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Message from Head of Faculty

Tēnā koe,

My name is Hamish Small, and I am the Head of Faculty from New Media, Arts and 
Business.   We currently teach a Master of Applied Management (MAM) programme 
within the faculty. This year we are proud to present the inaugural Master of Applied 
Management Student/Staff Special Edition 2021. This is being published in the 
current Southern Institute of Technology Journal of Applied Research. This edition 
showcases five student and staff research articles from the current academic year 
based on student projects from the MAM. Student projects were then rewritten into 
journal articles with input from both the student and their supervisor. Each of the 
articles in this publication has been peer-reviewed. These papers will be described 
in more detail in the Comments by the Editor 

Such publications as this, helps to highlight the variety of topics that are undertaken 
by students in the MAM programme. We would like to thank both the students and 
supervisors for making this Special Edition possible. We envision a bright future 
for these students and we would like to share with the readers a sample of their 
outstanding achievements in getting to this point.  

The publication, while highlighting the work of these five students and supervisors, 
also gives some insight into the overall programme. Before students embarked 
on their projects they completed taught papers on the MAM. We would also like to 
acknowledge the teaching staff for helping to guide these students through their 
programme of study. 

I trust you will enjoy reading this Special Edition and hope it will give you some 
insight into the work done by both students and staff in helping students on their 
journey of learning. 

Ngā Mihi,

Hamish Small
Head of Faculty 
New Media, Arts and Business

Hamish Small
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Dr Jerry Hoffman

Kia ora 

Welcome to the first edition of the Master of Applied Management Student/Staff 
Special Edition 2021. As noted in the comments above by Hamish Small, this 
publication highlights the work of five student projects undertaken while studying 
for their Master of Applied Management qualification. These projects were then 
reworked, submitted and peer-reviewed into the research articles that appear in this 
Special Edition. The paper titles and the authors are listed below in the order they 
appear in the edition:

1. A Content Analysis on Fast-Moving Consumer Goods (FMCG) Company’s Focus 
to Emphasize Sustainable Plastic Packaging. Authors: Dilushan Dahanayake and 
Christine Yiqing Liang

2. An exploratory study about the effectiveness of ISO 9001 certification in New 
Zealand. Authors: Chao Liu and Chandra Sharma Poudyal 

3. The impulse-buying behaviour of working women purchasing clothing in New 
Zealand. Authors: Nelum W. Arulalan and Alison Fields

4. Dynamics of Group Decision Making. Authors: Anton Garnyk and Claudia Gonnelli

5. Customers perception towards (digital) internet banking in New Zealand. Authors: 
Vinod Surendran and Sanjeev Acharya

It should be noted that the first author is the student whose project the article is 
based on. The second author is the student’s supervisor who helped the student 
during the project and assisted in writing the article.

Research articles such as these are important in getting the research to be viewed 
by a wider audience. I personally, as the Editor of this publication, would like to 
thank all the students and their supervisors for all the time and effort in making 
this Special Edition possible. All this work was done after each student finished their 
research projects thus showing their determination and fortitude. We believe you 
will enjoy the variety of topics coved in this Special Edition.

Ngā mihi

Dr Jerry Hoffman
Senior Editor 
Southern Institute of Technology 
Journal of Applied Research
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A CONTENT ANALYSIS ON 
FAST-MOVING CONSUMER 
GOODS (FMCG) 
COMPANY’S FOCUS TO 
EMPHASIZE SUSTAINABLE 
PLASTIC PACKAGING
Dilushan Dahanayake and Christine Yiqing Liang

ABSTRACT
The fast-moving consumer goods (FMCG) industry is a heavy user of single-use plastic 
(SUP) for their packaging.  SUP usually requires fossil fuel resources to produce and can 
often end up degrading into harmful pollutants in the marine and terrestrial environments. 
This research explored whether FMCG companies taking initiatives to eliminate the 
use of single-use plastic. This research followed the content analysis methodology to 
obtain and analyse information from the company websites of 17 FMCG companies 
in the Fortune 500 rank.  Every company had at least one sustainability-related topic 
on their website and 94% claimed they had at least one initiative to eliminate SUP.  
Only 35% of websites documented a substantial number of initiatives compared to the 
size of the business.  Over a third (35%) of company websites either did not define 
their SUP reduction targets or had extended 10-year targets. This research addresses a 
gap in the literature on plastic elimination initiatives exploring how they are taken into 
consideration when defining the company targets.  Furthermore, the results could be 
used as a baseline for future research studies to examine the evolution of sustainable 
packaging practices and the reality of achieving their commitments.  Finally, this study 
demonstrated the utility of content analysis in business management to investigate the 
“greenwashing” phenomenon.

Keywords: Single-use plastic; Content analysis; Circular Economy; FMCG companies.

Dilushan Dahanayake, School 
of Business, Southern Institute 
of Technology, Invercargill, New 
Zealand

Christine Yiqing Liang, Department 
of Environmental Management, 
Southern Institute of Technology, 
Invercargill, New Zealand

INTRODUCTION
Fast-moving consumer goods (FMCG) are low-cost products that sell quickly, for 
example consumable household goods.  It is a substantial category in the consumer 
products industry, with a market projected to reach $15 trillion by 2025 as a result 
of the increase in spendable income, growth in online shopping, technological 
advancements, and growth in developing markets (Research and Markets, 2019).   
FMCG heavily use plastics: of the total plastic use, 36% was used in packaging, with 
the majority being single-use plastics (SUP) and virgin plastics (Rhodes, 2019).  The 
majority are fossil-based, meaning that it has a longer degradation cycle.  

Out of the 450 million metric tons of plastic produced each year, around 60% are 
disposed of (the rest recycled or burned), with an estimated 15% of plastics being 
integrated into the marine system (Mason, 2019).  In the marine system, these 
plastics can be broken into small particles called microplastics (MP), which are less 
than 5 mm in size and could impact marine life (Sharma & Chatterjee, 2017).  Further, 
with the bioaccumulation process, other harmful chemicals in the sea are absorbed 
by the MP accumulated inside seafood, which could end up being ingested by humans 
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(Seltenrich, 2015).  Due to these harmful environmental and health impacts of plastic, 
there is a critical need to evaluate alternative plastics solutions.  The FMCG industry 
is a suitable market to target and study for the reduction of plastic use, as such a 
large and growing market would make a big difference to the global plastic footprint 
if it were to explore alternative packaging solutions.

This article investigates the solutions identified by the FMCG industry and asks 
whether FMCG companies are taking initiatives to reduce the use of plastics.  FMCG 
companies have been reported to initiate many efforts to protect the environment 
by enabling green practices within their organisation (Pallavi, 2019) but are 
simultaneously being challenged for not having a strategy to eliminate plastic from 
packaging materials (Greenpeace International, 2018.).  A mixed-methods approach 
in the content analysis was adopted as information collected from a single data 
collection occasion using concurrent mixed methods is more comprehensive than 
using a single approach method (Saunders et al., 2019).  

