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Abstract 

Background  Brands are an important part of consumers’ lives, and cultural as-

pects affect how consumers view brands. Though a great depth of 

research exists on branding and consumer culture, there is a lack of 

knowledge about Generation Y’s perceptions of clothing in Sweden, 

and specifically for men, across many countries. Different people 

purchase branded clothing for varied reasons and possess diverse 

needs that branded clothing may meet. Therefore, this study focuses 

on determining the perception of clothing and brands that Swedish 

men of Generation Y hold and examines the role branded clothing 

plays in their lives, in hopes of creating new knowledge within the 

chosen topic area.  

Purpose  The purpose of this thesis is to explore the perception of clothing     

brands among Swedish men in Generation Y.   

Method  A qualitative approach to the research was chosen and consists of 12 

interviews, which allows for a deep analysis of the subject area. Data 

collection was performed over this series of interviews which were 

held over a period of weeks. The data from the interviews was then 

used in conjunction with existing theory to contribute new 

knowledge to the subject areas. 

Conclusion  Clothing and brand preference is a multi-faceted concept that is af-

fected by many factors and is extremely personal to participants in 

this research. Brands allow participants to fit into their groups and 

into the larger society. Their clothing brands are utilitarian in provid-

ing participants with the necessary clothing, but the brands are cho-

sen for their deeply social needs as well as for the fulfillment of their 

functional needs. This knowledge builds on existing theory as well 

as contributing various practical applications to a real-world setting.  
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 Introduction 
 

A general introduction to the topic will be given in this section. This establishes a foun-

dational knowledge of the research topic. Following the background information, the 

motivation to undertake this research will be explained. Next, the research purpose and 

questions, delimitations of the study, important definitions to keep in mind, and contribu-

tions of this research will be discussed. 
 

 Background 

‘‘One of the most important ways in which meaning is created in consumer 

society is through the brand.’’ (Solomon, Bamossy, Askegaard, & Hogg, 

2013, p. 38) 

To the customer, the brand not only signals the source of a product, but protects both the 

customer and producer from competitors who try to imitate the product (Aaker, 1991). 

While companies create their brands’ identities, it is ultimately up to the customer to de-

termine the meaning of the brand (Batey, 2014). When it comes to the customer, brands 

allow them to construct and negotiate habits, routines, practices, symbolic registers, and 

even social identities (Power & Hauge, 2008). Brands and their many roles are constantly 

evolving to meet the informational needs and perceptions of consumers (Power & Hauge, 

2008), which demonstrates the power of consumer perception on brands.  

The growth of the brand industry in today’s world shows the importance of brands to 

consumers. Due to growing purchasing power and because of manufacturer industriali-

zation, branded products that may once have been exclusive are now widely consumed 

by the public (Dubois and Duquesne, 1993).  One industry in which brands are extremely 

important and have become a dominant competitive strategy is within the clothing indus-

try (Power & Hauge, 2008). Clothing is carefully graded in peoples’ eyes (Levy, 1959) 

and the meaning of one’s clothing is interpreted by others (Owyong, 2009). Clothing has 

the power to communicate information about the wearer, and first impressions can be 
‘‘heavily influenced’’ by the messages conveyed by the items worn (Howlett, Pine, 

Orakçıoğlu, & Fletcher, 2013, p. 38). Even small changes in clothing choice can com-

municate different information to others, and in a world that is becoming dominated by 

multimedia, the likelihood of people being judged on snapshots of their appearance is 

increasing. A person’s choice of clothing can heavily influence the impression they trans-

mit, making it a powerful communication tool (Howlett et al., 2013).  

Brands are seen as important in creating a consumer’s individual identity, and give a sense 

of achievement and individuality to consumers (O’Cass & Frost, 2002). Clothing shows 

how important an individual is, displays their status to others, and lets others see what an 

individual is like. How consumers see their clothes provides a deeper understanding of 

the dynamics of consumer behavior, and the role of clothing in society (O’Cass & Frost, 

2002), so it is an industry in which consumer behavior can be effectively explored. The 

http://www.emeraldinsight.com/action/doSearch?ContribStored=Orak%C3%A7%C4%B1o%C4%9Flu%2C+I
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clothing market, then, can be seen in different lights: one in which shoppers seek authen-

ticity and quality from their purchases, and another in which the selected brands represent 

a symbol, acting as a standard of excellence and being rife with social codes (Dubois & 

Duquesne, 1993). With the aforementioned increase in spending power and a media cul-

ture that promotes self-indulgence and gratification, seeking status and recognition, 

whether to impress yourself or others, becomes more important than the ability to do so 

(Dubois & Duquesne, 1993).  

 The Importance of Generation Y 

Within the consumer groups spending on brands, Generation Y is considered an important 

group and target audience for retailers and consumer product companies alike because it 

is sizeable and has significant purchasing power (Parment, 2012). This big-spending 

group of consumers was born between 1977 and 1994 (Paul, 2001). By 2015, the retail 

spending of Generation Y will have exceeded that of the Baby Boomers (Sullivan, Kang, 

& Heitmeyer, 2012), so this is an extremely important group for today’s sellers of branded 

clothing. Generation Y does extensive shopping for their households, and moreover ex-

udes influence over the purchases of the rest of their family (Asaeda, 2011, cited in Sul-

livan et al., 2012), which demonstrates that they have even greater control over spending, 

and not just of their own money, but influence the spending of their entire household.  

The combined effect of media influences, commercial practices, and changing gender 

roles and households have given a new set of cultural norms in which clothing is some-

thing Generation Y men are both aware of, and are involved with (Bakewell, Mitchell, & 

Rothwell, 2006), and they express a love for shopping (Fernandez, 2009). Generation Y 

is crucial to marketers as it is important to capture this market and to establish their loyalty 

to a brand before they move into their mid-twenties and beyond (Fernandez, 2009). To 

market more effectively, it has been suggested that Generation Y be divided into three 

segments: the first wave (those born between 1977-1983), the second wave (those born 

between 1984-1989), and the third wave (those born between 1990-1994) (Paul, 2001). 

Though women have long traditionally been the focus of much research on shopping and 

clothing consumption, marketers are recognizing that men represent a growing market of 

consumers who spend money on clothing (Bakewell et al., 2006). Masculinity has been 

redefined as women have entered the labor market and sportsmen who are seen as fashion 

models are emulated. These factors show conscious-fashion men in high-status positions 

who are rewarded for it and this has made consumers more conscious of the progression 

of men’s appearances (Bakewell et al., 2006). Generation Y males are proven to be fash-

ion-conscious and are a group that marketers must address (Bakewell et al., 2006). Fur-

ther, they are also brand-conscious, since they feel the right choice of clothing helps them 

create an image and identify themselves (Fernandez, 2009).  

The spending power of Generation Y gives many more avenues for research, and further-

more, the changes in men’s shopping behavior over the last two decades (Bakewell et al., 

2006) makes Generation Y men a group worthy of further investigation. Furthermore, the 
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majority of research on Generation Y tends to focus consumers in the U.S. or Asia (Hou-

rigan & Bougoure, 2012), and may not be applicable in other countries, so there are fur-

ther avenues to be explored. Consumers’ values affect their attitude and purchase deci-

sions by country. Values are the drivers of needs and desires, which are influenced by the 

society in which they belong to (Kim, Forsythe, Gu, & Moon, 2002). Therefore, an in-

depth look at a particular country and the Generation Y group in that market would be 

prudent.  

 The Importance of Sweden 

Sweden is a country with great purchasing power, ranking eighth in the EU (GFK, 2014), 

which demonstrates that Sweden is a country worthy of examination in expenditures. Its 

connection to clothing can be demonstrated by that sales for the Swedish fashion industry 

in 2013 were SEK 237 billion, which was an increase of 3.4% from the previous year, so 

there are clearly increasing amounts being spent on Swedish clothing. Sweden is the sec-

ond-largest exporter of clothes among the Scandinavian countries (Gardelius & Olsson, 

2009) and a number of Swedish fashion designers have entered the international market 

(Power & Hauge, 2008), such as the global company H&M. Therefore, the clothing mar-

ket in Sweden is sizable, and consumers from other countries look to Sweden for their 

fashion cues and are consuming Swedish products. Hence, the areas of Swedes and their 

clothing consumption are worthy of investigation. Swedish households, on average, spent 

SEK 13740 on clothes per year in 2012 (the latest data available), and with over 9.7 mil-

lion total inhabitants in Sweden (SCB, 2015), there is clearly much to be gained from 

investigating the Swedish clothing market, in addition to being motivated by a lack of 

previous research. In order to narrow down the groups within Generation Y to concentrate 

on for study, disposable income was examined. Disposable income amongst those living 

in Sweden increases with age (SCB, 2015), and therefore, the oldest group, or ‘the first 

wave’ of Generation Y, born between 1977-1983, will be the group under examination.   

Furthermore, with the recent changes in men’s spending and shopping behavior, males 

from this group of Sweden’s Generation Y as research participants would fill a gap in 

existing literature. This population of Generation Y has been increasing in Sweden, with 

the total of men born between 1978 and 2000 representing over 1.3 million of the total 

population of Sweden (SCB, 2015), so this is a relevant group for research. In reality, 

fashion may not be the creation of powerful persuaders, but a normal outcome of a dy-

namic culture and common shifts in style and tastes of individuals and groups (O'Cass, 

2001). By investigating a specific segment of Generation Y males from Sweden, a fresh 

perspective will be brought to the study of brands, and the study of this particular culture 

and group within the culture is previously unaccounted for.  

 Problem Discussion 

Brands and clothing are well-researched topics. However, as the clothing industry con-

tinues to grow, new avenues will be found that require fresh insights on customers pur-
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chasing brands. ‘‘In social and cultural terms, there is perhaps no single issue that domi-

nates the modern psyche as much as fashion. It is a central component of almost all daily 

events, influencing what and where we eat, the clothing we wear, how we communicate 

and inherently the very nature of our thinking’’ (O’Cass, 2001, p. 46). Furthermore, the 

feelings consumers extract from their brands represent an important research area, since 

knowledge of consumers’ feelings can add power to purchasing and consumption behav-

ior predictions (O’Cass & Frost, 2002).  Knowledge of these feelings can give the ability 

to predict purchase and consumption behavior, which is a powerful tool for marketers 

(O’Cass & Frost, 2002). From the company’s point of view, brands may be their most 

valuable asset (Dawar, 2004), and therefore a greater depth of knowledge about consum-

ers and their brands is relevant.  Additionally, possessions can fulfill different needs for 

the consumer (e.g. Escalas & Bettman, 2005; Escalas, 2004), and branded clothing is no 

exception. In order to understand the role of brands in the lives of Swedish Generation Y 

men, the needs fulfilled by their clothing brands deserve a look. These different needs can 

benefit from an investigation into determining how clothing brands may or may not fulfill 

different consumer needs and what those needs are that may or may not lead to purchase 

behavior.  

From the previous discussion, it can be seen that brands and what they mean to the big-

spending Generation Y are important. Clothing can be seen as playing a vital role in con-

sumers’ lives, and brands have significance to consumers. Furthermore, men are an un-

der-explored area of branding and clothing, and particularly, men in Sweden have not yet 

been investigated. With increases in disposable income and clothing expenditure on the 

rise, Swedish men and brands are an important area in which there is knowledge to be 

gained and put to use.   

 Purpose  

Brands are increasingly being purchased throughout the world and becoming more com-

mon in the world, even for those in emerging markets (Kim, Remy, & Schmidt, 2014). 

Clothing has different aspects consumers seek out that can meet their needs, one of which 

is utility, or function (O’Cass, 2001). This represents the group of people who seek the 

highest quality from buying brands. Another aspect involved in clothing is that it gives 

its wearers an ability to convey status, success, prestige, and give pleasure (O’Cass, 

2001), and consumers may form specific preferences for clothing and brands based on 

whether it meets their needs. Therefore, branded clothing serves different purposes for 

different people and is worth examining within specific consumer groups, especially since 

as mentioned, there is a cultural component involved in brands and clothing. The selected 

group has not been widely researched within their perceptions of branded clothing; there-

fore, the purpose of this research is:  

To explore the perception of clothing brands among Swedish men in Generation Y. 

Within the purpose, the following research questions will be addressed:  
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1. How is branded clothing perceived? 

a. What aspects of branded clothing are seen as significant? 

2.  What needs are satisfied through branded clothing?  

 Delimitations 

The purpose of this study is to investigate perception. Therefore, this research will not 

concentrate on examining purchase motivations, though this has been touched upon in 

the purpose and will be discussed as necessary to understand concepts in the theoretical 

section that follows. It will also not distinguish between brands in degree of exclusivity 

or any other criteria, but rather, the concept will be discussed as a whole. 

Furthermore, the focus will be solely on clothing as defined in the definitions section; it 

will not consider accessories. Apparel will be considered within its definition as clothing, 

but not for its usage as a term for outerwear, since this may venture into territory closer 

to accessories. Clothing is included in this study in terms of its definition as found in the 

definitions section.  

The segment of Swedish men belonging to the first third of Generation Y (born from 

1977-1983) will be focused on rather than women, due to that women are an already well-

researched group, and since Generation Y is an important consumer group to understand. 

Participants’ knowledge of brands or depth of fashion knowledge will not be looked into, 

since the goal is to explore what their individual perceptions of brands are, to attempt in 

drawing together common threads to create a larger picture of this concept.  

