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Abstract — This study introduces the furniture purchasing behaviour model. The study describes the
behaviour model and characteristics of decision making and the environmental factors affecting the
individuals besides emphasising the family character of furniture purchase. We introduce a chapter
from the primary research verifying the model that analyses the validity of customer behaviour trends
defined as elements of the impersonal environment on the furniture market. We touch on our lifestyle
based segmentation model which is elaborated in our work in detail. The method of primary research
is quantitative, personal interview. While working out our research model we applied a method that
enables multi-level cross-section and cohort analyses. Our work has verified the need for trend
researches on the furniture market so we suggest the construction and the near-future launch of a trend
research system consisting of several modules that reveals the specific factors on the furniture market
besides verifying the validity of general behaviour trends.

consumer behaviour model / trend research / lifestyle

Kivonat — Vaséarloi magatartdsmodell a buatorpiacon A tanulmany bemutatja a szesk Aaltal
kidolgozott butorvasarldi magatartdsmodellt, amely a batorvasarlas csaladi jellegének hangsulyozasa
mellett fordit figyelmet a dontésben résztbkevszemélyes adottsagaira, az individuumra hat6
kornyezeti tényaik vizsgalatara. Bemutatjuk a modellt igazol6 primer kutatas egy fejezetét, amely a
személytelen kdrnyezet elemekeént értelmezett vasarl6i magatartastrendek érvényességét vizsgélja a
batorpiacon. Ennek mentén érintjik a munka soran részletesen is kidolgozott életstilus alapu
szegmentacios modellinket. A primer kutatds mddszere kvantitativ, személyes megkérdezés. A
kutatdsi modszer kidolgozasanal olyan eljardst alkalmaztunk, amely tébbszords keresztmetszeti
vizsgalatok, kohorsz-elemzéseket tesz k@heet Munkank igazolta a butorpiaci trendkutatasok
szlkségességét, ezért javaslatot tesziink egy olyan tdbb modulbdl allé trendkutatasi rendszer
feldllitasara, és a kozeljoen tortéh bevezetésére, amely az altalanos magatartastrendek
érvényességének igazolasan tul a butorpiaci specifikumokat is feltarja.

vasarl6i magatartasmodell/ trendkutatas / életstilus

1 INTRODUCTION

The aim of customer behaviour researches is on the one hand the analysis of preceding
reasons of mass phenomena, on the other hand, the prognosis of the future. One criterion of
this is the analysis of psychic phenomena. Customers with individual personalities show
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various behaviours when affected by different emvinental stimuli. The researchers of
customer and consumer behaviour attempt to typifijvidual decisions and, as a result of
this, several customer behaviour models have besaied since the 1960s. In the majority of
these models the process of decision making camtbepreted by the chain of problem
recognition — information search — evaluation —chase — use — follow-up evaluation, these
are then determined by factors the different agticonsider important.

Our innovative customer behaviour model, create2i0d9,(Figure 1) can be applied on
the market of durable goods, is based on the rbladividuals in making family decisions
and is verified by the analyses of the mechanidnfigroiture acquisitions.
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Figure 1. Customer behaviour model on the duraloleds market

The behaviour models of Hoffmanné (1977), Pakal$®7) and Tdcsik (2007) have
been considered in our work.

This model designed for the durable goods markgpsses that complex environmental
stimuli affect members of families (men, women, ahddren) asndividual decision making
elements In accordance with behaviour trenddjildren are also involved in purchase
decisions in our model since they affect them. Titade, female members and children in a
family are directed into each period of purchaseigiens by an optional type of relation,
which signals that certain members take part insttat making to a different degree in line
with the male-female-child roles characteristithie given society. The relationship between
the individuals determines the family character d&cision making and the roles of
individuals in decision making are unravelled.sltan important part of our model to analyse
which periods of decision making do individual fynmembers take part in and with what
intensity. Theexperience effecimpacts each family member, the results appeath@
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consumer habit of the next decision making. We ddikle to emphasize thamternational
environmenglso affects the process of decision making.

