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Abstract
Fashion consists an important element in everyday human lives and interactions with others factors (Horn, Gurel, 1981). This element can influence the value, mood, and attitude of the consumers (Stone, 1962).

Positive attitudes such as excitement, pleasure, curiosity and satisfaction significantly determine the time and money that the consumers spend in shopping (Jin, Kim, 2001).

Many researchers have shown interest in the section of shopping and a lot of surveys have been presented themes about specific issue.  On the contrary, in Greece, which is influenced by the international and national designs, there is a limitation in the research process.

The aim of this survey is to examine the young people buying behaviour and how Marketing Tools influence it.

The research was realised in the area of Attica where the population between 18 and 24 years is 550.000 individuals.  The sample used was 270 individuals or 0,05% of the total population with the rate of respond 74% or 200 consumers, which were selected with random sampling.

To evaluate the reliability of the measurement instruments a conbach’s alpha coefficient was calculated (Cronbach, 1951).  In fact reliability for Marketing Tools was 0.62 that approach 0.70 the threshold Nunnally (1978, p.245) indicating that the scales exhibited desirable levels of internal consistency.

The results of the survey showed that the quality of fashion products is an important factor for the young people, but also the price constitutes a decisive factor in the purchase of products.
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1.  Introduction
Recent globalization of retailing and how multinational retailers strategize with textile/apparel product upgrading suggests that international marketing of textile/apparel products can be effective through mega-channel global discount retailers (Kim, Forsythe, Gu & Jin, 2002).  In recent years success of multinational retailers in global markets must be ascribed to their understanding of local consumer markets.  Many large-scale multinational and local retailers have found that they can enhance their competitive position with strategic offerings of textile and apparel products that are closely related to consumers' positive emotions and store loyalty.

Johnson, Nagasawa, and Peters (1977) found that fashionable clothing resulted in perceptions of greater sociability than did unfashionable clothing.  Workman (1987) also found that clothing fashionability was a factor in interpersonal distance.  A person wearing fashionable clothing received more positive interactions with others than a person wearing out of-date clothing.
2.  Literature review

2.1 The Theory of Human Needs
The Theory of Human Needs, defined by Maslow (1987), relates to a set of necessities that are organized in a hierarchic format of priority of satisfaction for all people.  In accordance with this hierarchy, even partial fulfilment of a need results in the creation of a new necessity (Maslow, 1987).

Maslow's theory hierarchy recognizes five needs:

I. Physiological needs: associated to the state of being alive, starving, freezing, etc.
II. Needs for Safety: linked to the guarantee of being alive, physical risk, freedom from risk, etc.

III. Social needs: allied to love and belonging to a social or tribal context

IV. Esteem needs: affiliated to recognition of a social group

V. Self actualization needs: the subjective need to do your best.

According to Rowan (1998) the pyramid image as an illustration of Maslow’s needs model does not coincide with the original Maslow theory, as it shows erroneously that the end point of personal growth is self-actualisation.
2.2 The Motivation for Clothes
Protection, decoration and modesty are the basic functions for clothes (Flugel, 1950).  According to Flügel’s concept, the protection of the body against the unpleasant sensation of cold, and later, against any element or strange organism harmful to the health is one of the fundamental motives for dressing.  Due to science development, ideas on hygiene changed and clothing tends to have a strong link with both physical and psychological protection.  The function of modesty, attributed by Flügel, tends to hide physical characteristics and generally affects the prominence of a person inside a group.
The original function of decoration, described by Flügel is related to its essential purpose of distinguishing physical appearance in order to attract admiring looks from others.

Flügel in Carter (2003) identified different attitudes toward clothing: “Some see clothes as equivalent to the outmost layer of their selves and so incorporate them into their life-world with little difficulty.  Others locate their clothing almost wholly within the external environment; clothing is “other” to their sense of themselves”.
2.3 Relation of quality and price
The consumer’s expectations of product quality in general have been steadily rising, owning to the increase in income and sociological forces, which have prompted high expectations of a better lifestyle.  Consumers today are looking for aesthetic and social value instead of just focusing on the basic needs of warmth and the protective function of products (School of Textiles and Garments, 2003).