 Definitions 

The following terms are important to define in the context of this particular research:  

Accessories:  

A subordinate or supplementary item; an adjunct (Houghton Mifflin Company, 2015). 

This includes articles of clothing such as purses and scarves.  

Apparel: 

Clothing, especially outer garments; attire (Houghton Mifflin Company, 2015).  

Brand:  

‘‘A distinguishing name and/or symbol intended to identify the goods or services of either 

one seller or a group of sellers, and to differentiate those goods or services from those of 

competitors’’ (Aaker, 1991, p. 7). 
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Clothing:  

Clothes considered a group; a covering (Houghton Mifflin Company, 2015). This in-

cludes items such as pants and shirts.  

Fashion: 

The prevailing style or custom, as in dress or behavior; something, such as a gar-

ment, that is in the current mode (Houghton Mifflin Company, 2015). This term will be 

used insofar as its meaning having to do with clothing.  

Generation Y:  

Those born between 1977 and 1994 (Paul, 2001).  

 Contributions 

Although brands have been extensively studied and Generation Y has been a focus of 

research for some time, Sweden has been neglected in studying this group of consumers 

and their brand use there. Furthermore, women are the usual gender of concentration in 

such studies, giving the chosen research participants of Swedish Generation Y males a 

much-deserved look and contributes to the theoretical development of the topic areas.  

From a practical perspective, this research can be of use to marketers who need to position 

their brands and products appropriately for Swedish male Generation Y buyers. This 

knowledge may be of assistance for marketers in both segmenting and targeting, which 

are crucial tools in the field of marketing. Practically, it gives additional insight into con-

sumer behavior. Consumers will also have further knowledge and awareness of their 

thoughts and actions in buying clothing and how brands may affect their choices. Addi-

tionally, retailers may benefit by shedding light on how Swedish men perceive their cloth-

ing and how they may be able to change or adapt this to the Swedish market.  

Research into attire tends to focus on how it is perceived by others (Peluchette, Karl, & 

Rust, 2006), rather than into the thought processes and patterns involved from the con-

sumer’s viewpoint, so this research will further contribute to this existing theoretical gap.  

From a wider perspective, this research may contribute to society by further developing 

theory that can be used in practice, in both the ways in which marketing managers in this 

industry develop their marketing efforts, and in their branding with increased clarity on 

the consumer perspective of the investigated issues.  
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 Disposition 

 

The structure of the thesis started by giving the background of the topics of brands, cloth-

ing, and Generation Y, particularly males, for a foundational understanding of the re-

search. Following that, the theoretical background on per-

ception, clothing, and brands will be reviewed to under-

stand what has previously been researched within the cho-

sen areas of study to give a frame of reference. Next, the 

method used will be discussed to create an understanding 

of how the chosen research was undertaken and how data 

was taken. After that, the data resulting from the chosen 

method will be discussed. To conclude the research on 

brands and perception, the results from the primary data 

gathered will be examined, then subsequently looked at in 

conjunction with the literature previously reviewed in or-

der to draw conclusions about the findings and their use-

fulness in real-life applications.  

 

Figure 1-1. Disposition of the thesis 
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 Theoretical Framework 
 

This section is a review and discussion of previous literature and concepts relevant to the 

topic areas. It will also investigate theories that are considered fundamental for a later 

analysis of the data collected.  
 

 

 The Perceptual Process 

To understand the perceptions of participants in the primary data collection, it is necessary 

to have a basic understanding of the stages involved in forming perceptions. Perception 

is fundamental to the study of attentive, cognitive, and behavioral functions and facilitates 

the handling and explanation of the perceived quality of products (Rossi & Berglund, 

2011), and therefore the perceptual process is central to understanding how consumers 

perceive clothing and form preferences for it. The following is a model taken from Solo-

mon et al. (2013): 

 

Figure 2-1. The perceptual process, Solomon et al (2013).  

 

In order to understand why participants hold the perceptions they do about clothing, it is 

important to first examine how these perceptions are formed. The model shows the input 

of stimuli. This can be from the sensory system, including vision, smell, sound, touch, 

and taste. The degree we focus on the stimuli within our range of exposure is referred to 

as attention. The meaning assigned to the sensory stimuli is based on interpretation. The 

eventual assignment of meaning to these stimuli varies as well dependent upon the con-

sumer’s particular schema, or set of beliefs. The overall process leads to our perception 

(Solomon et al, 2013). Furthermore, our perceptions of products are affected by our prior 

knowledge of the product (Solomon et al., 2013), so this may have an equally strong 

influence as the process of perceiving new stimuli in forming our perceptions.  

According to Bruner (1957), perception involves an act of categorization, and the process 

of perception can be broken down into four different stages: 
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1. Primitive categorization. A silent process results in the perceptual isolation of an 

object or an event with certain characteristic qualities. The event may have no 

more meaning than it is an ‘‘object,’’ ‘‘sound,’’ or a ‘‘movement.’’ 

2. Cue search. A second process of more precise placement based on additional cues. 

One scans the environment for data in order to find cues that permit a more precise 

placement of the object.  

3. Confirmation check. The search is narrowed for additional confirmatory cues to 

check this placement.  

4. Confirmation completion. The last stage is a completion, marked by the termina-

tion of cue searching. Openness to cues is now reduced or normalized.  

In the context of clothing, this perceptual process marks the beginning of the process of 

choosing the clothing or brands that they do and forming an interpretation of the clothing 

or brands they see. Only once this perception is complete can a consumer then decide 

what they prefer to purchase or not purchase, as well as shape their preferences for cloth-

ing and brands.  

 The Particulars of Brand Preferences 

Branding refers to the activities that build and manage a brand. The brand helps consum-

ers to identify products and tell the consumer about the product’s quality and consistency 

while increasing the efficiency of the shopping process. Brands are more than just names 

and symbols; they are a key element in a company’s relationship with consumers. The 

brand represents a consumer’s perceptions and feelings about a product and its perfor-

mance. The real value of a strong brand is its power to capture consumer preference and 

loyalty (Kotler, Armstrong, Wong, & Saunders, 2008).  

Brand awareness ‘‘reflects the presence of the brand in the mind of customers’’ (Aaker, 

1996, p. 330). Increasing brand awareness is one possible way to expand a brand’s market 

reach and reflects the customer’s knowledge and salience of the brand (Aaker, 1996). 

This is central to understanding the concept of brand preference, since a consumer must 

first gain an awareness of a brand’s existence before they’re able to form a preference for 

that brand. As Percy & Rosenbaum-Elliott (2012, p. 7) state, ‘‘You must be able to iden-

tify a brand in order to purchase it.’’ 

Brand preference is a term used to describe when buyers select one brand over another. 

These brands have a high degree of awareness and succeed because of their ability to 

forge a deep connection with the customer (Kotler et al., 2008). A preference for a brand 

might never change over a lifetime and may be chosen due to inertia, which is buying out 

of habit because it requires less effort, or due to true brand loyalty, when a purchase is 

repeated due to a positive underlying attitude toward the brand. (Solomon et al., 2013). 

Consumers access a product category by first referring to the brands they use, and then 

retrieving the brand based on structural aspects of memory, such as product attributes 

(Nedungadi & Hutchison, 1985). Therefore, brand preference plays an important role in 

selection, and the particular attributes of the clothing can be a main reason for making the 
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buying decision. Gaining a familiarity with brands is extremely important to the brand 

preference. As a person is repeatedly exposed to a stimulus, familiarity is gained through 

this repeated exposure, and positive feelings towards the stimulus can form (Hoyer & 

Brown, 1990), relating back to the perceptual process when a stimulus is viewed.  

To understand what appeals to us and determines our brand preferences and resulting 

choices, it is important to understand the different selection factors picked up by our 

senses. Our senses help us to decide what products we find appealing and stand out from 

a wealth of similar offerings in the marketplace (Solomon et al., 2013). One must first be 

aware of a brand’s existence, described previously as brand awareness. This awareness 

has a considerable effect on what the consumer chooses. Brand awareness is a common 

choice tactic that simplifies the consumer’s choice (Hoyer & Brown, 1990), so a prefer-

ence could be formed simply from the consumer’s existing awareness of a product or a 

brand.   

Brand preferences can be formed in different ways. Past experiences have a long-lasting 

impact on brand preference (Bronnenberg, Dube, & Gentzkow, 2012). Novelty is another 

reason people prefer to make a certain fashion choice (Kaiser, 1990). Consumers’ choices 

can depend on the prices and availability of brands in their market (Bronnenberg et al., 

2012).  

Responses to the sensory data processed are an important part of satisfying hedonic needs, 

represented as the fantasy and emotional aspects of consumers’ interactions with prod-

ucts. The data received from our sensory system determines how we respond to products 

(Solomon et al., 2013). Therefore, a look at what consumers find particularly appealing 

in their clothing choices is essential to understanding the importance of brands to con-

sumers and the drivers behind this consumption.  

 Stimulus Selection Factors 

In addition to the receiver’s mindset, characteristics of the stimulus itself play an im-

portant role in determining what consumers notice or ignore. Overall, consumers are more 

likely to notice stimuli that differs from other surrounding stimuli. The stimulus, or mes-

sage, can create contrast in several different ways (Solomon et al., 2013):  

 Size. The size of the stimulus compared to the competition helps determine if it 

will demand attention.  

 Color. This is a powerful way to draw attention to a product or to give it a distinct 

identity.  

 Position. There is a better chance of noticing stimuli that are in places we are more 

likely to look, i.e. at eye level.  

 Novelty. Stimuli that appear in unexpected ways or places tend to grab our atten-

tion.  
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An important process involved in sensory stimuli is vision (Solomon et al., 2013), and 

may be the most vital sense for interacting with the world. Vision provides detailed in-

formation about objects in our environment (Proctor & Vu, 2010). Meanings are commu-

nicated on the visual channel through a product’s color, size, and styling. Colors may be 

an even more direct influence on our emotions. Red creates feelings of arousal and stim-

ulates appetite, whereas blue may have a relaxing effect when viewed (Solomon et al., 

2013). In a cross-cultural study of color preferences, Adams & Osgood (1973) found that 

overall, the color black is viewed as bad, strong, and passive. Grey is considered bad, 

weak, and passive. Red is seen as strong and active, and blue and green were seen as good 

(Adams & Osgood, 1973). Consumers’ reactions to color can also relate back to learned 

associations from our culture, i.e. that Western countries associate the color black with 

power. The perception of a color will depend on both its physical wavelength, and how 

the mind responds to that particular stimulus. Yellow is the brightest and will attract at-

tention. The color of clothing preferences is influenced by current fashions. Certain colors 

may be popular for a season, only to be replaced by another set of colors in the following 

season (Solomon et al., 2013).  

Cross-cultural research suggests that there are physiological, environmental, and cultural 

explanations for how we perceive color and its affective meanings (Adams & Osgood, 

1973). In addition, seeing the presentation of the whole person will affect how we per-

ceive clothing color. In the context of the background of skin, hair, and eye color, the 

perception of the clothing color is even more complex (Kaiser, 1990).  

Therefore, several ways exist in which products such as branded clothing can be set apart 

from other like products to attract and entice the consumer.  

 The Role of Brand Prominence 

Research suggests that some consumer groups prefer small or nonexistent brand markers, 

whereas others prefer large brand logos be displayed on their goods. Han, Nunes, & Dreze 

(2010) define the concept of brand prominence to mean ‘‘the extent to which a product 

has visible markings that help ensure observers recognize the brand.’’ They further divide 

brands into two categories that indicate their prominence: ‘‘quiet’’ branding, which is 

discreet, or ‘‘loud,’’ or conspicuous branding, and they appeal to different types of con-

sumers (Han et al., 2010, p. 15). Though branding experts suggest to clearly and promi-

nently display the brands on any good, this may not hold for some high-end goods (Han 

et al., 2010).  

Since there are different ways in which a brand can be displayed on a garment (such as 

through a symbol representing the brand or the brand name being written out), it is im-

portant to investigate the various aspects of the brand, such as prominence, color, and 

logo style.  
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 Satisfying Needs with Apparel 

In discussing consumers’ perceptions of and feelings toward branded clothing, it is im-

portant to understand what role the branded clothing plays in the lives of consumers. 

Therefore, it must be examined which needs can be fulfilled in a consumer’s life that will 

lead them to purchase the branded clothing.  

 

Figure 2-2. Relationship between values, needs, and purchase behavior. Kim et al. (2002, p. 488).  

In order to investigate the needs satisfied by clothing according to the participants’ per-

spective, an understanding of the drivers of needs that lead to the purchase behavior is 

necessary. As mentioned previously, consumers’ values affect their attitude and pur-

chase decisions, and varies by country. Values are the drivers of needs and desires, 

which are influenced by the society in which they belong to.  

 

The first part of the model is about these values. Certain values may be considered more 

significant in one country, while another country feels another value is more important. 

These differences are due to culture and socio-economic conditions. Certain values will 

more significantly affect consumers’ attitudes and purchase decisions by country (Kim et 

al., 2002). 

Values then link to the consumer’s needs. These needs can come from the individual, 

fulfilling their internal psychological needs (emotional purposes) or may be externally 

driven (Kim et al., 2002; Homer & Kahle, 1988; Park, Jaworski, & MacInnis, 1986). 

These needs can be an antecedent of attitudes and purchase behavior, so there is a hier-

archical relationship between consumer values, needs, and behaviors (Kim et al., 2002), 

as shown in Figure 2-2. Needs can be linked back to motivation and perception. Motiva-

tion refers to the processes that cause people to behave as they do. This motivation oc-

curs when a need is aroused by a stimulus or stimuli and the perceptual process begins, 

and the consumer then wishes to satisfy the need. Once a need is activated, a state of 
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tension will exist, which drives the consumer to attempt to reduce or eliminate the need. 