We verified this theoretical customer behaviour elah theHungarian furniture market
in accordance with an aspect-system determineché\ptimary research. We analysed the
impacts of impersonal environment on furniture pases by researching the validity of
general customer behaviour trends on the furniuaeket. We found it necessary to analyse
the family character of furniture purchase decisjdo survey family roles in each period of
the decision process (problem recognition, inforamatsearch, decision, purchase) based on
the model. The primary research enabled us to ghaugiture uses and purchassscording
to theoretical categorieand tosegment the market based on lifestwibich is of outstanding
importance for small ventures and medium-sizedriass enterprises of the branch (Hetesi et
al. 2007, Veres et al. 2006, Hradil 1995, Lazer1}97

2 METHODS

The method of research is a descriptive, quantéapersonal interview based on a structured
questionnaire. Our aim was to obtain statisticalglid, quantifiable data on a sample
representing Hungarian furniture purchasers, thmuladion of the research. In keeping with
the aims of the research, we considered those mefsoniture purchasers who are planning
to buy furniture in the next two years, who taketpa the decision making process in the
family and who do not work in the branches woodustdy, furniture manufacturing, furniture
trade, furniture design or inner architecture.

While elaborating the research method we aimedss¢mbling a questionnaire that is
appropriate for conducting multi-level cross-settandcohort analysesMulti-level cross-
section researches enables to make comparisonsngpextus levels but they do not make it
possible to measure changes in the opinions oYiohakl respondents since our samples are
made up of different persons each time. That is why advisory to use these multi-level
cross-section researches as cohort analyses, va@nécmulti-level cross-section researches
consisting of research series conducted at apatteptime periods. We propose researches in
a time period of two years in the case of the tureiindustry so as to dissociate the affects of
environmental trends and to acquire an impressidheotempo of development and changes.
Thus cohort is a group of respondents who expegiéme same event at the same time period.
With its help we can establish what attitudes gsowb the population with identical
characteristics maintain to aspects of the analgesision making in proportion to time. In
addition, it was our aim to elaborate a lifestydséd segmentation model while constructing
the questionnaire that enables grouping accordinvgliue orientation and family life cycle.

We used quota sampling. Sample size was 1300 gerdssembling the quota was done
based on a preliminary omnibus survey of 1054 peapl which we used the basic
demographical data — significant for the topic -pebple planning to buy furniture in the next
two years as the basis of the quota. These weave:df/settlement, gender, and age group. In
keeping with the regional quota (Budapest, westdumgary, and eastern Hungary) the
distribution of respondents followed national ratd&cording to the omnibus survey of
1054 people 18.8% of the Hungarian population wasrpng to buy furniture at the time of
the interview. The interviews were conducted ineJAA09 on neutral spots (streets).

As for the demographical characteristics of thepoeslents, according to the
preliminarily given quota, there were slightly moneen (55%) in the sample. The age
distribution of the respondents was: 18—-25 yedl%b,26—-30 years: 17%, 31-40 years: 23%,
41-50 years: 18% 51 years or older: 21%. Two thafdhe respondents came from towns,
one third of them from villages.
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3 RESULTS

During primary research we examined if general bieha trends (Tdfcsik 2007) — defined
as elements of impersonal customer environmerttennodel — are valid on the Hungarian
furniture market. All these, besides verifying ttieoretical model, strongly support the
marketing strategy planning of business enterprid&sanalysed the validity of the following
trends (we signal the marketing area of practipglieation in brackets):

1. Furniture purchasers nepdrsonally tailoredoroducts as a result of ego trends derived
from modern values. (product policy, communication)

2. Price is still a very important factor in decisioraking. However, the trend of social
responsibility, environmental protection and apgrey human health may also be
apprehended that is why the needdbeap eco-productsan be expected to appear on
the furniture market as well. (product policy, prg policy, communication)

3. Besides price sensitivity characteristic for funné purchase decisions, we can observe
the trend of cheap design and cheap chim the furniture market.(product policy,
pricing policy, communication)

4. The impact of personal information sourcesre greater on furniture purchase
decisions, which comes along with the entry ofadrindicating increase interest in
origin of product (product policy, communication)

5. Counselling, personal relationare equally important for both sexes at the point
information obtaining when making furniture purchaslecisions. The general
behaviour trend that men rely more on written doents than the expertise of shop
assistants does not work during furniture purch@senmunication)