Sometimes consumers rely on price as a mark of quality (Brannon, Jo Connell, Presley, Thommesen & Ulrich, 2001).
Critical factors in choosing a cloth with descending order of importance are trust in its quality, positive impact on health and its care for customers and price (Shirodkar, 2004).
2.4 The brand effect
Consumers now regard the brand as a less important factor than factors such as quality, style, cutting & fitting, colour, ease of maintenance, the service of the salespeople, price, and shop image.  This implies that consumers are becoming more advanced in their buying requirements, and can no longer be deceived by superficial factors such as brand and advertisement (Brand over Price, World Economic Forum, 2000).   
The maturing of consumer behaviour does not mean the failing of the brand effect.  In fact, consumers’ emphasis on style, quality, workmanship and so on brings an opportunity to expand the brand effect, because a successful brand should be the synonym of a popular product with good style, high quality, good workmanship and so on (Price WaterHouse Coopers, 2003-4).

The consumers often expect,  for clothes that cost more expensively, better quality and service (Newman, Patel, 2004).
Consumer is becoming more discerning, moving rapidly from the paradigm of finding the best price to seeking the best quality.  Product pricing may entice the consumer to test your brand, but quality and value will keep her coming back to purchase the same cloth.
2.5 Mass media

Television plays a very important role and is the greatest influencer at consumers buying decision-making.  Television is a very important medium and will remain the primary medium of choice for brands aspiring to leadership.

Other tools, like print and radio, continue to grow but remain well behind TV in penetration (Shirodkar, 2004).

The communication with the persons who belong in the friendly or related environment or the nonverbal communication with persons that someone does not know can influence his preferences (Rosenthal, 1966).  The communication constitutes a mean with which individuals can send and receive information and by which they are also influenced (Depaulo, Friedman, 1998).  Individuals who are more social are also more receptive in the influence from friendly and related environment. 
2.6 The salesperson behaviour

The personal selling function is one of the most important elements in marketing communications.  Much effort has been directed at identifying methods for improving the effectiveness of salespeople. In this context, the buyer-seller interaction has absorbed a great deal of thinking, the aim being to enhance salespeople’s ability to inform and persuade (Evans, 1963, Davis, Silk, 1972, Travel, Haring, 1988).

In the retail environment, the salesperson is a strong factor of influence on consumers

because store image and the ability to build loyalty can heavily depend on the salesperson’s performance and characteristics such as his/her attentiveness, expertise, friendliness, and appearance (Engel, Blackwell, & Miniard, 1995).  The salesperson represents retailers to customers and works as the transaction or exchange function between retailers and consumers (Wilkie, 1994).  The salesperson informs the customers of the products and services available to them and helps them decide which products and services are the best for their needs and wants.

Wilkie (1994) reported that an industrial firm considered the salesperson's function five times more important than advertising in their marketing mix rates.  Supporting the importance of the salesperson, Woodside and Davenport (1974) explained that a salesperson’s power plays an important role when the consumer likes the salesperson.

To target consumers, it is important to understand consumers’ demographics, such as age, income, education, and occupation.  Age groups can be very useful as a means of understanding and segmenting an apparel market because age affects how individuals think, feel and behave (Hawkins, Best & Coney, 1998).

.
3.  Methodological Frame

In order to study how the Marketing Tools affect the retail trade and specifically in the sector of fashion, a research was held among consumers aged between 18 and 25 years.
A questionnaire was drawn up for the needs of research which  was based on the questionnaires of Zhiming Zhang, Yi Li, Chen Gong and Haidong Wu in the research “Casual wear product attributes”, Polytechnic University of Hong Kong, Susan Auty and Richard Elliot at research “Fashion involvement, self-monitoring and the meaning of brands”, University Management School of Lancaster UK and University School of Management Studies of Oxford and Pierre Beaudoin, Mary Ann Moore and Ronald E. Goldsmith at research “Young fashion leaders' and followers' attitudes toward American and imported apparel”, Journal of Product & Brand Management, modified according to the needs of Greek Society.