METHODS
This research asks whether FMCG companies are taking initiatives to reduce the use 
of plastics. The key research objectives are as follows:

1. To determine the importance given to sustainable business practises in FMCG 
company’s corporate ambition

2. To assess the emphasis given to alternative plastic packaging within their 
sustainability focus areas

3. To list the initiatives for SUP reduction and sustainable packaging developments

SAMPLE POPULATION
The Fortune 500 companies ranking list was used to define the population in this 
research (Fortune 500, n.d.).  The FMCG industry was defined as food, household 
products, beverages and tobacco sectors, which are the sectors defined as FMCG by 
Research and Markets (2019).  Following this definition, a list of 17 FMCG companies 
were selected from the Fortune 500 list (Table 1).  It is important to note the limitation 
of the sample that only a section of FMCG companies in the world is represented as 
the FMCG companies that are listed in the Global 500 list are the one with published 
financial reports (Fortune, 2020).  

At different levels, these FMCG companies present their commitment to be sustainable 
and reduce their impact on the planet, acting as better corporate citizens.  Their 
intentions are highlighted strategically in their corporate ambitions, for example, 
their public statement around purpose, values, vision, mission or strategy.  To 
actualise these ambitions, they have initiatives to reduce plastic from packaging, and 
may have partnered with external associations to drive a sustainable agenda. Finally, 
there are formal targets set for these initiatives, which more closely represent the 
company’s real commitment.  The research explores the level of attention given to 
the reduction of SUP packaging at each of these levels. 

CONTENT ANALYSIS METHODOLOGY
Information for the global FMCG industry and its sustainable initiatives to reduce SUP 
and alternative to plastics in packaging were extracted from the company websites 
in the form of reports, texts, videos, images, and quotes for the period of 2019-2020.  
The data was gathered and processed as follows:

1. Identifying and highlighting statements related to ‘sustainability’ in organisation 
ambition: The organisation ambition is commonly referred to as ambition/ 
objective/ purpose/ vision/ values/ mission/ vision or strategy or as a 
combination of some of these.  Most of these data was available in text format, 
yet video files and image files were also found. The videos were watched in full 
and transcribed to text documents.  Images were converted to texts using the 
content of the image, as per the methods of Krippendorff (2018).    
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The ambition statements were scanned for keywords related to sustainability.  
The united nations sustainable development goals were used when defining the 
keywords (#Envision2030, 2020).  The keywords were sustainable, biodiversity, 
corporate citizen, planet, environment, natural environment, social value, 
community and natural resources (#Envision2030, 2020).  Using the coding 
method defined by Erlingsson and Brysiewicz (2017), the statements that included 
any of these keywords were identified as sustainability-focused statements.  
Using this technique, the companies that included these keywords were grouped 
as sustainability-focused companies.  Then these keywords were populated in a 
word cloud to identify frequently mentioned keywords.

2. Identifying focus areas in company sustainability: Each company in the sample 
had a list of unique focus areas in its sustainability plan.  A list of sustainability 
related topics under each company’s sustainability plan were generated.  As all 
topics did not have common names, they were grouped to common independent 
units (Krippendorff, 2018, p. 146).  These units are referred as ‘focus areas’ in this 
report.  Most frequently found focus areas (found in more than 4 companies) were 
reported independently.  As such there were 9 focus areas.  Other non-frequently 
used topics that could not be grouped to common units (found in less than 4 
companies) were all grouped ‘others’ focus area.  

3. Quantifying the focus areas under sustainability: The sustainability focus areas 
from Step 2 were used to carry out a Google search with a custom Boolean 
operator (site: domain.com “focus area”) to extract all the content under each 
focus area.  Hindy (2018) stated that using the method, a large volume of data 
could be extracted without a manual search process would be a highly time-
consuming exercise. The number of items under each focus area was recorded 
and cross tabulated against their respective sustainability focus area for each 
company in the sample.  This exercise has helped to identify the number of 
content items in each focus area for each company.  

4. Deep diving into plastic and packaging related focus areas and initiatives: Out 
of the above focus areas, plastic and packaging related topics were further 
investigated.  The information related to plastic-less packaging, recyclable 
plastics, or any other innovative solutions to eliminate SUP were collected in this 
step. Initiatives were grouped into another set of coded recording units: Recycle, 
Reduce, Reinvent, Reuse, Educate and Investment/ Partnerships.  The data was 
tabulated against each company.  Information related to other manufacturing 
processes were not collected as they were beyond packaging and the research 
scope.  

5. Obtaining the target for plastic and packaging related goals and initiatives: The 
year of the target was used as an identifier to tabulate the data.  Where there was 
no target mentioned, it was highlighted as not applicable.   
The authors recognise that the data extracted from this research are considered 
secondary information.  The information was restricted to the company 
perspective only. This was a challenge in the content analysis as it relies on a 
single source of information (Krippendorff, 2018).  The authors considered an 
exploratory research approach for this study, where the phenomenon or issue is 
not being explored in-depth previously (Saunders et al., 2019, p. 187).  Therefore, 
a research for conclusive evidence would be suggested for the future researchers 
(Exploratory research, n.d.). 

RESULTS
The following list of 17 FMCG companies were identified from the Fortune 500 list 
(Table 1).  The FMCG industry was defined as food, household products, beverages 
and tobacco sectors (Research and Markets, 2019).   Many of the companies have 
a broader global presence across multiple countries.  Therefore, some companies 
maintain separate country or region-specific websites with localised content.  Since 
the framework should be consistent, only the website address listed in the Global 
500 list was selected. The advantage of this was that it maintained the consistency 
of the sample.  However, as a disadvantage, if any information from country-specific 
websites were not migrated to the global site, the content analysis could not extract 
that information.  This is considered coverage or frame error as the information is not 
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representative of the original design (Banda, 2003, p. 5). Each company in the global 
500 list had a respective rank between 1 and 500, which was derived from the size of 
the company using their published financial data (Fortune 500, n.d.).  

Table 1 List of Companies Considered in the Sample for the Research

Company Name Corporate Website Address Global 500 Rank
1 Nestle https://www.nestle.com 82

2 P&G https://www.pg.com 156

3 Pepsi https://www.pepsico.com 160

4 Unilever https://www.unilever.com 185

5 Anheuser-Busch 
InBev

https://www.ab-inbev.com 205

6 JBS https://jbs.com.br 213

7 Wilmar International https://www.wilmar-international.com 285

8 Tyson Foods https://www.tysonfoods.com 287

9 Coca-Cola https://www.coca-colacompany.com 335

10 Louis Dreyfus https://www.ldc.com 371

11 L’oreal https://www.loreal.com 375

12 British American 
Tobacco

https://www.bat.com 379

13 Philip Morris 
International

https://www.pmi.com 421

14 Danone https://www.danone.com 453

15 Heineken https://www.theheinekencompany.com 474

16 Fomento Economico 
Mexicano

https://www.femsa.com 482

17 Mondalez 
International

https://www.mondelezinternational.com 495

WHAT IS THE IMPORTANCE GIVEN TO 
SUSTAINABILITY IN GLOBAL FMCG COMPANIES?
Each company had a unique way of presenting their corporate ambition.  It was 
introduced in various categories such as vision, ambition, mission, values, purpose, 
goal, strategy, or principles. They were all categorised as ‘ambition’ for reporting 
purposes.  Of the 17 companies analysed, 11 (65%) had a sustainability-related 
statement in their corporate ambition. Of these 11 three companies had the statement 
in their vision, two had it in their ambition statements, and the remainder had unique 
categories (Table 2).  