These needs can be separated into functional, experiential, or social needs. The func-

tional need is driven by a desire to achieve a functional or practical benefit, whereas ex-

periential and social needs involve emotional responses or fantasies. The first, func-

tional needs, are motivated by the customer’s need to solve a consumption-related prob-

lem. The brand will then fill an externally generated consumption need (Park et al., 

1986).  

 

The second type of need is social, and is also referred to as symbolic. This need is met 

when the brand is used to express consumers’ personality, social status, or affiliation 

(Kim et al., 2002; Park et al., 1986). Symbolic (social) needs fulfill internally generated 

needs for self-enhancement, role position, group membership, or ego-identification. A 

brand that fulfills this need will associate the individual with a desired role, group, or 

self-image (Park et al., 1986). The third type of need, experiential, is defined as a desire 

for a product that will provide sensory pleasure, variety, and/or cognitive stimulation. 

The brand will fulfill these internally generated needs for stimulation and/or variety 

(Park et al., 1986). 

 

Consumers are not limited to one need, but may be driven by a combination of these 

types of needs. Once the goal has been attained, the tension will be reduced, and subse-

quently the motivation will recede. The product may provide the functional or perfor-

mance benefits expected, or the product may express the consumer’s personality, social 

status or affiliation, or it may fulfill their own internal psychological needs (Park et al., 

1986). The specific consumer needs that a brand can satisfy, then, are linked to feelings 

and emotions, which are two prevalent aspects of consumption that have been said to in-

fluence brand perceptions and purchase behavior (Hirschman & Holbrook, 1982; Levy, 

1959), and lead to the outcome of purchase behavior, as shown in the model.  

 

According to Kim et al. (2002), apparel is commonly considered a high-involvement 

shopping item, which consumers may purchase due to its symbolic meanings, image re-

inforcement, or psychological satisfaction, and is a product category that is known to re-

flect consumers’ social life, aspirations, fantasies, and affiliations (e.g. Blumer, 1969; 

Levy, 1959; Owyong, 2009), so it can be concluded that clothing is a high-involvement 

purchase within apparel’s definition of including clothing. This can be contrasted with 

low-involvement goods, where a consumer may not bother to pay as much attention or 

process any information felt to be relevant to satisfying some need (Solomon et al., 

2013). According to Kaiser (1990), clothes can manifest the wearer’s social status, self-

image, and other personality characteristics resulting from complex social influences. 

Thus, it is believed that needs to be met through apparel products and apparel purchase 

behavior of consumers would provide appropriate indicators to reflect the social, eco-

nomic, and consumption experience factors that would affect consumers (Kim et al., 

2002), and this would extend to clothing insofar as that the definition of apparel does in-

clude clothing. 
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By investigating the needs that can be fulfilled that lead to the outcome of a specific 

purchase behavior, the purpose of examining what needs are met by Swedish Genera-

tion Y men’s clothing and brand choices can be fulfilled, as well as shedding light on 

the importance the brands hold to consumers’ lives.   

 Investigating Generation Y 

The specific group under study for this research is Swedish Generation Y men, more 

specifically the first wave of this group, those born between 1977-1983. In order to in-

vestigate these consumers properly, it is prudent to understand what existing literature 

has to say about Generation Y Swedish men.  

Generation Y individuals came of age during a period of economic growth, a strong emer-

gence of social media and reality television, and the disappearance of modernist values, 

supported by internationalization and strong influences from popular culture (Parment, 

2011). There is now a constant and overwhelming flow of information Generation Y is 

involved with. They are multi-taskers who use their mobile phones for just about anything 

(Parment, 2013). They are the first generation to grow up with the internet as a part of 

their natural life (‘‘Generation Y tar över,’’ 2012). However, Generation Y wants to make 

the decision on when, where, and how companies communicate with them. Because 

they’re used to information overload, they are not as stressed by the information flow as 

older generations. Generation Y individuals worry about how others perceive them as 

consumers and perceive the products they are buying (Parment, 2013).  

Generation Y is more interested in clothing than previous generations, though the previ-

ous generation, the Baby Boomers, care more about the quality of clothing they buy. 

Generation Y consumers like to shop around and look for the best deal after they have 

made a decision on what product to buy (Parment, 2013). Generation Y surfs between 

styles, experimenting with different identities through their clothing (‘‘Generation Y tar 

över,’’ 2012). Their style is strongly influenced by popular culture (Parment, 2011). They 

may belong to different subcultures, all depending on what mood they are in when they 

wake up in the morning (‘‘Generation Y tar över,’’ 2012).  

Generation Y is demanding and has limited loyalty. They view brands as a part of building 

their personal image. When it comes to clothing, purchase decisions are strongly influ-

enced by rational criteria, as opposed to basing clothing purchases on emotions. Genera-

tion Y’s clothing tastes have been influenced by stores that have moved to city centers, 

offering fashion clothing with an appealing design and low price tag, such as Zara and 

H&M. They offer a lower quality, but make it convenient and affordable to shop more 

often and are attractive to customers who are fashion-aware (Parment, 2011). 

There is some information available about Generation Y in Sweden, which deserves a 

further look since Swedish men are the chosen population for this research. This study 

comes from data based on those born in the 1980s, so while that includes all of Generation 
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Y, it should be kept in mind that the first wave under study in this research was born 

starting in 1977.  

Both men and women born in the 1980s in Sweden are strongly focused on the way they 

look. They use their appearance to make themselves more attractive, as well as using it 

as a natural part of their personal brand. Traditionally, fashion has been an area women 

have generally been seen as better at and more interested in, which further supports the 

previous phenomenon regarding women being the usual gender of study within the cho-

sen topic areas.  Those born in the 1980s in Sweden care about their appearance. Their 

clothing gives them a feeling of control over defining themselves more so than previous 

generations, and they use clothing as a way to mark their identity. While previous gener-

ations view this as shallowness, Generation Y in Sweden has recognized that their interest 

in looks gives them an advantage by having power in an increasingly visual world with 

pictures being uploaded on the internet or being sent by text messages to friends 

(Söderqvist, 2010). 

When it comes to specific clothing preferences, Swedes born in the 1980s prefer con-

servative looks that are not too sexy or vulgar. The men like the look of an old man’s 

style, seeing it as a masculine expression. The men have a great interest in their own 

clothes (Söderqvist, 2010).   

With a thorough look at the clothing and brand tendencies and preferences of Generation 

Y and more specifically on those belonging to this generation in Sweden and some insight 

on Generation Y men in Sweden, a context is given in which the results of this research 

can be later analyzed.  
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 Method & Data 
 

This section starts with the methodology, which will discuss the chosen research philos-

ophy and approach. This chapter will also go through the method used to define, collect, 

and analyze the data. The first part comprises the philosophical basis for the research 

and is followed by an explanation of the method chosen to study the phenomena under 

research. 

 

 Methodology 

Methodology comprises the theoretical questions and issues related to a given body of 

methods and the principles that underlie the investigation (Savin-Baden & Major, 2013). 

The methodology of this research will be discussed in the following sections.  

 Research Philosophy 

According to Saunders, Lewis, & Thornhill (2009), the philosophy of a research can take 

one of four philosophical approaches: positivism, realism, interpretivism, or pragmatism. 

The chosen research philosophy undertaken for this research was that of interpretivism. 

As Saunders et al. (2009, p. 116) state,  ‘‘Interpretivism advocates that it is necessary for 

the researcher to understand differences between humans in our role as social actors. This 

emphasizes the difference between conducting research among people rather than objects 

such as trucks and computers’’ and that ‘‘we interpret our everyday social roles in ac-

cordance with the meaning we give those roles.’’ An interpretivist view will allow an 

investigation into the perceptions and importance of brands to the research participants.  

The interpretivist view supports interaction between the researcher and participant and 

involves a qualitative approach. It allows for more informal, personal researcher language 

and supports an evolving research design to support adaption as the researcher develops 

their learning. It also helps to develop understanding, insight, and perceptive decision-

making (Malhotra & Birks, 2007), making it extremely appropriate to study individuals’ 

perceptions and decisions about clothing that will require a deep understanding and in-

sight of their views.  

 Research Design 

Research can take on three different research designs: exploratory, descriptive, or causal 

(Ghauri & Grønhaug, 2005). For this research, a flexible approach integral to the inter-

pretivist view is needed, requiring an exploratory research design. This will allow the 

search for a solution to the research problem to adapt as new pieces of information be-

come available during the search process (Ghauri & Grønhaug, 2005). This method fur-

ther involves the ability to observe, collect information, and construct explanation 

(Ghauri & Grønhaug, 2005), all of which will be central to this research, as its purpose is 

to explore perceptions of clothing brands by collecting information from the chosen group 

under study.  
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 Research Approach 

Saunders et al. (2009) state that research can take a qualitative approach, where the focus 

is on non-numerical data; a quantitative approach, which will focus on data that can be 

turned into numbers; or that a researcher may choose a mixed method, combining the 

qualitative and quantitative approaches. For purposes of this research, a qualitative ap-

proach is used.  

Qualitative research is involved with data collection techniques and a data analysis that 

results in non-numerical data (Saunders et. al., 2009). If research is aiming to understand 

and explain the meaning of nature or a phenomenon, and does not result in numerical 

measures, a qualitative research is preferably chosen (Strauss & Corbin, 1998). This the-

sis will attempt to explain the findings from a qualitative research approach, with findings 

analyzed in conjunction with the theories previously outlined. Because the research aim 

is to look into the perceptions of participants and analyze the importance of brands to 

each individual, the qualitative approach is appropriate. Furthermore, qualitative research 

is associated with the interpretivist philosophy, further contributing to its appropriateness 

of use (Malhotra & Birks, 2007). Moreover, qualitative methods provide a picture of eve-

ryday reality and yield fresh insights and interpretations that cannot be provided by other 

means (Kaiser, 1990), so the use of these techniques, it is hoped, will bring a new per-

spective to the research areas. The advantages of this analysis will result in data that is 

rich, fascinating, and grounded in everyday contexts (Kaiser, 1990). 

There are usually said to be two broad approaches to research, namely deduction and 

induction. Deduction is associated with a positivist perspective and therefore is not appli-

cable to this research, whereas induction is associated with interpretivism (Malhotra & 

Birks, 2007). An inductive approach takes on the following process: The area of enquiry 

is identified with little theoretical framework to keep a wide perspective and encourage 

creativity. The issues of focus are elicited from participants in particular context. Aid is 

given to the participants to explain the nature of issues in context. Broad themes for dis-

cussion are identified, with techniques such as probing and in-depth questioning to elab-

orate on the chosen themes. From this, a model is developed for theory. However, because 

the goal is not to develop theory in this research, the deduction and induction processes 

will be combined to create a third research approach, called abduction (Reichertz, 2009), 

which will be used. This approach allows the researcher to discover new variables or 

relationships to further develop, rather than create, theory (Dubois & Gradde, 2002). 

Therefore, the research approach of abduction will be used to try and uncover new in-

sights within the chosen research areas, suitable to basing research on existing theory with 

the interest of further building on it, as is the goal of this research.  

 Method 

The method is the techniques and procedures undertaken to gather and analyze data 

through the vision founded in methodology (Strauss & Corbin, 1998). When the research 

was first undertaken, a review of the literature was performed to gain information and 
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knowledge about the overall subject. Thereafter, a series of one-on-one, semi-structured 

interviews were held. Transcriptions were made from the interviews and the most im-

portant information was summarized. Subsequently, the analysis, conclusion, and discus-

sion were created based on the theoretical framework and the empirical findings from the 

interviews.  

 Data Collection 

Using both primary and secondary data in research is called a mixed-method approach to 

data collection. This multi-method approach will establish a solid, more reliable founda-

tion for the research (Denzin & Lincoln, 2011), and was used in this research.  

According to Ghauri and Grønhaug (2005), primary data should be used when there is a 

lack of secondary data to answer the research questions and is original data collected by 

a researcher to gain relevant information during research. In this case, as discussed, there 

is an existing lack of knowledge on the chosen subject that leads to the research questions, 

and therefore the collection of primary data is appropriate. In this research, the primary 

data collected consists of a series of 12 interviews. Secondary data is that which has al-

ready been collected by others for their own purposes and is then used by these others in 

their own research (Ghauri & Grønhaug, 2005). The secondary data used in this research 

is from a combination of peer-reviewed scientific journals, articles, and published books.  

The secondary data was found from sources such as Google Scholar and Jönköping Uni-

versity’s library database, and contained a variety of literature. These sites were used due 

to their reliability and ability to give relevant sources with countless options to choose 

from. Search terms such as ‘‘clothing,’’ ‘‘generation Y,’’ ‘‘Sweden,’’ ‘‘brand prefer-

ences,’’ ‘‘brand prominence,’’ ‘‘consumer perception,’’ and nearly every combination of 

these words were used to derive the articles and books that were used in this research.  

The use of both primary and secondary data enables combining new data with proven 

reliable sources. These sources were carefully evaluated for trustworthiness and reliabil-

ity through methods such as using peer-reviewed articles and checking that the chosen 

articles had been cited by a number of other peer-reviewed articles.  