The questionnaire contained units of questions that concerned:
· fashion

· quality

· price

· advertising

· brand name

The research was conducted in the area of Attica where the population between 18 and 24 years is 550.000 individuals, according to the data of General Secretariat of National Statistical Service of Greece. (http://www.statistics.gr/).
The final questionnaire was tested on a small number of consumers so that it established the appropriate expression of the questions and answers.  The sample used was 270 individuals or 0,05% of the total population with the rate of respond 74% or 200 consumers, which were selected with random sampling.

At the same time became also a sampling qualitative research in which 10 consumers took part, which were selected with random sampling too. These individuals were asked to answer the questions of the same questionnaire and justify their answers.
The questionnaire was based on a five level scale of Likert, anchored on “Not at all” or “Never” to “Very much” or “Very often”.

The statistical data processing of questionnaires was accomplished with Windows - SPSS 11.0 program.

The research took place from April 2005 to June 2005.  The degree of correspondence in the research was judged satisfactory enough while a small number of questionnaires that did not respond to the requirements were disregarded.

From the sample of individuals that took part in the research 53,5% were female and the 46,5% were male (Figure 1). On account  of the young age of the sample the majority, 71% have  lyceum diplomas (Figure 2), 26% have graduated from AEI or TEI, and only 1,5% and 1,5% are high school graduates and PGD/MASTER holders respectively.
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Figure 1: The sex of the sample
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Figure 2: The educational level of the sample

4.  Survey Results

To evaluate the reliability of the measurement instruments a conbach’s alpha coefficient was calculated (Cronbach, 1951). In fact reliability for Marketing Tools was 0.62 that approach 0.70 the threshold Nunnally (1978, p.245) indicating that the scales exhibited desirable levels of internal consistency.

It is observed that 43% of the sample buys clothing every month.  The main reasons is not only the physiological needs (39,5%) but also the non-scheduled purchase (55,5%).

· Product
Quality and duration of a product play a vital role in the consumers’ decision.
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Figure 3: The interest for duration of a product 

The 40,5% of the sample consider that the duration is influential enough (Figure 3) and constitutes one of the criteria for the purchase of clothes.  Quality, resistance in time and payback of money represent the main reasons that determine the duration of an item of clothing, and these are the reasons which attract the interest of consumers and they come forward to a purchase. 

Textures’ quality constitutes another decisive factor, which influences the consumers’ decision (Figure 4), 38,5% of them consider that quality is very important. 
During their purchase consumers place particular emphasis on the consumer durables of the item, its texture and whether and how it could be hazardous to the skin.  There is of course, a small percentage of consumers who support that quality and life expectancy of their clothing doesn’t interest them since they renew their wardrobe continually.

These results show that the sector of manufacturing and trade of  ready-made clothes should pay great attention to  quality if it wants to attract and maintain its clientele.
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Figure 4: The importance of the quality

· Price
The figures that follow show the importance that have the price in the decisions of consumers and which is the relation of price and quality.
The 89% of sample consider the price from enough to very important (Figure 5). Perhaps this springs from the fact that the sample that was examined is young-age individuals.

The opinions vary on the particular subject, which is considered to be very important. When some consumers like something, they buy it without considering the price, because they want to satisfy their wishes.  Other however are not prepared  to spend a large sum of money for the clothing, because they believe that the quality does not correspond to the price or because it is not in their economic interest as they purchase new articles of clothing on a regular basis..   
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Figure 5: Influence from the price

It appears, that consumers are prepared to pay enough money for an item of clothing of good quality (Figuer 6), since it is observed that many consumers connect the good quality with the high price.  It seems that quality is considered very important, perhaps more important than the price.  The safety of good quality and perhaps long duration makes the consumer spend large sums of money for clothing (39%) 
It is worth mentioning that the majority of the sample is influenced from discount policies and the period of sales, because they believe that they can buy what is needed at much better prices.  Usually before the period of sales people ‘freeze’ their purchasing actions and they realise them at the duration of sales.

Despite the above, there is a small percentage of consumers who believes that the discounts are figurative and that the label “SALES” exists only and only in order to attract the clientele. 
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Figure 6: Relation of quality and price
While it is presented that the price is important for consumers, from the answers come up that only the 35% compare the prices, before the purchase in order to find the better offer.  The majority of consumers do not do research at the market because they find that the particular process is tedious and time-consuming, while they admit that they have regretted many times.