Table 2 Where Sustainability is highlighted in the Corporate Ambition  

Source Location of the ‘Sustainability’ % of Companies
Vision 18%

Ambition 12%

Goal 6%

Mission 6%

Purpose & vision 6%

Strategy 6%

Values 6%

Values/ Strategy 6%

Non-Sustainability-focused 35%
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From the qualitative word cloud analysis (Figure 1), the most prominently used 
keyword is ‘sustainable’, followed by society, impact, planet, environmental, 
responsibly, sustainability, packaging and resources.  Keyword frequency 
represented visually from the size of the text on the word cloud.  The appearance and 
prominence of the keyword ‘packaging’ in the word cloud provides evidence that it is 
a popular focus area.  

Figure 1 Word Cloud of Sustainable Ambition generated 
from the company ambition statements 

WHAT ARE THE FOCUS AREAS WITHIN 
SUSTAINABILITY?
Focus areas within the sustainability agenda are explored for each company in this 
section.  Sustainability is a broad topic encompassing environmental, economic and 
social pillars (University of Alberta Office of Sustainability, n.d.).  Further, the United 
Nations refines sustainable development goals into 16 subtopics (#Envision2030, 
2020).    

Different focus areas related to sustainability were found, and all the companies had 
at least one sustainability focus area on their corporate agenda. Therefore, although 
not all companies explicitly stated sustainable initiatives in their corporate ambition, 
these initiatives were still publicly documented.  Any focus area that was discussed 
by more than four companies in the sample were considered significantly focused.  
These areas were Water, Plastic and Packaging, Waste, Climate change, Sustainable/ 
Responsible consumption, Deforestation, Sustainable sourcing, Nature and Carbon 
Neutral (Figure 2).  All other focus areas found were grouped under the ‘Other’ group.  
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By cross-tabulating the two variables; focus area and the company name - the 
percentage of each focus area by companies can be determined. As an example, 82% 
of the total sample recorded ‘plastic and packaging’ as a focus area (Figure 2).  

‘Other’ (71%) had cumulative results of multiple wide-spread uncommon focus areas.  
Those were advertising, marketing, conflict minerals, genetically modified crops, 
human microbiome, minimising pesticide, nutrient profiling, nutrition labelling, 
poverty, product safety and quality, stem cells, salt reduction, saturated fats, science 
with integrity, tackling obesity, trans fats, transparency, product integrity, no peat, 
land stewardship, partnership for goals and eco-design.  None of these topics were 
reported by more than four companies (24% of the sample) independently.  Therefore, 
these topics were not majority focused areas. 

There was a limitation in the above analysis where only the width and popularity of 
the focus areas across the sample were presented, meaning that - even if the topic 
was discussed only once, the analysis considered it as an occurrence.  To overcome 
this the entire website was analysed using Google’s custom Boolean operator for 
the number of topics appeared in the search for each of the previously defined focus 
area.  This exercise was repeated for each focus area for all the companies.  As 
a result, total of 70,223 contents were found across all 17 company focus areas.  
For an example, 13,217 contents were found for plastic and packaging focus area 
(19%) (Table 3).  The ‘Others’ category has been scaled down due to lower number of 
contents, which is a more realistic representation of significance of these focus areas.  
This analysis gave insight into the depth of the content with a better representation 
of the importance given to each focus area.  

Figure 2 List of focus areas in organisations’ sustainability agenda. Note: Data obtained from a sample of 17 
FMCG companies presented in table 1.



SITJAR 2021 | Special Edition – Master of Applied Management

11

Table 3 Total Sum of Contents Available by Focus Areas

Focus Areas Percentage of content
Water 20%

Plastic and Packaging 19%

Climate change 15%

Sustainable sourcing 10%

Nature 8%

Waste 5%

Sustainable/ Responsible consumption 5%

Deforestation 4%

Carbon Neutral 3%

Others 10%

Note: The total content count obtained from 17 GMCG companies.

INITIATIVES TAKEN BY COMPANIES TO MOVE 
TOWARDS DEVELOPING SUSTAINABLE PLASTIC 
USE AND PACKAGING
A total of 335 initiatives for plastic and packaging found across 16 companies, which 
represents 94% of the sample population.  However, the number of initiatives could 
depend on the size of the company.  Therefore, the company size was factored to the 
number of initiatives.  

The size of the company had an inverse correlation to the Global 500 rank (Fortune 
500, n.d.).  Therefore, once the rank and number of initiatives are plotted in a 
graph, the average trendline was an inverse relationship (Figure 3).  The trendline 
assumes the best fit of data for the two axes: companies above this trendline have a 
proportionately high number of initiatives compared to their size, whereas companies 
below the trendline have a lower number of initiatives compared to their size.   

As a result of this exercise, 35% of companies had a substantial number of initiatives 
compared to their size.  They were Coca Cola, Unilever, Pepsi that had the highest 
distance from the trendline and L’oreal, Danone and Mondelez that lower distance 
to the trendline.  The rest of the 10 FMCG companies were below the trend line.  All 
FMCG companies in this analysis were treated equally which would be a limitation of 
this analysis where it did not recognise specialised companies in one industry that 
needed to maintain a smaller number of initiatives to reduce plastics.  

Figure 3 Factoring the number 
of initiatives to the size of the 
company. Data for global rank 
and number of SUP reduction and 
alternative plastic initiatives are 
presented in figure 3.  An inverse 
trendline formed to segregated 
higher than average and lower than 
average number of initiatives.
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Of all the sustainable plastic and packaging initiatives, six categories emerged: 
education, investment/ partnerships (IP), recycle, reduce, reinvent and reuse (Table 
4).  Recycling had the highest number of initiatives, followed by IP and Reduce.  

Table 4 Sustainable Plastic and Packaging Initiatives by FMCG Companies

Initiative Category Number of Initiatives  % of the total
Total Initiatives 335 100%

Recycle 119 36%

Investment and 
Partnerships (IP)

83 25%

Reduce 65 19%

Reuse 31 9%

Educate 24 7%

Reinvent 12 4%

Out of 335 initiatives, 119 initiatives were identified within recycling, 83 initiatives 
were identified within IP, and 65 were identified for reducing the plastic and packaging 
items.  Within recycling initiatives, Coca Cola led the list with 21, followed by Unilever 
(18) and Pepsi (17).   Most of the initiatives are found on recycled polyethylene 
terephthalate (PET) bottles.  The recycling materials used in the bottles ranged from 
20% to 100%.  Other initiatives are re-collection of plastics, build other items using 
recycled plastics, awareness programs and new technologies for sorting plastics. 

Coca Cola once again lead the list on initiatives identified within IP with 24 initiatives, 
followed by Pepsi with 13, and Unilever with 10 initiatives.  However, Pepsi 
highlighted that not all their partnerships at the individual country levels are listed 
on the website.  The IPs have been made with the government, non-government, 
charities, and private bodies (Table 5).  The key plastic reduction initiatives were 
alternative packaging solutions, reducing packaging weight, and reducing the use of 
plastic in conventional packaging.  Unilever was the leading company in this category 
with 13 initiatives (Table 5). 