6. Nowadays the 'middle-class — individualistic' vattend has spread among flat users,
which puts the individual into the foreground begiatme basic functionality of the
‘conventional-traditional' value trend. (produclipg communication)

According to the customer behaviour trend verifiggt, furniture purchasers need
productstailored to individual needsas a result of ego trends derived from moderneglu
The trend found by the Trend Inspiration reseancdug in 2008 suggests that the need for
personally tailored products have become commogplilce determinant factor of this trend
Is exhibitionism since everything can become a tdalelf expression. This refers back to ego
trend (ToBcsik 2006) which means putting the individual i@ foreground and the need
for personally tailored product (tailored to persdn the approaching social era, knowledge-
economy, individualism will become the centre elatn@lorx 2000). Although the trend of
'the limit in infinity' (Trend Inspiration 2009) suggesting that because of overflowing credits
prior to the economic crisis people got used todlea that there is no limit to their ambitions
— has occurred in Hungarian trend research, in 20@®nnection with the economic crisis,
people face limitations in purchasing due to creditfinements. Along with our hypothesis,
all these do not affect the need for personallgtad products on the furniture market.

During lifestyle based segmentation we groupedornsts according to modern and
traditional values. We analysed the following staats characteristic for modern values and
backing up the ego trend: flexibility is typicalrfony lifestyle, I like buying furniture, | look
for pleasure in shopping, | often entertain gudstdten rearrange my furniture, and | would
like to renew my home décor more often.

Acta Silv. Lign. Hung. 6, 2010



Consumer behaviour model on the furniture market 79

Table 1. The need for personally tailored productge group indicating ego trehd

How important is personally tailoredness, unique>r‘fesyou when choosing furniture?
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Flexibility is typical for 470 74.3 14.3 11.4 4.04 1.19 1.39
my lifestyle.
| like buying furniture, 623 73.7 15.9 104 4.05 1.14 1.31
| look for pleasure in
shopping.
| often entertain guests. 533 70 18.4 11.6 3.98 1.18 1.39
| often rearrange my 255 73.7 14.9 114 4.01 1.17 1.37
furniture.
| would like to 604 75 13.1 11.9 4.05 1.18 1.39
renew my home décor
more often.

In line with the next trend, we can expect the nf@dheap-ecoproducts to enter the
furniture market as well. Eco means the commitnientthe protection of both people and
their environment. One of the values of the ' indinalistic — middle-class' value trend is that
the need for individual integrity and thus dehurzation seemed to be one of the key
questions at the turn of the century (Kapitany pikny 2000). Furthermore, our hypothesis
is built on the previous research result that precéhe first and most important aspect of
choice in most furniture categories (Pakainé et 24l07). Eco products will become
characteristically cheaper along with future imgments, cheap-eco products will appear,
resulting in the appearance of the cheaper versibpsevious products and of eco products
designed with the aim of cheapness. (Trend Inspita2010). Our hypothesis dealt with
‘conscientious purchasgTrend Inspiration 2010), which means that prasluwill be
expected to have ato- and charitableharacterEco chictrend will mean not only an eco-
conscious purchase but its communication towardsoauers. The booming 'CSR' activities
of companies back up this trend as well. Accordingthis trend affecting furniture
manufacturers, customers would like to see tramsparompanies; this means that customers
would like to be able to have an overview on th@Mlproduction process.

In accordance with the results of the whole samaplyses, environmental protection is
not a characteristic aspect among the populatiannphg to buy furniture in the next two
years. However, being detrimental to health vergimis.(Table 2)

1 1.5 scale of importance where 1 means 'absolutdlymmportant’ and 5 means 'very important'
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Table 2. Environment- and health conscioushess

N Min Max Average Deviation Variance

People do not pay attention 1095 1 5 4 1.09 1.18
if the furniture purchased is
recyclable or not.

Most people cannot identify 1115 1 5 3.83 1.13 1.27
if a given piece of furniture is
environmentally friendly.

People do not take into account 1113 1 5 3.96 1.04 1.09
the effects of a product on the

environment while making a

purchase decision.