· Promotion

The companies today spend extortionate sums for promotion, which many times results in the increase of sales and share of market.  Nevertheless, advertising does not constitute panacea.  Almost half of the sample (47%) is influenced little by the advertising but a percentage of 25% are influenced enough (Figure 7).

Usually those that are not influenced by the advertising are those that follow the tendencies of fashion, without means that they adopt anything launch advertising. Most, in any case, consumers are simply informed by advertising about the fashion.
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Figure 7: Influence from the advertisement
The continuous development of technology and the inventiveness of persons of advertisement and marketing have created a lot of new advertising means.

The most basic means from which young people obtain information appear in the following figure (Figure 8). 
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Figure 8: Mass media
Two of the most important means of information are magazines (54,5%) and the influence from friends and acquaintances (56%) and after that follow  television with smaller percentage (42%).

By the answers it is noticed that the young people prefer the information from their friendly environment because they trust the opinion of their surroundings.  Also they believe that magazines are one of the best means because consumers can see the picture, the prices and the stores.

· People
The behavior of salesman constitutes today a particularly sensitive point of enterprises. Figure (9) shows that the 26,5% are influenced little by the behavior of salesman but also the 23,5% that is equally important percentage is influenced a lot.
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Figure 9: Influence from the behavior of salesman

It is noticed that the opinions for the particular subject are controversial. Some consumers believe that a obliging salesman can influence their decision positively on the purchase contrary to a uncongenial salesman.  While some others do not pay the same attention to the presence of a salesman and they will buy even if the service is not suitable.

· Brand name
The brand name is a factor which attracts the consumers.  According to the answers of research the opinions vary.  The 36% of the sample are influenced little by the brand while the 25% are influenced enough, hardly the 7,5% are influenced very much (Figure 10).  By the percentages is presented is marked that the young people, nowadays are not influenced only by the name but also by other factors such as quality, price etc.
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Figure 10: Influence from the brand name
For all the questions was computed the mean and standard deviation for the construct (Table 1, 2 & 3).

	 
	Questions
	Mean
	Std. Dev.

	1
	Frequency of purchase 
	0,86
	0,97

	3
	Pecuniary sum of disposal for annual purchases
	1,35
	1,02

	4
	Purchase of clothing from family, friends et.
	1,40
	0,85

	5
	Tendencies of fashion
	1,87
	0,86

	6
	Duration of clothing
	2,24
	1,06

	7
	Quality of textile
	2,72
	0,94

	8
	Influence from the price
	2,55
	0,97

	9
	Comparison of prices before the purchase
	2,06
	1,16

	10
	Relation of quality and price
	2,08
	1,06

	11
	Influence from the brand name
	1,73
	1,13

	12
	Influence from the advertisement
	1,37
	1,20

	13
	Influence from the behavior of salesman
	2,05
	1,32

	14
	Influence from family, friends et.
	1,90
	1,09

	15
	Influence from discount policies
	2,53
	1,02

	16
	Influence from the period of sales
	2,77
	1,06

	18
	Annual familial income
	0,88
	1,21


Table 1: Mean and Std. Deviation

It is observed that the most important factor that influences the consumers in their purchases is the period of sales which has the biggest mean 2.77 and standard deviation 1,06.  Then follow the quality of texture with mean 2,72 and small enough std. deviation 0,94 and the price with mean 2,55 and std. deviation 0,97.
	 
	Questions
	Mean
	Std. Dev.

	2.1
	Reason of purchase: Cover of natural needs
	0,39
	0,49

	2.2
	Reason of purchase: Influence from the fashion
	0,19
	0,39

	2.3
	Reason of purchase: Non-scheduled purchase
	0,55
	0,50

	2.4
	Reason of purchase: Cover of social needs
	0,10
	0,32

	2.5
	Reason of purchase: Cover of psychological needs
	0,29
	0,46


Table 2: Mean and Std. Deviation

From the above table is noticed that from the reasons for which young people bye cloths the most important and with difference is non-scheduled purchase with mean 0,55 and afterwards follows the cover of natural needs with mean 0,39.  
	
	Questions
	Mean
	Std. Dev.