 Population and Sampling 

This research required identifying appropriate participants for study and selecting them 

for participation. To do so, a population must first be identified. A population is the ag-

gregate of all elements that share a common set of characteristics (Malhotra & Birks, 

2007). In this case, the chosen population is all Swedish men born between the years 1977 

and 1983, comprising the first wave of Generation Y. Because of the large size of this 

group, as previously shown, it was necessary to narrow down this population to a man-

ageable sample, or a subgroup of the elements of the population selected for participation 

in the study. A sample is determined to be an appropriate approach to research when the 

population size is large, the budget small, and time available is short (Malhotra & Birks, 

2007), all of which were applicable to this research.   
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Two different types of sampling can be performed on a population: probability and non-

probability (Malhotra & Birks, 2007; Saunders et al., 2009). Non-probability sampling 

was chosen, which relies on the personal judgment of the researcher to select sample 

elements, rather than chance. There are several methods used within non-probability sam-

pling in research (Malhotra & Birks, 2007; Saunders et al., 2009), and in this case, con-

venience sampling was selected. This technique attempts to obtain a sample of convenient 

elements, selected by the interviewer. This process involved selecting participants easily 

obtained that belonged to the desired sample (Saunders et al., 2009). Convenience sam-

pling is appropriate to this research as it is the least expensive and least time-consuming 

of all sampling techniques. In addition, the sample units, or participants, are easy to meas-

ure and cooperative. It is also likely to result in selection bias and the findings used from 

this type of sampling cannot be generalized to any population, but are useful in explora-

tory research for generating ideas, insights, or hypotheses (Malhotra & Birks, 2007).  

 Participant Interviews 

The use of interviews will allow for the interpretivist perspective to be explored via the 

abductive approach, as discussed previously. According to Belk (2006, p. 89), the best 

ways to inquire into brands are to either ‘‘hang out’’ or ‘‘ask questions,’’; therefore, the 

interview method can be seen as particularly effective for the purpose of this research, 

which is to investigate the perception of clothing brands.  

The interview participants were chosen by convenience sample. With such a large part of 

the population being eligible, probability sampling would not be feasible. Practical rea-

sons such as accessibility lead to a convenience sample of participants being selected, in 

addition to the time constraints involved in this research (Malhotra & Birks, 2007). This 

type of sampling is thought to be appropriate for this type of research, which is explora-

tory in nature and meant to generate ideas and insights. However, it should be noted that 

convenience samples cannot be used to generate population inferences (Malhotra & 

Birks, 2007).  

These interviews were unstructured, direct, and personal interviews in which a single 

participant is probed. It is hoped that through this, underlying motivations, beliefs, atti-

tudes, or feelings can be uncovered, and is qualitative in nature and based on conversation 

(Malhotra & Birks, 2007). To properly use this technique, rather than seeking facts from 

talking to a participant, emphasis is placed on the entire interaction to understanding the 

participant’s experience and life worlds. They develop and build upon intimacy.  

Probing is of critical importance in interviews (Malhtora & Birks, 2007). This will help 

to obtain meaningful responses and uncover hidden issues. Furthermore, the use of pro-

jective techniques will provoke imagination and creativity in the participants, allowing 

them to project their underlying motivations, beliefs, attitudes, or feelings about the issues 

of concern into the interview. Therefore, the use of questions asking participants to inter-

pret the behavior of others will draw out their emotional values and project their own 

thoughts into the situation (Malhotra & Birks, 2007).  
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3.2.3.1 Semi-Structured Interviews 

Interviews can take three different forms: structured, semi-structured, and unstructured 

(Saunders et al., 2009). For the purposes of this research, semi-structured interviews were 

used. Semi-structured interviews provide the researcher with an opportunity to probe an-

swers and can lead the discussion into areas that are significant for understanding (Saun-

ders et al., 2009).  This allows probing questions that follow the participant’s interest and 

logic, motivating them to respond in a manner that suits each individual (Malhotra & 

Birks, 2007). Within the interview, unstructured questions were used, to allow partici-

pants to answer in their own words and to let them express the attitudes and opinions they 

feel are important. This type of question has much less biasing influence on response than 

structured questions, and their comments and explanations can provide the researcher 

with rich insights. There is, however, a potential for interviewer bias (Malhotra & Birks, 

2007), and therefore the interviews will be recorded. Additionally, through the use of 

probing questions, it is hoped that conclusions can be drawn on precisely what the partic-

ipant means, to remove potential bias.  

Although the questions will take a flow that is natural to each interview, the same set of 

questions was used to function as a guide for each interview. The full list of these ques-

tions can be found in Appendix A.  

Projective techniques were utilized in the form of asking participants to identify people 

they know behaving in a certain way. This was used to draw out emotional values through 

exploring them in a non-linear manner by interpreting the behavior of others, rather than 

describing their own behavior. The participants’ attitudes are uncovered by analyzing 

their responses to scenarios that are deliberately unstructured, vague, and ambiguous. 

Through this, it was hoped that imagination and creativity would be provoked in order to 

gain a greater depth of insight (Malhotra & Birks, 2007).  

Flexibility is a key requirement of qualitative interviewing (King & Horrocks, 2010), and 

therefore each interview’s structure changed along with the participant’s needs or what 

they chose to discuss within the context of each question or probe.  

The criterion most commonly proposed for sampling in qualitative studies is diversity 

(King & Horrocks, 2010). Therefore, a range of ages within the narrowed frame of birth 

years and a diverse selection of occupations held by participants was sought, in hopes that 

the diversity of the sample would be increased.  A table has been created to give a simple 

overview of each interview, including the date each interview was held and the time du-

ration of each interview session.  
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Participant 

Number  Date Held 
Dura-

tion 

Marital 

Status 
Work Status Children 

Shopping  

Frequency 

 

1 17/3/2015 
55 

minutes 
Married Full-time 0 

Every 3-6 

months 

2 19/3/2015 
65 

minutes 
Married Full-time 0 Once per month 

3 21/3/2015 
80 

minutes 
Engaged Full-time 0 

Once every 2 

months 

4 29/3/2015 
55 

minutes 
Single Full-time 0 Once per month 

5 29/3/2015 
60 

minutes 

In a rela-

tionship 
Full-time 0 

Every 1-2 

months 

6 30/3/2015 
25 

minutes 

In a rela-

tionship 
Full-time 0 

Could not spec-

ify 

7 30/3/2015 
40 

minutes 

In a rela-

tionship 
Full-time 0 

1-2 times per 

year 

8 30/3/2015 
50 

minutes 
Married Full-time 3 

Once every 2 

months 

9 3/4/2015 
35 

minutes 
Married Full-time 2 

Could not spec-

ify 

10 3/4/2015 
40 

minutes 

In a rela-

tionship 

Student, 

Part-time 

worker 

0 Twice per year 

11 3/4/2015 
55 

minutes 
Single 

On sabbati-

cal 
0 

Every couple of 

months  

12 10/4/2015 
75 

minutes 
Single Full-time 0 

Every couple of 

months 

Table 3-1. Interviews Conducted 
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 Data Analysis 

The data analyzation process contains four stages that link and interact (Malhotra & Birks, 

2007): 

 

Figure 3-1. Stages of qualitative analysis, Malhotra & Birks (2007, p. 237) 

The first of these, data assembly, is when the data is gathered from sources (Malhota & 

Birks, 2007). This includes researcher notes taken for each interview that included obser-

vations during and after, as well as reflections of the researcher collecting the data. The-

oretical support was also used in the form of secondary data. Audio recordings used dur-

ing the interview process were gathered as part of the assembly stage.  

Data reduction involves organizing and structuring data (Malhotra & Birks, 2007). This 

first meant generating transcripts of the audio recordings from each interview. Combined 

with the field notes, this made up a great volume of data that then had to be reduced. In 

large part, this meant coding, or breaking data into chunks that could have a reference 

attached to each part. This was done a means to organize, manage, and retrieve the most 

meaningful bits of data from the interview materials in order to effectively interpret the 

data. To start, participants’ responses were grouped together to show the sharing of sim-

ilar ideas, concepts, and themes, as well as any emotional responses or keywords that 

were repeated—anything that was felt to be revealing.  

Differences between types of participant were examined, for example in demographics, 

to compare responses across interviews. These comparisons allowed new insights to 

emerge. Models of interconnectivity were created from each coded category that was 

identified in order to draw meaning from the data.  

The third stage, data display, was the assembly of information to permit the drawing of 

conclusions (Malhotra & Birks, 2007). During this stage, transcripts were assembled to 

look for common ideas and patterns, quotes to be shown, and differing concepts. From 

these, spreadsheets were created to show the diverse themes brought up in each interview. 

Observations made from the interview and notes taken during the process were added to 

the spreadsheet to give an overall look at the entirety of data compiled.  

Data assembly

Data reduction

Data display

Data verification
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To show the credibility of this vision, data verification was used (Malhotra & Birks, 

2007). This involves seeking alternative explanations through other data sources and the-

ories. The theory previously discussed helps to support the real meaning of the data, rather 

than the researcher’s own views being projected into the findings. Two ways to ensure 

the data is verified are participant validation and triangulation. Participant validation was 

performed in two ways to ensure validity: participants were provided with a typed tran-

script of their interviews when completed, and each participant received a copy of this 

finished research project to allow verification from participants on emergent conclusions. 

Secondly, triangulation involved comparing different kinds of data and methods to allow 

reflections upon the extent of corroboration (Malhotra & Birks, 2007). In this research, 

the use of theory combined with primary data based off of interview data and observations 

or notes taken during the interview process were used to triangulate the findings. Moreo-

ver, the solo researcher was further complimented by the use of a second person who 

verified the coding process used, to establish that the data analyzation process was sup-

ported by a firm foundation of appropriate coding.  

 Trustworthiness 

There are several different aspects that make for credible research. According to Strauss 

& Corbin (2008), these include fit, applicability, concepts, contextualization of concepts, 

logic, depth, variation, creativity, sensitivity, and evidence of memos. Each of these will 

be looked at in turn to scrutinize the credibility of this research.  

Fit demonstrates the resonance of the findings for both the professionals who may use 

this research, and the participants who took part in the study. A clear purpose was stated 

and an appropriate methodology was identified and closely followed, giving the findings 

a higher degree of fit by laying out a clear path for the research to take. From the partici-

pants’ point of view, participant validation was used. This means that the participants 

were given the main findings from the empirical investigation, so they are able to verify 

emergent conclusions (Malhotra & Birks, 2007). Through this, it is hoped that the find-

ings will have a high degree of fit within the research.  

The second aspect is applicability, denoting the usefulness of findings. The reasons for 

undertaking this research were heavily supported in the background and contributions 

section, and were selected because of the unprecedented nature of the research, especially 

within the cultural dimension involved. The concepts and their contextualization can also 

be carefully followed by through the evolution of the topic as explained in a transparent 

way throughout the research. Previous concepts applicable to this research were discussed 

in the theoretical framework, which will be further conceptualized in the analysis section.  

The logic of this research has been consistently displayed from the beginning, to give a 

rich understanding of the practical foundation underlying the research. Furthermore, 

depth is given by an in-depth discussion of all findings, including the ones that did not fit 

the main commonalities, demonstrating the complexity, or variations, of the findings.  



 

 
27 

Creativity is intended by first choosing a research area which has little research to date 

that is comparable to the purpose of this research. From this, varied conclusions were 

drawn in the findings, to ensure an accurate representation of the innovative manner of 

this research. A sensitivity to the participants interviewed was ensured by selecting a con-

venience sample that the researcher was familiar with, to better put the participants at 

ease. A sensitivity to the data was found by setting aside researcher bias in an earnest 

search of the findings to find any contradictions toward any aspects of this research that 

may have been assumed.  

Finally, an evidence of memos was performed in different ways to ensure credibility of 

the findings. A research diary was filled with interviewer notes including observations 

and conditions of interviews, which questions worked well or did not work well, and 

questions that should have been included but were not considered at the time was kept. 

The diary was then used in the analysis process to assist in developing the results (Mal-

hotra & Birks, 2007). Memos were also kept during the analysis process to recall insights, 

questions, and depth of thinking that transpired. Through meeting these conditions, it is 

hoped that both the researcher and any reviewers of this research are able to make judg-

ments about the components of the research process and determine them to be trustworthy 

(Strauss & Corbin, 2008).  

This research goes a step further in the credibility process, according to Strauss & Corbin 

(1998), by additionally giving an overview of the research procedure, to judge the ade-

quacy and logic of the research process, and by giving an explanation of the research 

procedures. However, it is emphasized that the criteria for credibility are to only act as 

guidelines, and may be modified to fit the circumstances of the research. However, be-

cause this research does not deviate from the conventional avenues of this type of re-

search, it is hoped that the researcher and the reviewers are able to evaluate the content 

of this research and judge it to have a high degree of credibility (Strauss & Corbin, 2008).  

 Ethics of the Study 

Informed consent is an important part of ethical issues within a study (King & Horrocks, 

2010). Therefore, each participant was given a consent form that they signed and dated. 

This ensured their knowledge of the use of the interview contents being used for this 

thesis, as well as guaranteeing their anonymity while using the entirety of data from each 

interview. They also had the right to withdraw from participation without being penalized 

and were told the research aims after the interview was completed.  

