 
positive memories or 
factors such as attributes 
or characteristics (Reich 
& Adcock 1976). 

Consumer behaviour: 
Psychological factors 

Behaviour: value What caught your 
attention to this product? 

The value for an object 
shapes a person's attitude 
towards it (Cooper & 
McGaugh 1966). 

 Behaviour: need What are you examining 
on this product? 

All humans have 
experienced different 
kinds of needs, which 
incites us to satisfy our 
need by buying the 
product or service that 
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will do this (Nordfält 
2008). 

Consumer behaviour: 
Psychological factors 

Motives: attitude Why did you like it or 
dislike it? 

Positive attitude creates a 
“mental readiness” in 
thought and feel. It 
makes a person behave 
with manners considered 
positive towards the 
thing. The positive 
attitude is shaped by 
positive memories or 
factors such as attributes 
or characteristics (Reich 
& Adcock 1976). 

Consumer behaviour: 
Psychological factors 

Attitudes: attitude What do you feel about 
the store, the company 
and its furniture brands 
now, did your choices 
change? 

Positive attitude creates a 
“mental readiness” in 
thought and feel. It 
makes a person behave 
with manners considered 
positive towards the 
thing. The positive 
attitude is shaped by 
positive memories or 
factors such as attributes 
or characteristics (Reich 
& Adcock 1976). 

Consumer behaviour: 
Psychological factors 

Multiple Anything else you want 
to add? 

Open questions give 
qualitative answers 
(Bryman & Bell 2015). 

Consumer behaviour: 
Demographic factors 

Characteristics: Gender Gender? Gender is a plausible 
market segmentation 
strategy for companies 
(Szmigin & Piacentini 
2015) 

Consumer behaviour: 
Demographic factors 

Characteristics: Age Age? The age of consumers 
has influence on 
consumer purchase 
decision-making on 
products (Nicholls & 
Bumgardner 2007, Lu 
Hsu & Nien 2008). 

Consumer behaviour: 
Demographic factors 

Characteristics: Income Annual income (after 
taxes)? 

The income of 
consumers is significant 
when it comes to 
purchase decision-
making and how they 
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view product design (Lu 
Hsu & Nien 2008, Lee 
2014). 

Consumer behaviour: 
Demographic factors 

Characteristics: 
Nationality 

Nationality? One of the ways to 
segment the consumers is 
through ethnicity. This 
way the companies can 
understand how 
consumers with different 
ethnicities and cultures 
differ in consumer 
behaviour (Blackwell, 
Miniard & Engel 2006). 

Consumer behaviour: 
Psychological factors 

Interests: Lifestyle What’s your most 
favorite lifestyle choices? 

Interests and lifestyle of 
the consumer affects 
consumer behaviour to 
some extent. It also 
influences how the 
information about the 
product is collected and 
obtained as well as what 
resources consumers 
possess for gathering 
information and making 
decisions (Bednarik & 
Kovats 2010, Claxton, 
Fry & Portis 1974). 

Consumer behaviour: 
Psychological factors 

Motives: knowledge What motivated you to 
visit this furniture store? 

The more knowledge of 
possible alternatives a 
consumer has, the more 
likely it is that the end-
decision made was sound 
(Claxton, Fry & Portis 
1974). 

Consumer behaviour: 
Psychological factors 

Knowledge: knowledge Did anyone/anything 
consult you on furniture, 
who/what? 

The more knowledge of 
possible alternatives a 
consumer has, the more 
likely it is that the end-
decision made was sound 
(Claxton, Fry & Portis 
1974). 

Consumer behaviour: 
Psychological factors 

Behaviour: knowledge When and how did you 
find out about this store 
and its products? 

The more knowledge of 
possible alternatives a 
consumer has, the more 
likely it is that the end-
decision made was sound 
(Claxton, Fry & Portis 
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1974). 

Consumer behaviour: 
Psychological factors 

Knowledge: knowledge How would you describe 
the quality and style of 
the products in this store? 

The more knowledge of 
possible alternatives a 
consumer has, the more 
likely it is that the end-
decision made was sound 
(Claxton, Fry & Portis 
1974). 