Table 5 Top 3 Companies (a) Recycling, (b) IP, and (c) Plastic Reduction Initiatives 

(a) Recycling
Coca Cola Unilever Pepsi
100% recycled PET (rPet) bottles) 100% rPET bottles 6 percent rPET used across company

Changing the packaging from 
green to transparent

100% recyclable polyethylene 
(HDPE) bag 

908 million bottles and cans recycled

Multi-material packaging recovery 
organisation

Flexible and recyclable packs launched Recycling with Purpose in Latin America

Launch PET Recycling Company 30% recycled plastic in detectable 
bottles

More than 1,000 programs with municipalities and 
commercial sites

On-site sorting and recycling 
programs in seven markets

Biodegradable and plant-based 
tea bags.

Recycling initiative in partnership with Gem Enviro 
Management using reverse vending machines (RVM), 
collection vans, electric rickshaws, collection centres 
and collection points 

Deposit return systems in Australia 15% of recycled plastic bottles 100 percent rPET in 2020 in USA

PET bottles collection 80% recycled plastic and 20% 
reclaimed ocean plastic bottles.

Recycle Rally is a free recycling program

Build a pavilion using discarded 
PET bottles

Biodegrade sachet How2Recycle label

Installed reverse vending 
machines

Recyclable back plastic Doritos Stax in a canister that can be widely recycled

Collection points run by charities  Pepsi MAX #RecyclingThrowdown in the U.K

Separating bottles from caps and 
converting both into plastic shards

 Pepsi Zero Sugar – Recycling Roadster in the U.S
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(b) Investment/Partnerships Towards Sustainable Packaging
Coca-Cola Pepsi Unilever
Diesel clothing Circulate capital Associação Brasileira da Indústria do 

Plástico (ABIPLAST)

$600,000 Grant in Australia Partnership with Carbios PRAISE with Danone, Indofood, Nestlé 
and Tetra Pak

Benioff Ocean - $11 million partnership Partnership with Circular Plastics 
Alliance (CPA)

Buenos Aires City Government and 
retailers

$5.4 million grants in the United States Partnership with Tetracycle Circular Economy for Flexible Packaging 
(CEFLEX) 

Regional corporate alliance with Nestlé, 
Diageo, Heineken and Unilever

$65 million investment for recycling Partnership with Mr Green Africa and 
European Plastics Pact

 $17 million in grants to The Closed Loop 
Fund

The Recycling Partnership’s Film 
and Flexibles Task Force 

Consumer Goods Forum companies and 
NGO CEMPRE

World Economic Forum Global Plastic 
Action Partnership (GPAP)

Partnership with Danimer Scientific 
to develop and Waste Efficient 
Collection and Recycling Efforts 
(WeCare)

Partnership with Mr Green Africa

Association of Southeast Asian Nations 
and Ocean Conservancy Trash Free Seas 
Alliance

Partnership with The NaturALL 
Bottle 

Partnership with The Ocean fund 
managed by circular capital and Ioniqa 
Technologies

Partnership with Indorama, Atlanta Braves, 
UN Environment, American Beverage 
Association, Ioniqa Technologies, Reciclar 
Pelo Brasil and PRAISE (Packaging and 
Recycling Alliance for Indonesia Sustainable 
Environment)

Partnership with the Alliance to end 
plastic waste and Trash free seas 
alliance

 ALPLA, a world leader in the 
development and production of plastic 
packaging solutions, and Ecopek, a 
specialist PET recycling plant

(c) Reduce the Use of Plastics and Packaging
Unilever Coca Cola L’Oréal
Electric tricycles to delivery to homes Remove shrink wrap from can 

multipacks
100% of the PVC has been eradicated 
packaging

25% less packaging in Dove Hybrid bottle reduced the virgin 
plastic

Packaging made from captured and 
recycled carbon emissions. 

OMO three-litre bottle, with a formula at six 
times the concentration to reduce plastic 
used by 75%.

Water in an aluminium can Reduce the weight and size of packaging 
or remove them. 

Signal Eco Clean toothbrush with 40% less 
plastic

Paperboard packaging solution 
KeelClip™ for multipack cans

SANOFLORE

Cardboard deodorant sticks PlantBottle - which incorporates 
30% plant-based material

Refill serum cartridges results a 52% 
reduction in total packaging 

Zero-plastic material in outer-wrap of Dove  Bio-sourced plastics.  

Plastic-free Dove beauty bar   

Simple plant-based cleansing wipes with 
natural fibres

  

Wrapper-less ‘naked’ ice creams   

15% Reduction of plastic with MuCell™ 
technology 

  

No plastic scrub beads   

Alternative materials such as aluminium, 
glass, paper and board 

  

Replace packaging film using matt varnish
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GOALS AND TIMELINES FOR A SUSTAINABLE 
PACKAGING FUTURE
The FMCG companies are vocal regarding their intentions to achieve sustainable 
plastic and packaging in the future.  A total of 11 (65%) companies set a target year 
to achieve sustainable plastic and packaging goals of 2025 (6 of them were above 
the trendline in figure 3). Other 3 companies (18%) set their target years to 2030.  
Additionally, a precise target could not be extracted for 3 companies.  All 6 of them 
were plotted below the trend line in figure 3.  Therefore, it is identified that companies 
that did not have number of initiatives compared to their size, either had extended 10-
year target or no targets were set to reduce SUP.  As previously stated, 16 (94%) had 
at least one initiative on the topic of sustainable plastic and packaging.  Therefore, 
the results show that not all companies are setting actual targets for their initiatives.

  

DISCUSSION AND CONCLUSION 
Only 65% of the companies in the sample addressed a sustainability-related topic 
in their corporate ambition (Figure 4).  Irrespective of not having sustainability 
ambitions the companies had at least one sustainability-related focus area which 
highlighted that the focus on sustainability is a global phenomenon.  These global 
FMCG companies are expanding their partnerships with many new and innovative 
companies to share knowledge and operation at scale.  Developing innovation 
production capability, redefining the way of consumption, and reducing the industrial 
waste are some of the identified solutions developed by these start-up companies 
(Lacey et al., 2021).  The recognition of circular economy (CE) is evident with 16 (94%) 
companies addressing it on their website.

There were many focus areas within sustainability.  The most frequently available 
sustainability focus area was Packaging and Plastic followed by Water.  Other key 
focus areas were Climate change, Waste management, Sustainable sourcing, and 
Deforestation.  In the literature it was found that topics in the area such as water, 
climate change, plastic pollution, deforestation among many other are critical 
discussion areas to consider to sustainable environment (Earth.Org, 2020; Interim, 
2020; Tiwari et al., 2011).  In the study on Indian companies Jha and Rangarajan 
(2020) found that Water was highlighted as the third-highest priority, while Learning 
and Energy being the first two priorities.  Factoring in the number of content, 19% 
of the contents were on Plastic and Packaging (second to only water with 20% of 
content).  Unilever, Nestle and L’Oréal had the highest amount of content around 
the topic of Plastic and Packaging. The results are in line with the companies that 
are identified as the highest sustainability-oriented companies (Streeter, 2016).  It is 
identified from this analysis that the FMCG companies are recognising their impact 
on the environment from the plastic and packaging, which is a positive direction 
towards moving towards a sustainable development plan.