Furthermore, participant validation was used at two stages of the study: first, participants 

were given a transcript of the interview to ensure all data was captured accurately. Sec-

ondly, participants were sent a copy of this thesis when it was completed to check that 

their contributions has been attributed correctly. Participant validation is essential to en-

suring the validity of qualitative research (Malhotra & Birks, 2007) and further demon-

strates the ethical conditions under which this research was conducted.  
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The researcher conducting the interviews was also the transcriptionist for each one, and 

functioned as the main analyst of the data, so the confidentiality of participants was pro-

tected at all times. Each participant remains protected by anonymity, with quotes or find-

ings attributed only to the interview number they were assigned, rather than by use of 

their name or other identifying characteristics.  
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 Empirical Findings 
 

This section will describe the findings and common themes from the interviews conducted, 

as well as relevant observations made during the course of the data collection. A descrip-

tive summary will be built in order to illuminate the topics at hand and determine the 

overarching ideas derived from the primary data collected. 

 

The findings resulting from the interviews gave a large amount of rich data about Swedish 

Generation Y men and their clothing and brand preferences, as well as their relationships 

to brands. The questions began by asking them about their clothing shopping habits to 

introduce them to the topic, which allowed for an understanding of the importance of 

clothing in their lives. From this, the interview moved on to their motivation for shopping, 

to explain the needs met by their clothing and brands. Branded clothing and their 

thoughts, feelings, and perceptions of those wearing branded clothing and of participants’ 

own brands was next, which gave a direct view of their feelings on the research topics. 

They discussed the most important factors to them in purchasing their preferred brands 

and clothing, in order to understand what they are seeking during the shopping and buying 

process, further contributing to knowledge of the importance of their clothing and brands. 

Their specific preferences about the aesthetics of clothing and logos or brands shown on 

clothing was investigated, as well as their perceptions of others displaying logos or brands 

to determine the importance of features on their clothing. Finally, three example shirts 

were used as enabling devices to encourage any further thoughts, opinions, or perceptions 

participants had about branded clothing. There were no significant differences or com-

monalities found amongst the demographics characteristics of participants, and therefore 

the findings were not separated in any way other than by counts of participants reporting 

common themes or diverging opinions.  

 Shopping Habits 

Starting with a discussion of participants’ clothing shopping habits allowed for an under-

standing of the role of clothing and importance of clothing in the lives of participants, as 

well as giving a context to the remainder of the findings. Participants reported a range of 

shopping frequencies, from one time per month as the most often to once or twice a year 

as the least frequent. The most common answer was that participants shopped for clothing 

every two to three months. For the most part, it is seen as an undesirable activity, with 

only three of twelve participants reporting to enjoy the experience of shopping. Partici-

pants’ shopping trips tend to be a planned activity, rather than spontaneous. The majority 

of participants prefer to shop for a large selection of clothing each time they plan a shop-

ping trip, so that they do not need to go again for several months. Only two participants 

report that they shop online in addition to physical stores, with most participants prefer-

ring to shop at a physical store location.  

When discussing shopping habits, participant nine started off by stating that he shops only 

at secondhand stores. When asked about what he shops for in particular there, he said he 
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looks only for branded clothing when shopping secondhand. The remainder of the partic-

ipants were divided on secondhand shopping. Five of the twelve participants were against 

shopping at secondhand. Of those five, three did not shop at secondhand stores because 

such stores do not have the clothing that the participants like. The fourth of these five 

participants felt that he had the money to buy first-hand clothing, so there was no reason 

to shop secondhand. The fourth of these four felt that clothing was too personal to him to 

wear what had been owned by others previously.  

Seven of the twelve were secondhand shoppers, with the aforementioned participant nine 

shopping only at such stores. They looked for a variety of clothing items and two of these 

seven participants felt that their desired brands of clothing could be found at such stores. 

 Clothing and Needs 

All participants refer to their clothing as serving a functional or utilitarian dimension in 

their lives. This is driven by needing clothing due to running out of items to wear or the 

wearing down of current clothing, causing the participant to realize that they need to buy 

more items. As described previously, shopping is not seen as something enjoyable by the 

majority of participants, but rather is done out of necessity. Participant five, while not 

describing himself as enjoying clothing shopping, stated, ‘‘Clothes shopping is a really 

personal experience for me. A lot of thought goes into it.’’ 

The choices made on participants’ shopping trips also meet the need to fit in with certain 

groups. Three participants mentioned feeling that their clothes are related to what is ac-

ceptable or worn in their particular work environment, demonstrating a need to fit in with 

their work group. Others report that their clothing choices are influenced by friends, fam-

ily, and what they see online or in television. Still others bring up the Scandinavian cloth-

ing style, their culture, or even their neighborhood as an influence in what they choose to 

wear. This shows that there is a cultural dimension to the needs met by participants’ cloth-

ing. It was acknowledged that the influence of friends, family, and what they see on TV 

or online may persuade them to purchase both branded and non-branded clothing, with 

participant eight reporting that it is most often branded clothing that others influence him 

to buy. This is because he notices these items looking nice, and when he sees it, it triggers 

a want for him to have that branded item.  

 Branded Clothing 

On the subject of branded clothing, participants are divided in different ways. ‘‘My 

branded clothes would look equally good without the logo’’ (Participant 2). ‘‘I don’t seek 

out branded clothing’’ (Participant 1). Most admit to wearing clothing that show a brand, 

and only three participants feel they would actively avoid anything showing a logo or 

brand on the clothing. ‘‘I don’t want to contribute to brands. I think my shopping habits 

would be trying to negate the effect of brands. I make an effort not to support that’’ (Par-

ticipant 10). While this participant’s stance is strong, it can be safely said that his opinion 

was in the minority of participants’ responses.  
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When asked about how they perceive consumers who display a brand on their clothing, 

only three of the twelve participants report having negative perceptions of such wearers. 

This smaller piece of the puzzle is eclipsed by those who feel that they do hold judgments 

of such people, but not necessarily negative ones. Loud displayers of brands are seen as 

having extra money to spend by participants, though this was not necessarily seen as a 

negative assumption. Participant three sees brand display differently, that ‘‘People want 

to show who they are through their brands.’‘  

What about the brands, then, that participants might use to show who they are? Eleven of 

twelve participants reported having favorite brands that they choose to buy and continue 

to seek out during each shopping experience. The common thread in all of these responses 

was that the preferred brand offered the wearer a superior quality in some aspect. Two 

participants reported using Zara for their superior fit and knowledge of the store layout 

and products. ‘‘The brands I like offer a better quality’’ (Participant four). Three partici-

pants contrast this by sharing that they feel branded and non-branded clothing are made 

in the same way, perhaps even at the same factory, and simply are marked up in price due 

to the logo or brand added to the article of clothing.  

Another aspect important to participants in their preferred brands was the fit of the gar-

ments. One participant, participant ten, can only find jeans that fit at Zara. Another, par-

ticipant five, feels the fit of the organic, Gothenburg-made Nudie jeans are the only ones 

he will choose to purchase.  The majority of participants kept returning to the importance 

of the superior quality their chosen brands offer. This multi-dimensional concept deserves 

a further look to understand the importance the brand and its quality holds to individual 

participants.  

Participant eleven preferred his brands because ‘‘In quality, you tend to get what you pay 

for. I tend to stick to my stores because the quality has been good.’’ Only one of the 

twelve participants did not report this quality aspect of their brands as the major factor in 

the purchase of the branded clothing they prefer. Therefore, the concept of quality was 

further examined to determine the importance of brands in the participants’ lives.  

 The Quality of Brands 

Eight participants felt that quality meant that the articles of clothing were long-lasting and 

something that could be worn for a number of years, and this was an extremely important 

factor in determining staying with buying their brands of clothing. Participant two felt 

even more strongly: ‘’Quality and brand are interchangeable to me, most of the time.’’ 

However, participant five gave a contrasting opinion, feeling strongly that a brand does 

not give better quality. Three of the twelve participants felt that the more expensive a 

brand is, the better quality if offers. However, one of these participants, number two, 

tempered his agreement to the expense corresponding to quality: ‘‘You can get cheap stuff 

that’s good quality, or expensive stuff that breaks.’’ Clearly, there is a parallel in partici-

pants’ minds of branded clothing being more costly, and there is an agreement that the 

participants’ chosen brands offer them a better quality than other clothing choices, but 
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there is also a general agreement that it is not true that all brands will give them the quality 

they seek. Rather, this was seen as what sets their chosen brands apart from any others.  

This line of questioning led to how the participants determined the quality of their brands 

that led them to repurchase, and whether the brands play an important role in their cloth-

ing shopping habits. Only three of the participants reported that quality can be felt in the 

garment and like to involve their sense of touch and sight to determine if the garment 

possesses a high quality. Seven of the twelve participants felt that quality can only truly 

be determined by trial. The first time they tried out their brands, the wearing and washing 

processes each garment went through determined if it would be long-lasting. If so, the 

participant would continue to purchase that brand of garment. However, ten of the twelve 

participants felt that showing a logo was overall an unnecessary feature on a shirt. ‘‘Those 

‘in the know’ about brands don’t need a logo to recognize them’’ (Participant 11). The 

same participant also felt that brands where you are unable to see a logo display have a 

higher quality than brands that do show a logo or have another recognizable mark on the 

garment. Less noticeable or smaller logos were seen as more preferable by ten of the 

twelve participants. ‘‘Branded clothing is better when you don’t show a logo. If I buy a 

brand, I don’t need others to know. I buy it because it means something to me. It’s sort of 

tacky to show a big brand on your chest’’ (Participant eight). 

The majority of participants agreed that logos barely visible are better or that they liked 

brands that did not show a logo at all. They did not feel the need to share with others that 

they have spent money on their branded clothing. Instead, the buying of branded clothing 

was seen as a more personal decision that does not need to be shared with others in order 

for the participant to appreciate their brand, of which the brand’s long-lasting quality is 

an extremely important factor to nearly all participants.  

 Additional Purchase Factors 

To determine if there were further considerations that influenced participants’ buying de-

cisions, other themes were sought out. There were more commonalities found in the pur-

chase decision other than purchasing based on past trial and subsequent success or lack 

of logo display. Seven of twelve participants felt they had to find the garment to be com-

fortable in order to buy. Additionally, the fit of the garment is taken greatly into consid-

eration by all participants. 

Four of the twelve participants do not balk at the higher price tags found on their preferred 

brands of clothing, feeling a higher price is well worth it in order to have long-lasting 

garments. ‘‘I get personal enjoyment from owning long-lasting garments’’ (Participant 

two). Another participant valued this characteristic to be possessed by his clothing 

choices simply to put off future clothing trips because of his intense dislike for clothes 

shopping! Though the reason for wanting long-lasting garments varied, the fact remains 

that money is not always a big consideration when selecting the clothing participants de-

sire to purchase.  
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Only three participants reported that they avoided buying garments showing logos in gen-

eral. When asked about entering a store and seeing a display of garments with a logo or 

other identifier of the brand, these three participants would entirely avoid such a display 

of these garments. Seven of the twelve participants report that they do own clothing with 

a logo or other identifier on it. Five participants state that they feel like an advertisement 

for the brand if they were to wear a garment with a logo or mark that identified the brand. 

‘‘Manufacturers want you to become some sort of ad for their stuff’’ (Participant two).  

‘‘I don’t want to feel like a walking advertisement’’ (Participant nine). However, there 

were three participants who brought up that they have bought a brand simply to show 

others what they have bought, with two acknowledging some kind of status aspect to 

these purchases in wanting to display a certain logo or brand to others. Another participant 

reports having no preference as to whether a logo or other identifier is displayed on his 

clothing, as long as it was a piece of clothing manufactured by one of his favorite brands.  

Eight of the twelve participants felt that showing the brand they were wearing was related 

to memories of their younger years. Participant three felt that showing a bigger logo was 

simply not modern and was an outdated fashion choice. ‘‘As a teenager, I think brands 

were bigger’’ (Participant twelve). Participant two agreed that brand display was im-

portant as a teenager. ‘‘Everyone grew out of it. I don’t think they’d sell much of those 

(loud brands) in Sweden today’’ (Participant ten). ‘‘I think it’s natural that the style tones 

down as you get older’’ (Participant nine). The toning down of clothing style as the par-

ticipants aged was a common theme, with some reporting that they feel less of a need to 

try and look fashionable or feel portrayed in a certain way through how others perceive 

their clothing as they got older. However, six participants felt they had a certain standard 

they still wanted to adhere to in their clothing today. Some were raised with an idea of 

looking nice, and all six expressed wanting to make a good impression on others through 

the wearing what they felt was quality clothing. Participant two admits to making pur-

chases based on ‘‘What I’d like to look like,’’ both to himself and to others.  

 Style Preferences 

When it comes to the clothing participants prefer, most felt they did not have a particular 

style, with only two participants feeling they could describe the way they dress in terms 

of a larger category. Most felt they could not categorize their particular style, and partic-

ipant eight added that style differed greatly between countries, reflecting another cultural 

aspect to clothing preferences.  

There were common themes revealed as to why participants’ personal preferences were 

suited by their clothing apart from the factors that determined whether they would pur-

chase as previously discussed, such as fit and comfort. Six of the twelve participants felt 

that they have a desire to look differently from others in their fashion choices. Their 

brands and clothing choices allowed him to feel somewhat unique from the crowd while 

still fitting in and not looking what could be perceived as too extreme. ‘‘I’m eager to fit 

in, but I want my clothes to still be a bit unique by being something I chose’’ (Participant 

five). By letting brands be their choice, it allows participants to feel as if they stick out, 
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but in low-key ways, as participant eleven said. Furthermore, five of twelve participants 

voiced an opinion of being against trying new clothing that they perceive as fashionable 

or trendy, instead relying on their known, tested-out brands to fill their clothing needs. 