It should be harmless to health. 1115 1 5 4 55 0.8 0.64

We examined the raisorctie of the need fotheap-ecqroductsfirst of all among those
who think that people take into consideration tfieats of products on the environment. The
average importance of low price was 3.69, its denavas 1.14, and its variance was 1.29 in
this group. The average agreement with the statetBenellent quality is more important
than price when buying furniture' was 3.47 in thisup. The deviation was 1.061 while the
variance was 1.126. (N=355)

The estimation of price-quality ratio of furnituppirchase among respondents keeping
environmental aspects in mind was similar to thel@tsample: on the valid frequency range
(N=340) 58.8% of the respondents usually buys gpedity but pays attention to the price as
well and 31.2% of them generally buys average tyuphoducts for moderate prices. 2.6% of
the people typically buy good quality even forheg prices and 0.9% of them look for the
cheapest solutions even at the cost of quality.

The average agreement with the statement 'peopleotipay attention if the furniture
purchased is recyclable or not' was 4.00 in theleveample, the deviation was 1.09 while the
variance was 1.18. Price was also an importantcagpd.3%) for those respondents who
keep recycling factors in mind when buying furnguiN=308). The result of the question
analysing the costs of furniture purchase accortbngrice-quality ratio in the group: on the
valid frequency range 58.4% of the respondentsliysbays good quality but pays attention
to the price as well and 30.5% of them generallysbaverage quality products for moderate
prices. 3.2% of the people typically buy good gyadiven for higher prices and 1.3% of them
look for the cheapest solutions even at the coguafity.

The number of respondents considering health pioteat least moderately important
was 1082 persons in the sample. 63.3% of them fdand prices important or highly
important. The result of the question analysing ¢bsts of furniture purchase according to
price-quality ratio in the group: on the valid fusocy range 62.7% of the respondents
usually buys good quality but pays attention toghee as well and 27.3% of them generally
buys average quality products for moderate priees% of the people typically buy good
quality even for higher prices and 0.9% of thenmkléar the cheapest solutions even at the
cost of quality.

In summarywe can say that the role of price is outstandingiportant when making
decisions about furniture purchase even among @mvient- and health-conscious groups.

2 1.5 scale of importance where 1 means 'absolutd#lymmportant’ and 5 means ‘'very important'
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The research has proved that, besides price, guado occurs to modulate the situation to
some extent.

According to the next analysed trend, besides passitivity — which is so typical for
decisions about furniture purchase — the needcfmap design and cheap chis also
characteristic for furniture markets. Cheap desngans the democratization of design (Trend
Inspiration 2010). Along with this trend, customewsuld like more imaginative, more
beautiful products for lower prices. Cheap chicefid Inspiration 2010) is about products that
become cheaper through innovativeness. A needekihatics occurs besides convenience in
the ' individualistic — middle-class' value trertat, on the one hand, serves the needs of a
society that turns outwards and seeks the ackngetadnt of others to prove their own
successfulness but, on the other hand, it sereesdlds of the individual as well. One of the
values of aesthetics is conveyed by the sociefgrigsg the greatest value to joy, attractivity
(Kapitany— Kapitany 2000).

To verify our hypothesis we analysed the importanficeorm/design, aesthetics, fashion,
functionality and durability among price-sensitirespondents. 504 respondents were price-
sensitive in the sample from the aspect of the thgxis. They did not agree with or were not
certain about the attitude statement that 'thellexdequality of the product is more important
than its price when buying furniture' (agree anshdree as well). According to the results
summarised iMables 3 and Adurability and functionality are outstandinglyportant even
in the case of price-sensitive customers. In pro@orto importance averages, they are
closely followed by aesthetics and design. Fastulemess is a moderately important factor.