Figure 4 Summary of Findings

Goals

• Targets in 2025 - 65%
• Targets in 2030 - 18%
• No targets -18%

Intentions

• Sustainability Focus are 
covered - 100%

• Practise Circular Economy - 
94%

• Addresses sustainability in 
their corporate ambition -65%

• Water (20%) and plastics 
(19%) are the most discussed 
sustainability topic

Activities

• Companies having 
sustainable plastic or 
packaging related initiatives 
- 94%

• Number of initiatives beyond 
their size of Business - 35%

• Recycling had the highest 
Focus - 35% 
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Out of 335 initiatives, 16 companies (94%) had an initiative related to SUP.  The 
literature highlighted that elimination of plastic is one of the priority topics to drive 
the CE (Foschi, 2019).  However, when adjusted for the size of the company, only 
35% of companies had initiatives in this focus area.  Those companies were Pepsi, 
Unilever, Coca Cola, Danone, L’oreal, and Mondelez. The findings suggests that only 
a few top FMCG companies have taken initiatives at their size of operation to drive 
SUP elimination initiatives.  This raised the question “do all FMCG companies have a 
comprehensive strategy to eliminate SUP from its packaging”?

Recycling was the most abundant topic followed by IPs.  However, recycling used 
on its own is not effective to achieve SUP elimination goals (Rhein & Sträter, 
2021).  Rhein & Sträter (2021) argued that most companies are implementing a 
recycling economy as opposed to a CE.  This presented a challenge in achieving a 
comprehensive sustainable system.  Both Coca Cola and Unilever appeared as top 
3 for SUP elimination.  The findings were consistent with literature stating Unilever 
was identified as one of the most sustainable businesses (Cherubini, 2019).  The 
steps in the CE model such as collection, disposal, recycling and recovery have been 
identified by these companies through their initiatives (Kalmykova et al., 2018).  As 
a limitation of this study, it did not evaluate the effectiveness of these initiatives.  
Therefore, further study would be suggested to recognise this gap via third party 
sources.

Although all FMCG companies had at least one initiative addressing SUP, 18% of 
the companies had no targets set for them.  These companies global rank was in 
the same range between 160 – 400, similar to those 35% companies that had their 
targets defined in the next 5 years and were significantly above the trendline in 
terms of number of initiatives in Figure 3.  Therefore, the size of the company had 
no relationship to them defining targets.  It is uncertain why not all companies set 
targets for their initiatives. The findings support recommendations by Rhein & Sträter 
(2021) that company initiatives must be investigated against an achievable target 
date.  Only when there is a set target date can initiatives be distinguished between 
“real” plans versus conceptual plans with no concrete ambition of achievement.  
Taylor and Wilson (2019) stated that goals are not met if the plans are not drawn to 
achieve them.  Endorsing this, it is deemed that if no targets are set for an initiative, 
there would be no underlying force to achieve them.    

Among the sample, 36% of the companies either do not have a target or extended 
10-year targets for these initiatives.  All of them were plotted below the trend line 
in figure 3.  Having 94% of the FMCG companies claiming to practise CE, when these 
results are overlapped with initiatives and targets, it is arguable that companies 
that claim CE practices, continue their business as usual adding more plastics to the 
natural environment.  As highlighted by some environmental groups, claiming to 
focus on SUP consumption without having a comprehensive strategy to stop using 
them can be perceived as greenwashing (Greenpeace International, 2018).  

By evaluating initiatives to reduce SUP in packaging, this research has attempted 
to address the gap in knowledge on comparing initiatives against the targets set by 
the companies. The research has shown that it is not enough to evaluate initiatives 
at face value (as every company studied did state at least one sustainability-related 
focus area), but a set target date was needed to hold companies accountable for 
their claims. This study evaluates company intentions versus their realistic goals to 
achieve them.  The findings will benefit academic research, FMCG companies, and the 
public in the following ways: 

1) Future researchers could use the findings from this research as a baseline to 
identify whether the set targets in 2019/2020 were achieved and these results add to 
the body of knowledge of CE and sustainable packaging solutions in practice

2) FMCG companies can evaluate the information from the findings and improve 
their plans and strategies, especially for those that do not have targets defined. This 
research will be useful for identifying their peer organisation targets and timelines.

3) For the public, this research provides comprehensive knowledge on top FMCG 
commitment towards a SUP reduction and current initiatives, including examining 
the targets set for the above initiatives. 

While plastic and packaging are given the highest priority in their sustainable 
strategy, only 65% companies had defined the targets to achieve them in the next 
5 years.  The companies which do not have a target for their initiatives would be 
considered as not having a comprehensive strategy for that objective.    
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AN EXPLORATORY 
STUDY ABOUT THE 
EFFECTIVENESS OF ISO 
9001 CERTIFICATION IN 
NEW ZEALAND

Chao Liu1 and Chandra Sharma Poudyal²

ABSTRACT
This study aims to explore the effectiveness of ISO 9001 certification in the improvement 
of manufacturers’ performance in New Zealand. To achieve this aim, two research 
objectives were developed: (i) to examine the factors which may influence ISO 
9001 certified manufacturers’ performance in New Zealand and (ii) to determine the 
manufacturers’ motivations for adopting ISO 9001 certification in New Zealand. The 
study has used an exploratory design and has used a positivism philosophy. Quantitative 
data was collected using an online questionnaire distributed to ISO 9001 certified 
manufacturers in New Zealand. The study results suggest that organisational performance 
is influenced positively by ‘ISO 9001 standards implementation depth’ and ‘ISO 9001 
standards implementation procedures’ among New Zealand manufacturers. Most of 
New Zealand’s manufacturers obtained ISO 9001 certification because of external 
motivations, including marketing requirements and customer expectations. The study 
also revealed that external motivational factors positively impact business performance 
but have a negative influence on operational performance. Customer satisfaction is only 
influenced positively by organisational size but negatively influenced by ‘ISO 9001 
standards implementation procedures. 

This study concluded that ISO 9001 certification positively influences New Zealand’s 
manufacturers’ performance through ‘ISO 9001 standards implementation depth’ and 
‘ISO 9001 standards implementation procedures.’ Future research needs to focus on 
the relationship between operational performance and business performance using a 
longitudinal study. In addition, the management of New Zealand manufacturers should 
turn external motivations into internal motivations for ISO 9001 certification rather than 
meeting external requirements.

 

Keywords: ISO 9001 standards; Manufacturers; Business performance; Operational 
performance; Organisations; New Zealand
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INTRODUCTION
Quality has been recognised as an essential factor for Small and Medium-sized 
Enterprises (SMEs) to achieve competitive advantages in the market they serve 
(Kachba et al., 2012, p. 104). Therefore, it is essential to set up an efficient Quality 
Management System (QMS) to ensure the quality of products and services that 
meet customers’ expectations. The ISO 9000 series was published in 1987 by the 
International Organisation for Standardization (ISO), and the ISO 9001 standard 
became the most well-known quality management standard (ISO, n.d.). The ISO 
9001 standard is adopted by many organisations all over the world, including New 
Zealand. Organisations adopting ISO 9001 certification need to follow the rules such 
as regular internal audits and external audits every fiscal year. It also requires 
certified organisations to improve customer satisfaction to maintain the certification 
(Islam et al., 2016, p. 630).