‘‘I’m not a colorful, fashionable kind of person’’ (Participant eight). Three of the twelve 

participants expressed a want for safe looks that they feel are familiar and are classic 

looks that would not be going out of fashion anytime soon (which, in the case of partici-

pant one, was still all about putting off future shopping trips for as long as he can, and 

participant seven agrees that shopping trips should only have to be done as little as pos-

sible!). In a related theme, two of the twelve participants also expressed an admiration for 

people they did feel were able to dress fashionably, but it was simply a talent they did not 

possess or have the energy to put the effort into mastering.  

Perhaps the desire to not stand out was related to the participants’ reported preferences in 

colors of their garments, as low-key is the way to describe the overall findings. Partici-

pants overwhelmingly prefer darker colors, with six reporting black as a preferred color. 

Five feel that grey is one of their main choices, and six prefer blue in their garments. 

Earthier and more natural tones were preferred by four. Only one participant felt red was 

a color of choice, and only one participant also felt that bright colors were something he 

liked, but even then were only appropriately worn in the summer season. In fact, two 

participants even reported feeling a dislike of bright colors. Most interestingly, though 

most participants saw these darker colors as safe choices, participant ten saw a cultural 

dimension to these preferred color choices. He explained that everyone in Sweden wears 

somber, dark colors. ‘‘It’s part of the international psyche just to dress that way. People 

don’t want to stand out. It’s very boring.’’ 

 Logo Preferences 

When probing the details of participants’ brand preferences, the topic of logos was dis-

cussed in-depth. Most participants expressed an opinion on the placement, color and size 

of a logo on an article of clothing, and each will be looked at in turn. 

The characteristics of logos were something participants generally felt strongly about. 

Participant two said that not having tons of logos on clothes was ‘‘One of the codes or 

rules of dressing.’’ Participant seven felt that he wanted the logo to look original and 

unique in order to be personally appealing to him, whether or not it was recognizable to 

others. Participant eleven felt that more common brands that were obviously displayed 

and highly recognizable gave him the idea that the wearer of them was not genuine, and 

instead was trying to be something that they are not. Participant five expressed a complete 

distaste for any logos, saying that they are not only ugly, but could come off the garment.  

Five of the twelve participants felt that any kind of identifying logo or brand on an article 

of clothing should be kept small or discreet. ‘‘I don’t like how much big logos stand out’’ 

(Participant three). However, three participants felt that they could not state a particular 

preference for the logo’s characteristics and would need to see the full garment in order 

to give an opinion of whether or not they would wear it with any given logo on it. Instead, 
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they felt the full context needed to be taken into account before deciding if the placement 

and size was acceptable.  

Logos or brands can be displayed in many different ways, and three participants had opin-

ions on this display being shown through a picture or writing on a garment. Participant 

eight felt he preferred a small picture or a symbol as opposed to writing. Participant four 

felt that a logo was okay, but would prefer no images showing the brand or its logo. 

Participant twelve expressed that if a logo or brand were to be explicitly written out, it 

should not be large. For the most part, participants stated not feeling they had a specific 

preference, and the rest were quite divided on their preferences.  

The appropriate placement of a logo was felt to be in the upper left-hand corner of the 

wearer by five of the twelve participants. They felt that was where a logo is usually found, 

and as such, felt it was the natural choice of where to locate it. Still others had opinions 

on the exact size of the logo. Two participants felt that one centimeter was the appropriate 

size. Participant seven felt that there was a maximum appropriate size for any display of 

the brand or logo and indicated his own shirt as the threshold, which was approximately 

ten centimeters high and twenty centimeters in width. 

The color of the logo was thought to be a consideration by three participants, who felt 

that the logo color needed to not clash with the main color of the garment. Participant 

nine felt that he did not have a strong preference on the logo color, but did feel that a logo 

on a shirt should be a highlight, not the main focus. Participant eleven had a dislike of 

both big and colorful logos. Participant four felt that if a logo was going to be a bright 

color, then it should also be a bigger logo.  

It is worth noting that three participants, regardless of their preferences about the logo on 

clothing, felt a display of the brand or its logo was something that was unavoidable when 

it comes to sport clothing. They acknowledged that larger logos were okay to wear on 

clothing that was worn while exercising. Two of the three that felt sport clothing with 

logos was acceptable were avowed brand avoiders otherwise, while the third was an 

owner of other branded and logo-displaying clothing.  

 The Use of Enabling Devices 

To further elucidate participants’ perceptions of branded clothing, three differently 

branded example shirts were shown at each interview as a conversational tool. The par-

ticipant was asked to give their thoughts about each in turn, including the details of logo 

color and logo placement, color, and size, and then finally to compare and contrast the 

three. These shirts can be found in Appendix B. The overall results will be discussed to 

further explore any areas not previously touched upon in the main interview questions. 

The first shirt shown was a navy polo with a small red logo showing the Ralph Lauren 

symbol. This was seen by participants as a normal garment, and was nothing out of the 

ordinary. Seven of the twelve liked the shirt and felt they would wear it, while the remain-

ing five did not care for the garment and professed they would never buy or wear such a 
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garment. When pressed on the particulars, whether or not the shirt was liked by the par-

ticipants, it was felt that the logo was placed appropriately. Only one participant felt that 

the logo color should be closer to the shirt color, rather than a red logo on a navy blue 

shirt. Even those participants who felt they preferred to not show a logo expressed more 

positive feelings towards this discreet size of logo than to a larger display of brand prom-

inence. ‘’It’s something I would really buy. I look for that when I shop, something uni-

versal’’ (Participant twelve).  ‘’It’s plain and boring’’ (Participant four). These two opin-

ions effectively sum up the two groups participants were divided into on perceptions of 

this shirt.  

Shirt two was another polo shirt, this time featuring a bigger Ralph Lauren brand logo in 

the upper left-hand corner of the wearer and with the added feature of a number on the 

sleeve. Shirt two saw more participants join the side who did not care for the garment.  

‘’That’s hideous’’ (Participant five). Overall, two participants liked the shirt. Ten disliked 

the shirt, with three of those ten participants proclaiming extremely negative feelings to-

ward the garment. Most felt that the logo size was too large. Some did not care for the 

number added onto the sleeve in addition to the main logo, whereas two expressed liking 

the added feature of the number. The colors of the logo and shirt, a white logo on a blue 

background, were thought to be acceptable or were liked, even when a participant disliked 

the overall garment.  

Shirt three was the more extreme of the three example garments shown, featuring multiple 

colors in a color-blocking pattern, the brand name written out on the front, and two addi-

tional logos in the upper left and right corners of the shirt. Only one participant had pos-

itive feelings toward the shirt, whereas the other eleven felt that they did not care for it. 

Five expressed opinions that involved an extremely strong dislike for the shirt. Most felt 

that it was overdone with too much going on. One felt strongly that writing out the brand 

name was especially not okay, and was a main reason the others disliked it. Another in-

teresting aspect of their opinions was expressed by four participants who felt the shirt was 

something worn by someone trying to fit in with a group, either a wealthy group that they 

belonged to, or trying to fit in with a wealthy group or high society that they were not a 

part of but desired to be. All eleven who disliked the shirt felt it was overdone, with 

participant one stating, ‘’I wouldn’t wear that to bed.’’  
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 Analysis & Discussion 
 

In this section, the empirical findings will be examined through the use of the theories 

presented in the theoretical framework. A discussion of the existing theories and where 

the findings of this research may be lacking or how they may expand upon the existing 

knowledge in these areas will be held.  

 

 The Perceptual Process of Participants 

Existing theories provide a useful lens from which to examine the findings of this re-

search. It gives them a greater context and will allow conclusions to be drawn from the 

research findings. The perceptual process (Bruner, 1957) will be looked at first, in order 

to understand how participants take in the stimulus of clothing with their senses to make 

meanings of the clothing, which leads to their perceptions. It is, after all, this perceptual 

process which begins the formation of any of their opinions, thoughts, and feelings on 

clothing and brands.  

The perceptual process can be seen as clearly showing in participants’ declarations of 

whether or not they like or dislike articles of clothing and in the preferences they hold. 

The stimulus taken in at the beginning of the perceptual process can be the look of clothes, 

or the texture and feel of the garment. Determining the look of the garment and whether 

it is classified as positive or negative is a complicated cognitive process, formed over 

many years and based on each participant’s set of beliefs, which is what leads to a per-

ception. These sets of beliefs are clearly influenced by participants’ friends, family, cul-

ture, and even what they see online or on television. In Bruner’s (1957) perceptual pro-

cess, the stages involved in the participants’ perception of clothing can be seen as follows:  

1. Primitive categorization. The piece of clothing is isolated as an object with certain 

characteristics and qualities, perhaps with no more meaning registering than that 

the piece of clothing is an object. 

2. Cue search. A process of a more precise placement for the object begins, searching 

the environment for clues. At this point, the participant may be recognizing the 

object and determining it to be a specific garment, such as pants or a shirt.  

3. Confirmation check. The search is narrowed for cues to confirm what the partici-

pant sees. 

4. Confirmation completion. The participant ceases searching for clues, and their 

perception is completed.  

The perception drawn from the categorization and clues located to recognize the object is 

dependent on the consumer’s set of beliefs, as well as their prior knowledge of the subject-

-for example, demonstrated by participant eight stating that many fashionable brands 

simply are not ‘him’—he discounts them from his consideration set when shopping be-

cause he feels he has never been a fashionable or colorful person. This was formed based 

on perceiving the object and going through the stages in order to decide how he classifies 

it in his head. He subsequently decides that it is not an object that fits what he is searching 
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for, and therefore the piece of clothing discarded from his consideration based on the 

perception he arrives at after going through the perceptual process. This is the process all 

participants went through to form the opinions and thoughts they shared about brands and 

clothing. 

 Participants’ Brand Preferences 

The participants expressed clear brand preferences, when they choose to select one brand 

over another. Participants have favorite stores that they routinely repeat purchases at, and 

brands that they prefer to buy and wear over other brand options, oftentimes becoming a 

part of their clothing selections for years. The main reasons for these preferences were 

found to be fit, comfort, and most importantly, quality.  

There are differing theories that explain participants’ brand preferences. It can be due to 

inertia (Solomon et al., 2013), where less effort is put into the shopping and buying pro-

cess by the participants who prefer to stick to the familiar. These participants find it is 

simpler and quicker to stick to what they have experienced to meet their expectations 

previously and repeat purchases based on this experience. It is also due to loyalty, where 

the participant repeats a brand purchase because of the positive attitude toward the brand 

itself. With this reason, the participant feels more toward the brand than the expediency 

involved in selecting the clothing. These feelings are due to the superior fit, comfort, or 

quality the chosen brand offers to the participant.  

These preferences were formed in different ways for the participants. Past experience 

with a brand was a main reason that participants continued to purchase a brand, preferring 

to stick with brands that gave them previous positive experiences. Price was not a com-

mon concern, contrary to Parment (2011); in fact, participants were willing to spend what 

they consider to be a substantial amount of money to get quality clothing that would last 

them for years. Novelty was unequivocally not a reason that participants prefer the brands 

they do, and in fact, this was a deterrent for most of them in contrast to what Kaiser (1990) 

and Solomon et al. (2013) supported. These participants prefer the familiar, and are un-

comfortable going outside of that to try new brands or fashions.  

Certain stimulus selection factors (Solomon et al., 2013) also have an influence on par-

ticipants’ brand preferences. Size is a consideration factor when considering logos or 

other brand-identifying marks on garments. Although a bigger identifier may capture at-

tention, the bigger display of logos is perceived as a negative aspect of a garment to par-

ticipants. When it comes to color as a stimulus selection factor, darker colors are preferred 

by the majority of participants. Black and blue weighed in at equal popularity for the 

participants. Grey was the third most preferred color, followed by a preference for earthier 

and more natural tones. Only one participant favored red, and only one professed a want 

for brighter colors. Participants felt the favored colors were part of their style identity. 

According to one theory discussed previously, the two most popular colors, blue and 

black, are associated with relaxation and power, respectively (Solomon et al., 2013). 

However, this group of participants feels their color choice is related to a want to not 
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stand out from the crowd by wearing bright colors, not to the factors as stated by the 

theory. In the cross-cultural study by Adams & Osgood (1973), the participants’ prefer-

ences of black is said to be bad, strong, and passive; grey, strong, weak, and passive, and 

blue to be good. Clearly, there are not these negative associations for their preferred colors 

of grey and black to this group of participants. It seems to hold true that blue has positive 

associations for many in this group of participants, as the Adams & Osgood (1973) study 

found. Color preference was also mentioned by participants to be related to Swedish cul-

ture, with remarks about Scandinavian brands whose clothing lines are heavily based on 

blue and black colors. Additionally, these are seen as what participants feel are safe colors 

to choose in fitting in with their groups and society. Another stimulus selection factor 

mentioned in the theory was placement (Solomon et al., 2013), referring to an object be-

ing easily seen at eye level. This was not found to have an effect on participants’ brand 

preferences. The fourth dimension of novelty (Solomon et al., 2013; Kaiser, 1990) had an 

effect, in that it is seen negatively by participants. The selection or wearing of newer 

fashions or garments that would look differently from the normal clothing participants 

wear was seen as a highly negative factor.  

Brand prominence certainly plays a role in how participants perceive branded clothing. 