Table 3. Design and functionality among price-sévesicustomers 1

N Min Max Average  Deviation  Variance
Durability 491 1 5 4,71 0.523 0.274
Functionality 490 1 5 4.64 0.616 0.379
Aesthetics 488 1 5 4.48 0.696 0.484
Design 481 1 5 4.20 0.899 0.808
Fashion 481 1 5 3.31 1.202 1.446

Table 4. Design and functionality among price-sévesicustomers®

N Important Not so important Not important
valid frequency valid frequency valid frequency
(%) (%) (%)
Durability 491 96.5 3.5 0
Functionality 491 94.5 4.9 0.6
Aesthetics 488 92.0 6.8 1.2
Design 481 81.9 13.5 4.6
Fashion 481 45.6 33.7 20.7

3 1-5 scale of importance where 1 means 'absolutglynmportant’ and 5 means 'very important’, intdide:
important: categories 4-5, not important: categotie?
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According to the next analysed trengersonal information sourceshave greater
influence on decisions about furniture purchase targlcomes along with the occurrence of
the trend indicating thencrease in the interest of product origiihe question dealt with
authenticityas well and it examined the role of informatiomiiog from given sources in the
decision making process. The searchdothenticityoccurs as the counter-trend of pleasure
search in connection with customer expectationsd@ik 2006) where credibility is in the
foreground and finding a trustworthy manufactuned #&s store requires great awareness and
commitment from the customer. The need for trargactompanies originates from the fact
that customers are more likely to believe their @sathan companies. According to our
verified hypothesis, personal information sources abservably higher rated on the
Hungarian furniture market.

In case of personal information sources, friend$ acguaintances turned out to be the
most creditable sources from the aspect of purctiasisions, followed by furniture retailers,
joiners, interior designers and building contrast@valuation on a scale of importance where
1 means 'absolutely not important’, 5 means 'venyortant/How important are the given
information sources for you when making decisionsu furniture purchase?). The situation
was modulated when we analysed the role of infotsnanfurther detail by correlating the
opinions of people working in furniture trad€aple 5. When contradictious opinions occur,
manufacturers and designers become more creditRglspondents take into account the
opinion of retailers less than that of others.

Table 5. The role of advisérs

Adviser Valid frequency N
Lrgienr(iac;r designer 622;2 1169
Retater 1616 1176

When we tookimpersonal information sourcesinto consideration during our analysis,
we found that friends and acquaintances were atilthe top of the list. According to the
importance average, besides personal acquaintanetslers and joiners preceded any
impersonal information source. The role of inter@signers and building contractors were
moderate, many impersonal information sources pettethem (catalogue, Internet
magazine, exhibition).

In case of impersonal information sourasgalogues are the most important sources
followed by the Internet, magazines, exhibition &nen by flyers Television, local daily
newspapers, women's magazines, weekly or monthigpegpers, radio stations and national
daily newspapers did not turn out to be creditafiermation sources.

Whose opinion is determinant in case of contraajchotions?
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While analsing thénterest in origin of product, we found that the place of origin is
less important when we are choosing furniture. Thportance average of the place of
origin (a 1-5 scale where 5 means 'very importands 2.9, deviation was 1.28 and
variance was 1.62. If we take a closer look we finalt: 31.1% of the respondents found
this aspect important or very important, 31.6%am found it moderately important and
37.3% of them thought it was not important (or dbsay not important). The difference
between 'important’ and 'not important' categoigenly 6.2% in favour of the 'not
important' category.

The situation was modulated when we asked a comayeestion: do you prefer
buying Hungarian furniture? 59% of customers prdf@ingarian furniture. This rate of
preference was independent of age, region and gdde square test, 0.05 significance
level).

Among people preferring Hungarian furniture we aska open question about the type
of criteria they require Hungarian furniture to me@uality was mentioned most often (69%)
followed by price (51%), guarantee (31%), repanvises (21%), complementary services
(5%) and reliability in 2% of spontaneous remarks.

We examined in our research the need for furnipuechase ajoiners. 61% of the
respondents would not have his/her furniture mada joiner but 10% of them were sure to
order furniture from a joiner, and this is reassgriwhile analysing significant differences
in opinions (Chi square test, 0.05 significanceelpwe found that younger people were
more open to order from joiners and people livingeastern and western Hungary also
prefer ordering from joiners while those living Budapest do not. The spontaneously
mentioned and most important reasons for orderimgnf joiners: meeting unique
requirements (53%), personal acquaintanceship (Ldeédlibility, reliability (13%), quality
(8%), low price (8-8%), precision of joiners (4%)dathe statement 'Hungarian joiners are
good' (4%). Spontaneously mentioned reasons otthos planning to order from joiners:
higher price of joiners (25%), longer time (8%)e thimplicity of shopping in a department
store (8%), 'preferring to see what they buy' (7&GYler choice in department stores (6%),
not reliable, not creditable (5%), longer acquasitiime (5%), joiner cannot make it (3%)
and 'do not know any joiners' (3%).