Many researchers stated that the ISO 9001 standards helped organisations to 
improve performance and achieve business success. For example, Valmohammadi 
and Kalantari (2015) claimed that ISO 9001 certified companies experienced better 
performance than non-certified companies. Likewise, Chow‐Chua et al. (2003) stated 
that ISO 9000 (9001) certified companies showed better financial performance than 
non-certified. Even ISO stated that the ISO 9001 standard could help organisations 
obtain sustainable success (ISO, 2019). It seems that the ISO 9001 standard could 
improve organisational performance, including operational performance and 
financial performance. The operational performance is related to internal activities 
such as productivity, product quality and customer satisfaction, and the financial 
performance is related to profitability (Feng et al., 2008, p. 26).

The aim of this study is to explore the effectiveness of ISO 9001 certification on the 
performance of New Zealand manufacturing companies. Overall, the research aim 
was set up to answer the research question, ‘Will ISO 9001 certification be effective 
in the improvement in performance of New Zealand manufacturers?’ The research 
aim was broken down into two research objectives.

 ↘ To examine the factors which may influence ISO 9001 certified manufacturers’ 
performance in New Zealand.

 ↘ To determine the manufacturers’ motivations for adopting ISO 9001 certification 
in New Zealand.

There has been much debate among researchers about the effectiveness of the ISO 
9001 standard.  Zimon (2016) claimed that organisations spend huge amount of 
money and time for maintaining the ISO 9001 standard system. Organisations had 
to invest extra costs to achieve ISO certification, increase paper workload, and pay 
little attention to support functions (Singels et al., 2001). Likewise, Saad and Asaad 
(2015) also argued that ISO certified companies had worse performance on average 
cost savings, sales growth rate, market share growth, and net benefit growth rate 
than non-certified companies. The relevant research about the effectiveness of 
the ISO 9001 standard has been not conclusive from previous studies. Therefore, 
the effectiveness of ISO 9001 certification in the improvement of organisational 
performance needs careful investigation. 

Since the farming industry is a common industry of New Zealand, it is the backbone 
of the country’s economy, and only a few industrial enterprises exist here (Business 
NZ, 2007). Because of the lack of industry, there are only a few studies on whether 
ISO 9001 effectively improves New Zealand manufacturing companies’ performance.  
Some relevant studies (Aarts Frank & Vos, 2001; Feng et al., 2008; Lee & Palmer, 
1999) in New Zealand are based on very old versions of the ISO 9000 series (i.e. 
ISO 9001:2000 or ISO 9001: 1994) and the second-hand data. However, the ISO 
9001 standard has gone through ISO 9001:1987, ISO 9001:1994, ISO 9001:2000, ISO 
9001: 2008 and ISO 9001:2015 versions (ASQ, n.d.), the ISO 9001 standard changes 
once every seven years. Those previous studies may be out of date because of the 
changing business environment. This study is based on the latest ISO 9001 version 
(ISO 9001:2015) using first-hand data gathered through the questionnaire.

According to JAS-ANZ (the Joint Accreditation System of Australia and New 
Zealand), there are currently nearly 1000 manufacturers that have been certified by 
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ISO 9001 in New Zealand(Datalab, 2020). Therefore, the study is designed to measure 
the effectiveness of ISO 9001 certification and understand influencing factors on 
improving the organisational performance of New Zealand manufacturing companies. 
The linkage of operational performance and business performance is investigated to 
measure the effectiveness of ISO 9001 certification.

 

METHODOLOGY
Researchers choose an exploratory design when they set out to study an area without 
any well-developed body of knowledge (Denscombe, 2009). Since the aim of this 
research is to explore the effectiveness of ISO 9001 certification on the performance of 
New Zealand manufacturing companies, an exploratory research approach has been 
used in the research (Silver et al., 2012). The study is designed as survey research. 
The data gathering has been carried out through an online questionnaire. This aligns 
with Denscombe (2009) argument about using online survey questionnaires being 
cheaper and faster than the conventional paper questionnaire. A brief overview of the 
research methodology is shown in Figure 1 below.

The data collection process began on 1st May 2021 and ended on 1st June 2021, and 
85 participants completed the survey however, only  82 responses were taken for 
study due to missing data. As the research project is about the effectiveness of ISO 
9001 certification on improving organisational performance, only participants who 
have good knowledge of ISO certification or are very familiar with their organisations 
can answer the questions. So the survey was sent to only staff or the mangers who 
are working in quality departments.

The collected data were analysed using the deductive method. The raw data was 
downloaded from a google form, and the invalid responses were deleted. The 
quantitative data was analysed by following three steps.

Step1: Data Preparing

The downloaded data was checked manually by the researcher to make sure of the 
quality of the data. Then, the researcher added data into the SPSSAU, an online 
statistical software similar to SPSS.

Step2: Data Grouping

The factor analysis was conducted using the statistical software SPSSAU, focusing 
on variables such as the motivation of adopting ISO 9001 certification, the size of the 
organisations, the performance of operational improvements, etc. The researcher 
grouped the responses of part 3 in the questionnaire based on the determined 
dependent variables.

Figure 1 
The demonstration of 
research design

Research
philosophy

. Positivism

. Exploratory

. SurveyOverall
Approach

Research strategy

Primary research 
method
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Step 3: Conducting Key Analysis

Two kinds of key analysis were conducted in SPSSAU, namely linear regression 
analysis and one-way ANOVA. In the end, the result of the research was compared 
with other similar studies to find similarities and differences.

RESULTS AND FINDINGS
Question one to question four in the first part of the questionnaire was designed 
to collect basic information about the participants and their organisations. The 
information included the participants’ positions, the person in charge of quality 
management in their organisations, the size of the organisations and the motivation 
for adopting ISO 9001 certification.  This is followed by findings related to the factors 
influencing organisational performance and finally ending with the motivation for 
adopting ISO 9001 certification. 

1. Position of research participants

The number of respondents from different positions in research objects are shown 
in Figure 2. 24 replies were from CEOs or Directors, 23 replies were from quality 
managers, while the response from employees in the quality department were 20 
and only 15 responses were from department managers.

Figure 2 The respondents’ positions in their organisations



SITJAR 2021 | Special Edition – Master of Applied Management

22

2. The person in charge of quality management

Figure 3 illustrates that the top manager of most organisations was responsible 
for the quality management in their organisations. Second to them were the quality 
managers, and all staff in the quality department ranked in the third position.

Figure 3 The person in charge of quality management

 3. The size of organisations

Figure 4 shows the size of participants’ organisations. From the response of 
the research participants, it can be seen that 26 organisations have 101-150 
employees while there are 18 organisations employing 51-100 persons. Similarly, 
17 organisations have 1-50 employees in their organisations. However, it can also be 
seen from the responses that 11 organisations have employed over 200 persons and 
10 organisations have employed 151-200 persons.

Figure 4 The size of organisations based on number of employees
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4. The reasons for adopting ISO 9001 standard.

Regarding the reasons why their organisations adopted the ISO 9001 certification, 
as shown in figure 5, 34 per cent of participants believed that it was due to marketing 
requirements, while the answer of customer expectations accounted for 28 per 
cent. Only 21 per cent claimed that ISO 9001 was adopted to improve production 
process or service quality while 17 per cent believed that it was for the purpose of 
improving operational efficiency.