There are many opinions on brands that are loud and on those that are quiet. Han et al.’s 

(2010) finding that prominently displayed brands may not always be a good idea is cer-

tainly true for this group of Swedish Generation Y men. Ten of the twelve participants 

own branded clothing, with just two refusing to wear a garment with any sort of display 

of the brand. Eleven of twelve participants report that they do have favorite brands that 

are automatically in their consideration set when they go shopping, infrequent as the oc-

currence of a shopping trip may be for most of them. Participants absolutely felt a large 

difference between showing no logo or a quiet logo as opposed to a loud display (Han et 

al., 2010), regardless of whether those feelings were of a positive or negative nature. 

Seven of twelve participants own shirts showing a display, but five of the twelve feel that 

any logo display should be a quiet one. A majority felt that a loud display was perceived 

as outdated and something they liked as a teenager, but that their tastes had now evolved 

beyond desiring a loud display. They do not feel the need to show everyone when they 

are wearing a branded garment because it has become personally important to them, with-

out needing others to be aware of their preference from a display of the brand.  

There is an idea held by several participants that the brand or company is using the wearer 

for free advertisement when wearing a brand display, particularly loud ones. Some par-

ticipants resent this idea and still others choose to not participate in what they see as free 

marketing for the company. Wearing a loud logo also has a cultural dimension involved 

with it, according to participants. A loud logo is not considered to be widely acceptable 

in Sweden to this group of participants. Additionally, the cultural factor of desiring to fit 

in and not stick out could play a part in the lack of desire for loud brands, as well as a 

general dislike of brightly-colored garments. Sticking out by using different fashions, 

whether standing out due to novelty, bright colors, large logos, or anything else consid-

ered out of the ordinary, seems to be undesirable to the participants. The logo itself was 
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something most of the participants had opinions about, apart from a small or discreet size. 

There was not a majority opinion of whether the logo should be a picture or if the brand 

name is better or worse when written out.  

On the appropriate placement of the logo, five participants felt the upper left hand corner 

of the wearer was the traditional place to find it and should be the standard for all shirts 

showing a logo. Only a small minority could specify one centimeter as the preferred size, 

but the rest did not express an opinion or felt they could not say what the best size would 

be. The logo color was another aspect that most participants were open to, with only a 

minority feeling it needed to match with the garment color. 

The example shirts used as enabling devices (Appendix B) gave participants an oppor-

tunity to detail their preferences as to logo placement, logo color, garment color, and 

brand prominence, giving a greater richness to the findings. Even the discreetly branded 

shirt, shirt one, did not get the rave reviews that could perhaps be expected from the ma-

jority of participants, who claim to like darker colors and quietly-branded garments. It 

was also thought to be boring, despite the claim of participants that they desire to fit in. 

It might be easily concluded that fitting in would mean a less noticeable garment such as 

the first shirt was desirable. However, this shirt would apparently let them blend in to 

what they felt was an extreme, and then the clothing becomes less desirable because it 

does not stand out at all. Therefore, the garments participants prefer must walk a very thin 

line between not standing out, yet not blending in to what is seen as too high of a degree.  

Many participants felt the need to see the entire article of clothing before deciding 

whether a logo was too big. The second shirt, with a loud brand, was thought to be too 

large, indicating that perhaps there may be a size that is too large, even for those claiming 

to have no limits. Finally, the third shirt added to the data by showing that even partici-

pants who stated writing out a brand name was acceptable rejected the shirt displaying 

this writing, contradicting their earlier statements. The third shirt also shows that there 

does seem to be a preference in number of identifying characteristics the participants re-

spond positively to on a garment, though participants couldn’t specify any certain limita-

tions when prompted through other interview questions.  

 Branded Clothing and Needs 

The rich nature of all data obtained enables an examination of the needs satisfied through 

the participants’ clothing choices. The model by Kim et al. (2002) shows the hierarchical 

nature of consumer values leading to their needs and inspiring the resulting behavior, and 

this is clearly true in the case of clothing and preferences of this group of participants, 

which will be examined more closely in conjunction with Kim et al.’s (2002) theory of 

needs.  

Participants’ chosen brands are their go-to choices for purchase due to several common 

factors, the most prevalent of which was quality. This was about the garment being long-
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lasting and demonstrates a functional need that is met by participants’ garments. Partici-

pants want their clothing to last for a long time and realize they do need to have clothing 

to wear. This self-directed value of fitting into society (Kim et al., 2002) by wearing the 

appropriate covering further speaks to the utilitarian dimension of their needs. It also 

stems from the social affiliation value (Kim et al., 2002) that drives purchase due to need-

ing what is considered to be appropriate clothing, whether in the workplace or with other 

influences, such as family and friends. The want to not stand out and to fit in with these 

groups could perhaps be due to Swedish culture, and greatly affects participants’ purchase 

decisions.  

Social or symbolic needs (Kim et al., 2002; Han et al., 2010) are also filled by consumers’ 

branded clothing choices. It has already been stated that others influence participants’ 

clothing choices about what they decide is appropriate. Clothing preferences fill the in-

ternal need felt by participants to enhance themselves, belong to a group such as at work, 

play a certain role such as fitting into their neighborhood, or in ego identification, such as 

how participants’ life experiences dictate what they feel is appropriate or inappropriate to 

wear. It also represents what participants want others to see them as, and helps them feel 

they are projecting a desirable image of who they want to appear to be to others.  

Experiential needs (Kim et al., 2002) are filled by the participants’ clothing brands in 

differing ways, and can perhaps be seen as less influential than the other needs that are 

social or functional. Their desire or need for clothing may provide them with a shopping 

experience that gives sensory pleasure, though most participants didn’t feel there was 

pleasure involved in shopping for clothing. In some cases, the garments can provide sen-

sory pleasure for those who get enjoyment out of feeling and selecting the clothing that 

appeals to them. However, this need was met to a much lesser extent than both functional 

and utilitarian, as most participants dislike shopping and prefer to put it off for as long as 

possible, and then shop in large bursts so they do not have to go again for some time. The 

experience of shopping can also provide cognitive stimulation, both by shopping in-store 

and by going through the perceptual process and buying decision. There may also be 

pleasure involved when participants experience browsing online for purchases or clothing 

inspiration, or even to buy their clothing online. Part of experiential needs can also be to 

seek variety (Kim et al., 2002), but participants generally disliked adding variety to both 

their shopping experience and to their preferred clothing brands. They prefer to shop at 

the same stores and to purchase the same brands repeatedly. A combination of meeting 

all of the needs mentioned in the theory is therefore involved in clothing brand prefer-

ences and the shopping habits of participants, though experiential needs are met to a much 

lesser extent than social and functional needs.  

Feelings and emotions clearly play a large part in the clothing selection and purchase, and 

dictate all processes involved. Clothes shopping is a high-involvement decision (Kim et 

al., 2002) rife with meanings and involving complicated cognitive patterns and processes. 

It is a reflection of each participant’s life history, influences, and aspirations. Participants’ 

past history with clothing has them convinced whether a brand is worthy of repurchase 



 

 
42 

(Bronnenberg et al., 2012), and is especially important to them. Their ability to try a prod-

uct will determine if they feel a brand is worthy to enter their consideration set and be-

come something the participant identifies with. This decision is heavily weighted by 

whether the garment meets or exceeds the participant’s definition of quality, usually 

meant as being long-lasting. The shopping experience determines quality by the feel of 

the garment, talking to influential others, and most of all, by personal trial of the brand. 

Fitting into Swedish culture is a desirable act, and clothing has become a way for partic-

ipants to not stand out from others in their culture, showing that they wish to fit into the 

larger society. Though participants like to feel they bring a unique, personal touch by 

wearing the brands they prefer, they do not stand out enough to make others take note, as 

there is a want for safe-looking clothing, in color, fit, and style.  

Clothing preference is a multi-faceted concept that is affected by many factors and is an 

extremely personal decision to participants. Their brands are deeply identified with, but 

they do not feel the need to display this to others through an identifying marker on a 

garment. Indeed, such a clothing feature may be viewed negatively and is associated with 

memories of teenage years, when brand display was encouraged and looked upon favor-

ably. This desirability for visible markers on a garment has faded as participants have 

grown older. Brands allow participants to fit into their groups and the larger society. They 

are useful in providing participants with necessary clothing in a functional capacity, but 

the brands are also chosen for the fulfillment of participants’ deeply social and symbolic 

needs.  

 Generation Y Factors 

Existing theory on Generation Y gave detailed information about traits and characteristics 

of Generation Y. Some of these were found in various parts of the interviews conducted. 

Part of the existing theory discussed was specifically on Generation Y’s clothing prefer-

ences, which can be examined in conjunction with the interview findings to produce more 

insights about the chosen participants.  

The Generation Y theory by Parment (2011; 2013) was not specific to Sweden. However, 

it can still be useful to look at the research findings with this existing theory. Parment 

(2013) found that Generation Y uses their mobile devices for nearly everything. From the 

interview results, it can be concluded this is not true of participants’ shopping behavior. 

Very few shopped online in general, and the internet was more commonly used for inspi-

ration of what participants would later purchase at a physical store location.   

Generation Y is worried about how others perceive them (Parment, 2013), and the chosen 

group of participants is no exception. They commonly ascribe to having a personal stand-

ard for how they want to look, and use their clothing to fit into work groups, their friends, 

and even their neighborhood. They are interested in clothes like the rest of Generation Y 

(Parment, 2013) and quality is a highly important factor for all but one of the participants. 

This contradicts existing theory, which states quality is not as important to Generation Y 
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as it was for the previous Baby Boomer generation (Parment, 2013). However, quality 

was found to be of primary importance to nearly all participants in their clothing and 

brand preferences. Generation Y likes to shop around for deals on their purchases (Par-

ment, 2013), but this was not found to be true with participants. In fact, most profess they 

are willing to spend a large amount of money to buy their desired brands, and do not 

reflect any behavior that shows they are looking for a good deal by shopping around. 

They tend to frequent the same stores and buy the same brands, rather than buying by 

looking at price.  

The preferred style of participants was not as heavily influenced by their chosen subcul-

tures as others in Generation Y are said to have done (‘’Generation Y tar över,’’ 2012), 

but rather by a want to not stand out from the crowd and to look as if they belong in 

Swedish society, so it can be seen that they are more influenced by Sweden’s popular 

culture (Generation Y tar över, 2012). Though Generation Y is said to have limited loyalty 

(Parment, 2011), this group of participants felt extremely loyal to both their preferred 

stores and clothing brands, choosing to frequent the same shops and buy the same brands 

on each shopping occasion. Their brands are a part of their personal image, and rationality 

or functionality can be seen as a highly important factor in their clothing decisions (Par-

ment, 2011).  

The theory specific to part of Sweden’s Generation Y is especially important since the 

participants belong to this cultural group. They are focused on looks and it is not just 

women who are interested in caring about their appearance, but men as well (Söderqvist, 

2010). Their appearance is a way to mark their identity (Söderqvist, 2010), even if there 

isn’t a particular style participants feel they ascribe to, since clothing is used to fit in with 

the various groups in participants’ lives.  

Sweden’s Generation Y born in the 1980s is said to prefer conservative looks (Söderqvist, 

2010) and all participants seem to fit this characteristic. Eleven of twelve prefer to not 

wear bright colors, with the final participant tempering his wearing of bright colors to 

acceptable during the warm-weather months. They do not choose to wear anything daring 

or revealing (Söderqvist, 2010). However, the old man style found to be popular with 

Swedish men (Söderqvist, 2010) did not seem to be an aspect of any participant’s clothing 

choices that was found in the interviews. Very few even felt they had a particular style, 

and there was no mention of this particular type of style or fashion.  
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 Discussion 
 

This section presents a general discussion of the outcomes of the study and answers the 

research questions posed earlier. This is followed by limitations to the research, implica-

tions of the findings, and suggestions for further research. 
 

 

The purpose of this research was to explore the perception of clothing brands among 

Swedish men belonging to Generation Y, and more specifically investigated the first 

wave of Generation Y, those born between the years of 1977 and 1983. Through the 

twelve interviews conducted, the participants’ perceptions of branded clothing were ex-

plored. The particulars of participants’ brand preferences were investigated to understand 

what is appealing or not appealing to them when viewing and selecting their clothing. 

Furthermore, the needs satisfied through branded clothing were determined through the 

interviews.  

Participants in this research report placing a high value on branded clothing in their lives. 

To answer research question one, it can be concluded that the clothing brands purchased 

by participants are highly important. They seek out the same brands from the same stores 

each time they shop and are highly loyal to their preferences. Their brands help express 

who they are and help them to fit into various groups they ascribe to. Certain aspects of 

brands are seen as highly desirable, and others, extremely undesirable, addressing re-

search question 1a. The particulars of brand preferences differ amongst participants, but 

it can be said that a loud logo display is seen as juvenile and such clothing is not purchased 

by these participants. Logo color and placement on a garment is important to fewer par-

ticipants, and most did not specify an exact size a logo should be. Color is an extremely 

important decision in purchasing clothing, and participants tend to select the same muted 

tones that don’t stand out.  

Some participants may have a negative view of branded clothing, avoiding it altogether 

and holding negative judgments about people who display brands. This negative judg-

ment grows when the brand display becomes more prominent in size. Brand display is 

seen as something juvenile and not always as acceptable in Swedish culture and society 

by the participants. However, the participants generally acknowledged they were owners 

of branded clothing. There is an opinion held by many participants that they feel a brand 

does not need to show a logo or other identifying marker in order to be successful. In fact, 

not showing a logo at all or having one that blends in with the garment is seen as favora-

ble, and often as more favorable than having a more noticeable display. The brand pref-

erences participants hold are deeply rooted, and they continue to buy what they feel are 

the brands that serve their needs well. They seem to feel that they’ll continue buying these 

specific brands and purchase from their chosen stores on their future shopping occasions.  