Consumer behaviour: 
Psychological factors 

Attitudes/Intentions: 
need 

After visiting the store, 
how did your needs 
change, did you buy 
anything at all? 

a) Example: Need 
for different 
material or 
brand. 

All humans have 
experienced different 
kinds of needs, which 
incites us to satisfy our 
need by buying the 
product or service that 
will do this (Nordfält 
2008) 

Consumer behaviour: 
Psychological factors 

Attitudes: attitude During the timespan of 
experiencing a need to 
buy furniture to exiting 
the store, what other 
factors changed your 
opinion of the product 
and store? 

Positive attitude creates a 
“mental readiness” in 
thought and feel. It 
makes a person behave 
with manners considered 
positive towards the 
thing. The positive 
attitude is shaped by 
positive memories or 
factors such as attributes 
or characteristics (Reich 
& Adcock 1976). 
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Appendix II: Interview Questions A: Customers 
Interviews: Influencing factors on consumer behaviour in furniture stores 
  

Before entering the store: 
1.  What made you come this day to visit furniture stores, what did you need? 
2.  Why did you pick this store? 
3.  What influenced your perception of this store? 

a)    Example: Family, friends, internet, ads. 
  

Follow customer into the store. 
First steps: 

4. What do you feel about the store? 
a) Example: Lights, smell, design, product placement. 

  
Map out their migration patterns. 
When they start to examine a furniture: 

5. What caught your attention to this product? 
6. What are you examining on this product? 

  
When they finish examining it: 

7. Why did you like it or dislike it? 
  

When stepping out of the store: 
8. What do you feel about the store, the company and its furniture brands now, did 
your choices change? 
9. Anything else you want to add? 
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Appendix III: Interview Questions A -Chinese Version 
采.: 影�消7者<�家具店的因素 

Before entering the store: 
 1.  是什�原因+��到;家家具店？ �需要�什�？ 
 2.  �什���<中;家家具店？ 
 3.  3影�了��;家商店的看法? 
  A) 家人，朋友，其他人，广告以及�#信息�使�改�自己�;家家具
店的最初想法？�改���所需�品以及�的材5和性能的看法？:是�改��

�家具店其他方面的A期？（譬如价格A算等） 
 
Follow customer into the store. 
First steps： 
 4. �)得;家店���? �喜�;家店? 
  A) 具体喜�;家点的灯光，�味，-*，整体家具的?列:是其他? 
 
Map out his migration patterns. 
When they start to examine a furniture: 
 5. 是什�使�注意到了;件�品? 
 6. �看中的是�的什�特5? 
 
When they finish examining it: 
 7.�什��喜�/不喜�;��品? 
 
When stepping out of the store: 
 8.  在��;家店，;�公司，;�家具品牌的印象如何？�是否�改�自己
的<�？ 
 9. �此�:有什�想&充的意'? 
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Appendix IV: Survey Questions 
Survey: Influencing factors on customers in furniture stores 

All answers are completely anonymous 
1.     Gender: Male, Female 
2.     Age: 
3.     Annual Income (after taxes): 

a.     0-49 999Y 
b.     50 000-149 000Y 
c.     150 000-299 999Y 
d.     300 000-499 999Y 
e.     500 000Y+ 

  
4.     Nationality: 
5.     What’s your most favorite lifestyle choices: 

a.     Environment 
b.     Spirituality 
c.     Fashion 
d.     Luxury items 
e.     Sports and health 
f.      Academics 
g.     Arts 
h.     Chinese tradition and culture 
i.      Western tradition and culture 
j.      Other__________________________________________________________ 

  
6.     What inspired/motivated you to visit this furniture store? (Rank from 1-3) 

a.     Furniture design 
b.     Brand 
c.     Quality 
d.     Product functionality 
e.     Store layout/design 
f.      Recommendation 
g.     Internet surfing 
h.     Price 
i.      Advertisement 
j.      Other__________________________________________________________ 

  
7.     Did anyone/anything consult you on furniture, who/what? 

_____________________________________________________________________ 
  

8.     When and how did you find out about this store and its products? 
_____________________________________________________________________ 
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9.     How would you describe the quality and style of the products in this store? 
_____________________________________________________________________ 

  
10.  After visiting the store, how did your needs change, did you buy anything at all? 
a)     Example: Need for different material or brand. 