THE INFLUENCING FACTORS FOR 
ORGANISATIONAL PERFORMANCE
Factor analysis has been used to determine the numbers of the independent variables 
and dependent variables, respectively. The results of independent variables 
are shown in Table 1. Four factors, namely implementing ISO 9001 procedures, 
implementing depth of ISO 9001 standards, the motivations for adopting ISO 9001 
certification and the organisational size’ recognised as independent variables, are 
extracted from samples by factor analysis. It can be seen from the below table that 
the commonalities of the samples from question 3 to question 14 are higher than 
0.7, which means that there is a strong correlation between the research items and 
factors. The absolute values of factor loading among samples of question 7, question 
8, question 11, question 12, question 13 and question 14 are greater than 0.7, 
which means that those samples have a corresponding relationship with the factor 
‘implementing ISO 9001 procedures.’ Similarly, the absolute values of factor loading 
among samples of question 5, question 6, question 9 and question 10 are higher than 
0.7, which means that there is a corresponding relationship between those samples 
and the factor ‘implementing depth of ISO 9001 standards.’ The absolute values of 
factor loading among samples of question 4 are also higher than 0.7, which means 
that the samples of question 4 have a corresponding relationship with the factor ‘the 
motivations for adopting ISO 9001 certification.’ The absolute values of factor loading 
among samples of question 3 is higher than 0.7, which means that the samples of 
question 3 have a corresponding relationship with the factor ‘the organisational size.’

 

Figure 5 The reasons for adopting ISO 9001 certification
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Table 1 Factor analysis for independent variables

Factor loading (Rotated) 

Items

Factor loading

CommunalitiesImplementing 
ISO 9001 

procedures

Implementing 
depth of ISO 

9001 standards

The motivations 
for adopting ISO 
9001 certification

The 
organisational 

size

7. Please indicate the commitment level 
of the top management in quality-
related activities.

0.84 0.113 -0.014 0.105 0.73

8. Please indicate the employees’ 
involvement level in quality 
management activities in your 
company.

0.727 0.28 -0.302 0.077 0.754

11. Please indicate the measurement 
level of production or service 
processes in your company.

0.711 0.407 0.017 0.043 0.741

12. Please mark the level of reason 
analysis for non-conformance.

0.754 0.076 -0.128 -0.015 0.792

13. Please mark your agreement or 
disagreement about the KPIs set up in 
your company.

0.768 0.291 0.045 0.101 0.719

14. Please mark the criteria level for 
selecting suppliers in your company.

0.767 0.245 -0.033 -0.012 0.75

5. Please mark the frequency level of 
collecting the opinions, feedback and 
suggestions from customers towards 
products or services your company 
provided.

0.104 0.821 -0.038 -0.061 0.70

6. Please indicate the analysis level of 
data collected from customers in your 
company.

0.286 0.686 0.259 -0.253 0.784

9. Please indicate the clarity level of 
incentive mechanism for employees’ 
improvement at their work.

0.35 0.769 -0.054 0.201 0.757

10. Please indicate the level of the 
employee training program (like 
On-Job-Training, etc.) about quality 
management in your company.

0.546 0.764 -0.075 0.13 0.738

4. Why did your organisation adopt ISO 
9001 certification? Please choose the 
one which is the most suitable for your 
company.

-0.106 0.053 0.952 0.007 0.921

3. How many employees are there in 
your company

0.117 -0.017 0 0.96 0.936
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Factor loading (Rotated) 

Items

Factor loading

Communalities
Implementing 

ISO 9001 
procedures

Implementing 
depth of 
ISO 9001 
standards

The motivations 
for adopting 

ISO 9001 
certification

The 
organisational 

size

7. Please indicate the commitment level 
of the top management in quality-
related activities.

0.84 0.113 -0.014 0.105 0.73

8. Please indicate the employees’ 
involvement level in quality 
management activities in your 
company.

0.527 0.28 -0.302 0.077 0.454

11. Please indicate the measurement 
level of production or service 
processes in your company.

0.611 0.407 0.017 0.043 0.541

12. Please mark the level of reason 
analysis for non-conformance.

0.754 0.076 -0.128 -0.015 0.592

13. Please mark your agreement or 
disagreement about the KPIs set up in 
your company.

0.568 0.291 0.045 0.101 0.419

14. Please mark the criteria level for 
selecting suppliers in your company.

0.767 0.245 -0.033 -0.012 0.65

5. Please mark the frequency level of 
collecting the opinions, feedback and 
suggestions from customers towards 
products or services your company 
provided.

0.104 0.821 -0.038 -0.061 0.69

6. Please indicate the analysis level of 
data collected from customers in your 
company.

0.286 0.686 0.259 -0.253 0.684

9. Please indicate the clarity level of 
incentive mechanism for employees’ 
improvement at their work.

0.35 0.769 -0.054 0.201 0.757

10. Please indicate the level of the 
employee training program (like 
On-Job-Training, etc.) about quality 
management in your company.

0.546 0.564 -0.075 0.13 0.638

4. Why did your organisation adopt ISO 
9001 certification? Please choose the 
one which is the most suitable for your 
company.

-0.106 0.053 0.952 0.007 0.921

3. How many employees are there in 
your company

0.117 -0.017 0 0.96 0.936

Table 2 demonstrated the results of dependent factors. Three factors namely ‘the 
operational performance,’ ‘the business performance’ and ‘customers’ satisfaction’ 
are recognised as dependent variables. It can be seen from the below table that 
the communalities of samples from question 15 to question 24 are higher than 0.7, 
which means that there is a strong correlation between research items and factors. 
The absolute values of factor loading among samples of question 19, question 20, 
question 21, question 23 and question 24 are also greater than 0.7, which means 
that the samples have a corresponding relationship with the factor ‘the operational 
performance.’ The absolute values of factor loading among samples of question 
15, question 16 and question 17 are higher than 0.7, which means that there is a 
corresponding relationship between the samples and the factor ‘the business 
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performance.’ The absolute values of factor loading among samples of question 
18 and question 22 are greater than 0.5, which means that the samples have a 
corresponding relationship with the factor ‘customers’ satisfaction.’

Table 2 Factor analysis for dependent variables

Factor loading (Rotated) 

Items

Factor loading

CommunalitiesThe 
operational 

performance

The business 
performance

Customers’ 
satisfaction

19. Please mark the risk-control awareness of 
managers in your company. 0.861 0.171 -0.155 0.795

20. Please mark the employee satisfaction level in your 
company. 0.795 0.289 -0.107 0.778

21. Please mark the quality awareness among 
employees in their work. 0.786 0.181 -0.189 0.686

23. Please indicate the review frequency of established 
KPIs in your company. 0.741 0.351 0.036 0.535

24. Please indicate the stable level of your company’s 
suppliers. 0.796 0.404 -0.209 0.562

15. Please mark the turnover level of your company 
during the last three years. 0.288 0.84 0.033 0.79

16. Please indicate the profitability level of your 
company during the last three years. 0.288 0.866 -0.083 0.839

17. Please indicate the improvement level of market 
share in the market your company served during the 
last three years.