	17.1
	Mass media: Magazines
	0,54
	0,50

	17.2
	Mass media: Television
	0,42
	0,50

	17.3
	Mass media: Radio
	0,13
	0,34

	17.4
	Mass media: Internet
	0,13
	0,34

	17.5
	Mass media: Advertising booklets
	0,23
	0,42

	17.6
	Mass media: Posters
	0,08
	0,27

	17.7
	Mass media: Friends - Acquaintances
	0,56
	0,50


Table 3: Mean and Std. Deviation
It appears that the two main means that the young people use for their briefing, regarding the fashion and the clothes, is their friendly environment with mean 0,56 and Magazines with mean 0,54. After that with quite a small difference follows Television with mean 0,42.
In addition, a factor analysis ascertains the extent to which items fell within each respective criterion. The results appear in Table 4.

	α/α
	Questions
	Factors exerting

influence
	Reasons for purchase of clothing
	Influence from media and salesmen

	1
	Frequency of purchase 
	-0,586
	0,356
	0,209

	2
	Reasons of purchase of clothing
	-0,100
	0,459
	0,384

	3
	Pecuniary sum of disposal for annual purchases
	0,409
	-0,474
	0,223

	4
	Purchase of clothing from family, friends et.
	
	0,606

	5
	Tendencies of fashion
	0,367
	-0,385
	0,554

	6
	Duration of clothing
	0,192
	0,616
	0,300

	7
	Quality of textile
	0,519
	
	0,328

	8
	Influence from the price
	0,113
	0,609
	-0,168

	9
	Comparison of prices before the purchase
	0,352
	0,579
	-0,225

	10
	Relation of quality and price
	0,511
	
	-0,101

	11
	Influence from the brand name
	0,347
	-0,475
	-0,282

	12
	Influence from the advertisement
	0,323
	-0,207
	0,443

	13
	Influence from the behavior of salesman
	0,323
	-0,134
	0,397

	14
	Influence from family, friends et.
	0,367
	0,104
	

	15
	Influence from discount policies
	0,572
	0,506
	

	16
	Influence from the period of sales
	0,573
	0,436
	

	17
	Mass media
	-0,136
	
	0,337

	18
	Annual familial income
	0,230
	-0,416
	0,116


Table 4: Factor Analysis

Based on the finds of this factor analysis factor one could be labeled as “Factors exerting influence” which refers in the annual purchase and the annual familial income, the quality, the relation of quality and price, the brand name and the discount policies and periods. Factor 2 as “Reasons for purchase of clothing” and it contains questions that concern the frequency, the reasons of purchase and the price while Factor 3 as “Influence from  media and  salesmen” and contains questions that concern the advertising and promotion and the influence from tendencies of fashion. 
Hierarchical structure of questions, as they resulted from Factor Analysis is pictured below (Figure 11).

Figure 11

Hierarchical structure of questions
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According to the answers “Factors exerting influence” is of the greatest importance (36,5%) (Figure 12).  That means that the questions that participate this factor have bigger importance for the consumers.  Thus these should be the points with which an enterprise should be very careful and tries it improves them.  Follows “Reasons for purchase of clothing” with relatively big percentage which concerns the price too, a very important criterion for the consumers and “Influence from media and salesmen”   with smaller percentage (30,5%).
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Figure 12: Weights of the factors 

5.  Conclusions

From the results of this research it is noticed that the clothing constitutes a basic characteristic in the life of young person, as long as first comes non-scheduled purchase and afterwards follows the cover of natural needs.
It is observed that the quality and the duration play fundamental role for the young people, but also the price constitute a decisive factor for the purchase of clothing. Enough are the young, which are not allocated to give big pecuniary sums to acquire a cloth. This means that the combination of good quality with the reasonable price is what most wishes.

It is marked that brand name, other influences positively but other negatively. Most believe that, because the eponymous clothes are expensive, it has good quality, at any rate almost all new consumers have even once acquire a brand.
As regard the promotion on behalf of the companies, it appears that it influences little most young people, without of course this means that some consumers do not succumb in this. Also another means of promotion which the companies exploit rightly is the behavior of salesman.

From above results that if the companies, nowdays want to gain and maintain a good market share they should abide as possible by the requirements of consumers and market. They should give bigger base at the quality and duration of the cloth and at the same time modulate the price in reasonable frames.
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