Reliability/credibility occurred among spontanegushentioned reasons for buying
from close, local members. It was also confirmedt tthe role of personal connections,
informants is significant in connection with furnié purchases.

The trend thatounselling personal relations are more important for wonmenesmen
rely more on written documents during purchasesneasonfirmed on the furniture market.
The need forcounsellingis a general behaviour trend characteristic far toue (To6csik
2006), which signals that customers entrust cedansions they have little knowledge about
to experts. The role of shop assistant is domimarhaking furniture purchase decisions
(Pakainé 1997), appropriately trained people caerdene the decision making process since
consumers need tangible help and counselling whekimg decisions about furniture
purchase.

We examined the differences in opinions betweesqral and impersonal information
sources — analysed in connection with the previoymthesis — in proportion to gender to
examine this hypothesis. We did not find any sigaiiit difference in the opinions in personal
aspects (One Way ANOVA, 0.05 significance level).
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Table 6. Opinions about personal information sosragnong meh

Categories 4-5 Categories 1-2

Moderate

valid frequency valid frequency
(%) (%)
Friend, acquaintance, relative 530 68.3 21.5 10.2
Joiner 512 62.1 27.7 10.2
Retailer 526 59.5 29.3 11.2
Interior decorator 506 40.1 20.6 39.3
Building contractor 500 28.4 27.6 44.0

We verified the assumption that thendividualistic — middle-class ' value trenthas
spread among flat users which puts the individual inte #oreground beyond the basic
functionality of the 'conventional-traditional' wa trend. The motto of this new value trend is
to feel oneself comfortable; self-expression haobe typical in furnishing. This, on the one
hand, serves the needs of a society that turnsandsénand seeks the acknowledgement of
others to prove their own successfulness but, enother hand, it serves the needs of the
individual as well. The shift between the two vattends became multitudinous in the 1960s
in Hungary and in a certain way that resulted irediforms. The two value trends mixed and
gradually shifted towards the individualistic valuend (Kapitany — Kapitany 2000).

The lifestyle based segmentation carried out duttregresearch confirmed that there are
two groups among Hungarian furniture purchasers tven the modern values of the
‘individualistic — middle-class' value trend chdesised by Kapitany — Kapitany (2000).
These two groups are the 'modern, innovative' (2a#@ the ‘demanding, modern' (19%)
amounting to 40% of furniture purchasers. Eviderafanodern values can be detected in the
additional three groups (escapist 10%, style-1&8 Xrustrated 21%) but they more or less
stick to traditions. The practice of segmentatioooading to values is widespread in lifestyle
based models. The Gallup model identifies groups ispace determined by traditional-
modern or individualistic-social values. The Lifdst Inspirational model segments groups
according to pace of life and value orientatione TRINUS milieu model creates groups
according to basic value orientation, everyday védas, general attitudes and everyday
aesthetics. The analysis of the role of values weedirmed by Lazer (1971) who stated that
lifestyle is the result of factors such as resosirailture, values, rules, punishments and
symbols.

In our work we aimed at developing a model — inr@tion with the customer behaviour
model dealt with in the introduction — that enahlssto segment furniture purchasers based
on lifestyle. That is why segmentation was doneading to the following variables:

1. Socio-demographic: taking into consideration agmgian, qualification, subjective
living standard, character of flat/house, and esflgclife cycle: the age of oldest
child, marital status (single, couple), age ancheaac activity.

2. According to questions of attitude: they served #malysis of attitudes towards
traditional-modern values, furniture purchase anthé décor and that of factors of
furniture choice. According to value orientation determined modern and traditional
furniture purchasing and using values in accordavitteTable 6

®1-5 scale of importance where 1 means ‘absolutglynmportant’ and 5 means 'very important', intdide:
important: categories 4-5, not important: categotie?
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Table 7. Modern and traditional values in lifesthi@sed segmentation

Modernity Tradition

Self-expression, the individual is in the centFeinctionality in furniture use (long enduran
(colour, form, design, fashion, brand produatsgnufacturing precision, cleanness and order
tailored to person). Flat as the source of joyas basic value).