_____________________________________________________________________ 
  

11.  During the timespan of experiencing a need to buy furniture to exiting the store, what 
other factors changed your opinion/need of the product and store?  

a.     Price 
b.     Quality/Material 
c.     Staff service 
d.     Store ambience 
e.     Advertisement 
f.      Product features 
g.     Influence from family and friends 
h.     Product store placement 
i.      Design 
j.      Other__________________________________________________________ 
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Appendix V: Survey Questions -Chinese Version 
4�: 影�消7者<�家具店的因素 
所有的答案都是完全匿名的 

1.  性�: 男 / 女 
2.  年C: 
3.  年薪 (�后): 

a.  0-49 999元 
b.  50 000-149 999元 
c.  150 000-299 999元 
d.  300 000-499 999元 
e.  500 000元以上 

4.  
籍: 
5.  <出三��最=意的B格或者生活方式: 

a.  追求坏境 
b.  精神享受 
c.  �� 
d.  奢侈 
e.  �
健身 
f.  ���究 
g.  %� 
h.  中
文化或�$ 
i.  西方文化或�$ 
j.  其他_________________________________________________（2�例） 

  
6.  什�因素�促使�光@;家家具店? (排名三�): 

a.     �品-*理念 
b.     公司品牌 
c.  5量/材5 
d.     �品特性 
e.     店�布局/-*理念 
f.      建, 
g.     上�冲浪 
h.  价格 
i.      广告 
j.      Other__________________________________________________(2�例) 
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7.  �是否�求9他人的意'/�是否�在去家具店之前提前上�搜索相��品的信
息? �需要咨1�方面的知/? 
_____________________________________________________________________ 

8.  �是在什��候�且通9何�途�了解到;�家具店和他家的�品的? 
_____________________________________________________________________ 

9.  �如何描述;家商店的�品的5量和B? 
_____________________________________________________________________ 

  
10.在�6�家具后，�希望�品有	方面的改(? �是否�09去一家完全不同B
格的家具店6�家具? 不同的材5? 不同的品牌? �是否有9什�都不�就走了
的"�? 
_____________________________________________________________________ 

  
11.在�想要6�家具期>�且已"感受9家具店的氛�后:有那些因素�改��
��品的看法/需求（多<）?  

a.  价格 
b.  5量/材5 
c.  工作人�的服	 
d.  店��境 
e.  广告 
f.  商品特性 
g.  家人或朋友的意' 
h.  家具的?列布局 
i.  -*理念 
j.  其他___________________________________________________(2�例) 

  



 
58 

Appendix VI: Interview Questions B: Staff 
Interviews: Customer preference in furniture stores 

  
1. Age under 30 

1. Male 
2. Female 
3. Low-mid income 
4. High income 
5. Chinese 
6. Foreigner 

2. Age between 30-50 
a. Male 
b. Female 
c. Low-mid income 
d. High income 
e. Chinese 
f. Foreigner 

3. Age over 50 
a. Male 
b. Female 
c. Low-mid income 
d. High income 
e. Chinese 
f. Foreigner 

 
What do customers in these categories prefer when it comes to: 
Base material? Secondary material? Design? Environmental protection standards? Function? Service? 
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Appendix VII: Interview Questions B -Chinese Version 
采.: 客�偏好在家具店 

  
1. 30�以下 

a. 男 
b. 女 
c. 大�人群 
d. 高收入人群 
e. 中
人 
f. 外
人 

2. 30�-50� 
a. 男 
b. 女 
c. 大�人群 
d. 高收入人群 
e. 中
人 
f. 外
人 

 
3. 50� 

a. 男 
b. 女 
c. 大�人群 
d. 高收入人群 
e. 中
人 
f. 外
人 

 
;些!�的客�喜�什�: 
基材? 8材? -*? �保? 功能? 服	? 
 