Apart from a preference for garments having no logo or smaller logos, participants agree 

that darker clothing that does not stand out from a crowd is more desirable than brighter 

colors. This may be related to the commonly held feeling of not wanting to have a big 
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logo that would make the wearer stand out from others. The color dimension is also de-

scribed as something Swedish or Scandinavian, and would likely differ by country. This 

demonstrates the importance of investigating individual countries and specific prefer-

ences for clothing. Participants feel strongly about wanting brands that will last them a 

long time, and usually like to try out brands themselves in order to determine if they will 

be worth repurchasing. They may decide to try something based on what their family and 

friends recommend, or be inspired by something they see online or on television. Comfort 

is seen as important, with only one participant stating comfort was not a main factor in 

his buying decisions. Participants want to feel comfortable in what they wear, and they 

feel more so in darker colors and what is seen as safer fashions, with logos that do not 

stand out to others who see them.  

Familiarity and safety seem to be interchangeable when it comes to fashion and brand 

choices of the participants. They do not feel the need to try out new fashions or buy cut-

ting-edge styles, but prefer to stick with what is familiar that they feel secure when wear-

ing. Novelty is not valued, and participants prefer to stay with their tried and true stores 

and brands. There is a high degree of loyalty involved and their brands are greatly valued; 

once tried and proven to work to the participant’s satisfaction, they will continue to fre-

quent the store or to repurchase the brand unless subsequently proven to be unworthy.   

The shopping process is started when participants have a need aroused by a stimulus, 

often realizing they are either running out of clothing that they need, or seeing an article 

of clothing they desire and want to buy. This reflects the functional need met by their 

clothing. The perceptual process begins in order to determine the meaning of different 

articles of clothing they see, in order to satisfy the consumer’s need that has been aroused. 

There is a state of tension created until the participant chooses to eliminate the need by 

obtaining the desired garment. The needs may not always be separately experienced, but 

can be felt in combination. Once their goal is attained, the motivation to satisfy the need 

will recede. This motivation is what drives the consumer to satisfy the need by achieving 

a goal, in this case by the acquisition of the desired piece of clothing.  

To answer research question two, it can be said that the needs met by the participants’ 

preferred brands are functional, experiential, and social, and are driven by both internal 

and external factors but to differing extents. All participants express a functional dimen-

sion to their clothing, making this the most prevalent need. The social needs are expressed 

in wanting to fit in at work, with friends and family, and with Swedish culture and society 

and are also seen as very important to participants. Others’ opinions can often be an in-

fluence and there is a want of participants to appear a certain way to people. Branded 

clothing met participants’ experiential needs as well, reflecting a want for stimulation or 

variety. While variety was not sought in the participants’ clothing preferences, the cloth-

ing itself can provide sensory pleasure, as well as reflecting in some participants’ ability 

to derive this pleasure from the shopping experience itself. It may also provide cognitive 

stimulation for participants when they are inspired to buy different garments or brands 

from what they see on television or online. Certainly, experiential needs are met but are 
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important to a much lesser extent, and the meeting of functional and social needs are at 

the forefront when it comes to the participants and their brands.  

 Limitations 

This study was conducted qualitatively, which means the results cannot be generalized in 

order to project them to larger populations. It must be held in mind that even when a 

majority of the participants agreed on certain topics, it cannot be concluded that these 

findings would hold true for any other group of participants. Qualitative research is in-

herently biased by the researcher, and this should also be kept in mind when interpreting 

any results from this research. Additionally, this study was further limited by the selection 

of Generation Y and no other age or generation, and moreover by the selection of only 

the first wave of Generation Y. The results may differ for other ages or waves of Gener-

ation Y, or variance in findings may even deserve a look by birth year for Generation Y.  

The information found specifically on Sweden’s Generation Y men in existing theory 

only reported information from those born in the 1980s, and it should be mentioned that 

although this theory was used to frame the research findings, it leaves out the birth years 

of 1977-1979 that were included in this research.  

The scope of this research included only Swedish Generation Y men, so in addition to the 

limitation on age, there is a limitation imposed on the findings in regard to being country-

specific, culture-specific and gender-specific. The findings may be vastly different in 

other cultures or countries if the research was duplicated elsewhere, and would almost 

certainly differ is using the same age of Swedish women as participants.  

The participants of this research were screened for their comfort in conducting the inter-

views in English, so that there would be no need for translation of the results. Each inter-

viewee agreed to this condition, but it should be mentioned that the participants were not 

speaking in their native language, and this could have affected their ability to express 

themselves in the interviews.  

Furthermore, the possibility of social bias needs to be considered, especially when talking 

about brands, preferences, and secondhand shopping, which could be seen as more sen-

sitive topics, and all of which were focuses of the interviews conducted. Participants may 

have been uncomfortable answering what they might have considered to be sensitive 

questions, and it is possible they would have been driven to give responses they felt were 

more acceptable to give than their true feelings. It is important to acknowledge this as a 

possibility within the scope of this qualitative research project to be even more aware of 

the lack of generalizability to these findings. In addition, there was no way to verify what 

participants reported in their interviews. Their behavior reported in the interviews was 

therefore not verified, so it is unknown as to what degree participants were honest in their 

interviews.  
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 Implications 

This research gives several implications that may be of use to different groups of people. 

From the perspective of the consumer, it can be seen that a cultural dimension may be 

especially important in terms of style, color, and the undesirability of loud logo displays 

on clothing. The preferences of each of these aspects were often seen as relating to Swe-

dish culture by this group of participants, and shows that each culture may have its own 

unique preferences. Furthermore, it demonstrates that this group of participants felt that 

they would rather stick with familiar choices and dislike anything they see as fashionable 

or new. These safe choices are tried and true, and brings up the interesting point that it 

may be difficult for a brand not in the set of preferred brands the participant already pos-

sesses to find a way to enter the consideration set.  

Therefore, from the brand point of view, it can be said that brands must find ways to get 

these participants to trial their clothing, since trying them out is the most common way 

participants said they determine if they will continue to buy the brand. Clearly, they will 

stick with a brand and continue buying as a loyal customer if the brand works as expected 

or exceeds expectation. An awareness must be created of unfamiliar brands in order to 

increase trials amongst this group of participants. These may all be important implications 

for clothing brands in Sweden, or for those considering entering the Swedish market, to 

be aware of.  

In terms of details about clothing brands, it can be concluded that loud brands may not 

experience much success in this group of participants. Discreet logos are seen as safe 

choices, and branded clothing without any display is seen as desirable. Manufacturers of 

loud brands may be met with a greater success by reducing this size, or removing the 

identifying marker altogether in order to appeal to participants. Participants personally 

identify with their brands, but they do not feel others need to know about their feelings of 

identification. It would cease to be something that feels personally important to the par-

ticipants if they felt the need to display the brand to others, and their chosen brands are 

held in high regard by participants.  

Long-lasting garments are a must for this group of participants. Brand names do not au-

tomatically mean quality to them, but they do feel that if they are willing to spend a con-

siderable amount of money, they should be able to expect their clothing to last for some 

years. It seems likely that any clothing that is cheaply made and would fall apart after 

some uses and washes would be highly unsuccessful with this group of participants.  

Furthermore, another implication that may be of use to retail stores is that participants 

wish to get in and out of a store quickly. They do not enjoy being there in general, let 

alone for extended amounts of time, and want to find what they are after as soon as pos-

sible. Participants even prefer to plan their shopping trips ahead of time to reduce time 

needed! Therefore, a streamlining of the shopping process may help a store to appeal to 

this group of participants, for example by not having overly-crowded amounts of clothing 

displayed and by having a quick check-out process.  
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An interesting implication applicable to both companies and consumers is that price does 

not seem to be a factor to this group of participants. Brands and stores, then, may not need 

to feel price-conscious or have bargains available in order to capture this group of partic-

ipants as their customers. They expect to pay in order to receive a quality, long-lasting 

garment and feel this is fair to get what they are looking for.  

 Suggestions for Further Research 

This research focused on exploring the perception of clothing brands among Swedish men 

belonging to the first wave of Generation Y. A qualitative nature was thought to be ap-

propriate in exploring the deeper feelings and cognitive processes and patterns involved 

in brand preferences and shopping behavior, which was needed to meet this purpose. 

However, using a quantitative approach to explore this purpose would strengthen the re-

search findings and likely bring about further new areas to explore.  

Because of the limits on age imposed on this study, a study of the other waves of Gener-

ation Y, or even specific birth years within this generation, would also yield rich data on 

the chosen topics. Particularly the youngest wave of Generation Y which may favor more 

noticeable displays on their clothing would be extremely interesting, but likely all age 

ranges would greatly contribute to an understanding of the topics. Other ages and gener-

ations would likely also have their own perceptions and preferences and would be worth 

looking into.  

Furthermore, because of the cultural dimensions involved in perceptions and preferences, 

other countries would likely offer other contributions to these areas of study. Sweden 

itself was not found to be a common country of study, but clearly it is deserving of further 

examination, and this could extend to many different product categories outside of ap-

parel and brands. Studying similar topics specific to other choices of country would also 

likely yield useful data that would be relevant to that country.  

The specific aspect of safety and familiarity came up several times during the research 

about brands and store preference and would have been interesting to explore, but was 

located mostly outside the scope of research in further investigation. This may involve a 

Swedish culture aspect to clothing preferences, or it may be a deep-seated, multi-faceted 

concept that would be worthy of investigation as a stand-alone topic in Sweden or in other 

countries where this might also be an important area to explore.  

Participants in this research showed that they had opinions on several specific brand 

names of clothing and were willing to share them. These specific brand preferences and 

opinions held on brands could be investigated to give more precise, detailed information 

about why these thought patterns exist and could be of use to many stores and clothing 

brands operating in Sweden.  
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 Conclusion 

This chapter presents the conclusions drawn from this research, discusses how the pur-

pose was fulfilled by the findings, and permits the drawing of conclusions from the anal-

ysis and discussion sections. Additionally, some final remarks will be presented in order 

to summarize the key findings from the research.

 

In this thesis, the purpose has been to investigate the perceptions that Swedish Generation 

Y men hold of branded clothing. In order to achieve this purpose, a series of research 

questions was identified to pinpoint the necessary information that would allow the pur-

pose to be fulfilled. The answers to these have been provided from the primary research 

conducted. The context of the research conducted consisted of this primary data collected 

from twelve in-depth interviews, held with participants of a range of birth years from the 

first wave of Swedish generation Y men, and secondary data in the form of books and 

scientific papers. The interviews conducted formed a picture of the perceptions of partic-

ipants and their thoughts about branded clothing to demonstrate the importance of brands 

in their lives, what traits about the brands or clothing were important to the participants, 

and which needs were satisfied through participants’ branded clothing.  

From the findings, it can be seen that clothing is clearly a highly personal decision to 

participants, for even when there wasn’t a majority opinion on a topic, they all felt 

strongly in their beliefs and feelings. Clothing is an emotional, highly involved decision 

for these participants. This group of Swedish Generation Y males holds strong prefer-

ences about their shopping habits, clothing, brands, and the traits held by their chosen 

garments. It gives many important implications for consumers and brands in Sweden and 

what shoppers may be looking for. The findings demonstrate the richness and complexity 

of the cognitive processes our selected participants go through when considering branded 

clothing.  

Furthermore, there seems to be many highly interesting cultural factors affecting the per-

ception of branded clothing amongst this group of participants, not the least of which is a 

thought-provoking juxtaposition of participants’ desire to stand out from what others in 

Sweden are wearing, but not by wearing anything bright, loudly branded, or otherwise 

extreme. In addition to this, the answers given to some questions seem to be contradictory 

and would encourage further study. There are several avenues that could be promising for 

further research in the chosen topic areas, especially when viewing the results through the 

lens of cultural influences.   

This research contributes further to theories existing on clothing brands and preferences, 

especially within Sweden, where there is a lack of research, and on males, where there is 

another lack of previous research focus. Generation Y is an important group to understand 

because of their large spending power, and this gives businesses and consumers a deeper 

insight into how and why these participants shop and what they are looking for.  
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 Appendices 

 Appendix A 

 How often do you shop for clothing? What kind of clothing do you tend to buy? 

(Probes about specific clothing preferences, i.e. color) 

 Do you consider what you wear to be important? If so, why? 

 Would you buy clothing based on the logo it displays? 

 Would you buy clothing based on the brand? 

 Have you ever bought something because you liked what it represented? If so, 

what was it, and what did it represent? 

 How do you judge the quality of clothing? What would you look for if you’re 

seeking quality clothing? Does branded clothing offer better quality? 

 What factors affect which clothing you end up purchasing when shopping? 

 Do you shop at secondhand stores? If so, do you look for anything in particular 

there? 

 Do you know people who buy clothing just because of the brand it is or the logo 

it displays? How do you feel about them, and about their clothing choices?  

 Do you notice when someone is wearing branded clothing? How does it make you 

feel, and would you want to buy that product?  

 Do you know anyone who loves brands? How do they show this, and what is your 

opinion of this love and display of a brand or logo? 

 Does a brand need to have a logo on it? How big would it need to be? What color 

should be it? Where is an appropriate place to put the logo? 
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Shirt One 

 

Shirt Two 

 

Shirt Three  

 