Furnishing principle: 'feel comfortable’, Functionality in home décor.
sacrifices time, and goes into details.

Provoking positive reaction from the social Provoking positive reaction from the social
environment by self-expression. This meangnvironment by correspondence, adjustment
fear/risk at decision making. Mutual present¢e others.

of confidence and fear.

Chosen relationships are higher valued, mdress guests.
frequent guests; accessible spaces are created
in accordance with this.

Changes, rearrangements are typical. Continuiyraegements are not typical.

Eclectic home décor (memorabilia from the Respect tradition in home décor, influenced
past together with modern objects in one by average standards, mediocre principle,

space). follows uniform style determined by tradition.
The role of the Internet, virtual objects, Written text, personal communication.
pictures.

Flexible pace of life (workplaces mixed into Considerate, slow pace of life.
each other).

Self-expression penetrates working areas. Stricttianality (kitchen, pantry,
workshop).

Search for experiences is characteristic for Aspiring safety in lifestyle.
lifestyle.

Critical approach, need for authenticity.

Basic value: Basic value:
joy, self-centred, measures own success belonging somewhere, rules, norms, authority
through acknowledgement of others.

We used the k-mean cluster statistic method foerdghing groupsFigure 2 shows the
segments according to family life cycle and valderdation.
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,Lonely, survivor” Escaping
Style-less

+LEmMpty nest” 29 %

Frustrated
21 %

Complete family IIl.

I
i
f  Complete family II.
e

Complete family I.
Demanding
Modern
19 %

Innovative
Modern

c

Yy  Young couple, no child
c

| 21 %
e

~Single”

[
»

Traditional Modern
Value

Figure 2. Home décor style groups in Hungary

4 DISCUSSION

The result of our research confirms the necesdityremd analysis on the furniture market
verifying the validity of several general behaviowends on the furniture market. We
recommend aesearch system of multi-level modufesusing on the furniture market that
could reveal special characteristics of this matkesides monitoring and testing general
trends. It is our aim to explore greater correlai@bout the living standards of customers,
consumers, about the changes in values, the featdirifestyle so as to help companies to
adapt to the market. Qualitative research methads paimarily needed to reveal new
phenomena but we cannot neglect quantifiable ie®ilber. An interdisciplinary approach
will be further needed in future researches takiig account mainly the research results and
methods of sociology and psychology. It is essemtiagive exact frames and systems of
criteria before starting researches. The researthadology we sugge¢figure 3)refers to
the furniture market and undertakes exclusivelyrineelation of the trends in furniture use
and purchase. Besides these, it constantly mongengral behaviour trends, analyses their
interpretability and validity from the aspect oktfurniture market. We need to examine the
results of trend researches from time to time; \@meehto monitor changes, the spreading
process, time and pace of the phenomena.

We are planning to further research certain elesnehthecustomer behaviour mode
outlined in the introduction: the effects of markgtactivities as elements of the impersonal
environment and the role of reference groups, opiteaders given as elements of the closer
social environment in decision making. Our aim w@greate a customer behaviour model
that is valid on the market of durable goods beeafists cogency on the furniture market but
which has to be further confirmed on additional ke#s. Figure 3 demonstrates the trend
research system suggested for the furniture market.
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Modules of trend research system on the furnituaieket

> Basic hypotheses

¥

v

¥

Content analysis
from newspapers and
electric media —
reports every 6 month

Monitoring

innovative
companies —
reports every 6 month

Interviews with
opinion leaders —
reports every 6 month

Monitoring
participants —
reports every 6 monf

: I

————— » Feedback

Recomposing hypotheses

Y

Quantitative research |-
every 2 years

Statistic reports, .
analysing data — Composing hypotheses . Deﬁxﬁie;itlh.od
reports every 6 month P
A
\ 4
! Mid-time
Every 6 months research report
_______________ Expert groups
Every 2 years Y
Experts 2:
i1l Delphi method —

report every yeal

Research aim revealing trends on the furniture stadonstant monitoring,
analysing the validity of general behaviour trends

Figure 3. Trend research system on the furnitureketa
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