0.249 0.785 -0.022 0.779

18. Please mark the complaint level from customers 
towards products or services which your company 
provided.

-0.203 -0.018 0.891 0.835

22. Please mark the level of defective products during 
the last three years. -0.095 -0.029 0.915 0.846

Linear regression analysis has been used to measure the influencing correlation 
between independent variables and dependent variables. As shown in Table 3, the 
model formula is ‘the operational performance=-0.000 + 0.179*ISO 9001 standards 
implementation depth + 0.743*ISO 9001 standards implementation procedures-
0.165*Motivations for adopting ISO 9001 certification + 0.015*Organisational size’, 
and the R²=0.611, which means that the 61.1 per cent change of ‘the operational 
performance’ is caused by ‘ISO 9001 standards implementation depth’, ‘ISO 
9001 standards implementation procedures’, ‘motivations for adopting ISO 9001 
certification’ and ‘organisational size.’ The B (regression coefficient value) of ‘ISO 9001 
standards implementation depth’ is 0.179 (t=2.514 p=0.014<0.05), which means that 
the ‘ISO 9001 standards implementation depth’ has a significantly positive impact on 
‘the operational performance.’ Similarly, the B (regression coefficient value) of ‘ISO 
9001 standards implementation procedures’ is 0.743 (t=10.455 p=0.000<0.01), which 
means that the ‘ISO 9001 standards implementation procedures’ have a significantly 
positive impact on ‘the operational performance’. In contrast, the B (regression 
coefficient value) of ‘motivations for adopting ISO 9001 certification’ is -0.165 (t=-
2.317，p=0.023<0.05), which means that the ‘motivations for adopting ISO 9001 
certification’ have a significantly negative impact on ‘the operational performance.’ 
However, the B (regression coefficient value) of ‘organisational size’ is 0.015 (t=0.213
，p=0.832>0.05), which means that there is no relationship between ‘organisational 
size’ and ‘the operational performance.’

 



SITJAR 2021 | Special Edition – Master of Applied Management

27

Table 3 The linear regression analysis between independent variables and dependent variables 
(The operational performance).

Parameter Estimates (n=82) 

Unstandardised 
Coefficients

Standardised 
Coefficients

t p VIF R ² Adj 
R ²

F

B Std. 
Error

Beta

0.611 0.591 F 
(4,77)=30.257,p=0.000

Constant 0 0.071 - 0 1 -

ISO 9001 
standards 
implementation 
depth

0.179 0.071 0.179 2.514 0.014* 1

ISO 9001 
standards 
implementation 
procedures

0.743 0.071 0.743 10.455 0.000** 1

Motivations 
for adopting 
ISO 9001 
certification

-0.165 0.071 -0.165 -2.317 0.023* 1

Organisational 
size

0.015 0.071 0.015 0.213 0.832 1

Dependent Variable: The operational performance

D-W: 1.869

* p<0.05 ** p<0.01

As shown in Table 4, the model formula is ‘The business performance=-0.000 + 
0.239*ISO 9001 standards implementation depth + 0.285*ISO 9001 standards 
implementation procedures + 0.292*Motivations for adopting ISO 9001 certification 
+ 0.055*Organisational size’, and R²=0.227, which means that the 22.7 per cent 
change is caused by ‘ISO 9001 standards implementation depth’, ‘ISO 9001 standards 
implementation procedures’, ‘motivations for adopting ISO 9001 certification’ and 
‘organisational size’. The B (regression coefficient value) of ‘ISO 9001 standards 
implementation depth’ is 0.239(t=2.388，p=0.019<0.05), which means that ‘ISO 
9001 standards implementation depth’ has a significantly positive impact on ‘the 
business performance’. The B (regression coefficient value) of ‘ISO 9001 standards 
implementation procedures’ is 0.285(t=2.845，p=0.006<0.01), which means that ‘ISO 
9001 standards implementation procedures’ have a significantly positive impact on 
‘the business performance’.  The B (regression coefficient value) of ‘motivations for 
adopting ISO 9001 certification’ is 0.292 (t=2.913，p=0.005<0.01), which means that 
‘motivations for adopting ISO 9001 certification’ have a significantly positive impact 
on ‘the business performance.’ However, the B (regression coefficient value) of 
‘Organisational size’ is 0.055(t=0.544，p=0.588>0.05), which means that ‘Organisational 
size’ does not influence the ‘the business performance.’
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Table 4 The linear regression analysis between independent variables and dependent variables (The business performance).

Parameter Estimates (n=82) 

Unstandardised 
Coefficients

Standardised 
Coefficients t p VIF R ² Adj 

R ² F
B Std. Error Beta

Constant 0 0.1 - 0 1 -

0.227 0.187
F 

(4,77)=5.645,p=0.000

ISO 9001 
standards 
implementation 
depth

0.239 0.1 0.239 2.388 0.019* 1

ISO 9001 
standards 
implementation 
procedures

0.285 0.1 0.285 2.845 0.006** 1

Motivations 
for adopting 
ISO 9001 
certification

0.292 0.1 0.292 2.913 0.005** 1

Organisational 
size 0.055 0.1 0.055 0.544 0.588 1

Dependent Variable: The business performance

D-W: 1.813

* p<0.05 ** p<0.01

As shown in Table 5, the model formula is ‘Customers’ satisfaction=0.000-
0.122*ISO 9001 standards implementation depth-0.276*ISO 9001 standards 
implementation procedures + 0.027*Motivations for adopting ISO 9001 certification 
+ 0.254*Organisational size’, and R²= 0.156，which means that 15.6 per cent change 
of ‘customers’ satisfaction’ is caused by ‘ISO 9001 standards implementation depth’, 
‘ISO 9001 standards implementation procedures’, ‘motivations for adopting ISO 9001 
certification’ and ‘organisational size’.  The B (regression coefficient value) of ‘ISO 
9001 standards implementation depth’ is -0.122(t=-1.165，p=0.248>0.05), which means 
that ‘ISO 9001 standards implementation depth’ does not influence ‘customers’ 
satisfaction’. Similarly, the B (regression coefficient value) of ‘motivations for adopting 
ISO 9001 certification’ is 0.027(t=0.255，p=0.800>0.05), which means that ‘motivations 
for adopting ISO 9001 certification’ does not influence ‘customers’ satisfaction’ as well. 
However, the B (regression coefficient value) of ‘organisational size’ is 0.254(t=2.423
，p=0.018<0.05), which means that ‘organisational size’ has a significantly positive 
impact on ‘customers’ satisfaction’. In contrast, the B (regression coefficient value) 
of ‘ISO 9001 standards implementation procedures’ is -0.276(t=-2.640，p=0.010<0.05), 
which means that ‘ISO 9001 standards implementation procedures’ has a negative 
impact on ‘customers’ satisfaction’. 
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Table 5 The linear regression analysis between independent variables and dependent variables (Customers’ satisfaction).

Parameter Estimates (n=82) 

Unstandardised 
Coefficients

Standardised 
Coefficients t p VIF R ² Adj 

R ² F
B Std. Error Beta

Constant 0 0.104 - 0 1 -

0.156 0.112
F 

(4,77)=3.566,p=0.010

ISO 9001 standards 
implementation 
depth

-0.122 0.105 -0.122 -1.165 0.248 1

ISO 9001 standards 
implementation 
procedures

-0.276 0.105 -0.276 -2.64 0.010* 1

Motivations for 
adopting ISO 9001 
certification

0.027 0.105 0.027 0.255 0.8 1

Organisational size 0.254 0.105 0.254 2.423 0.018* 1

Dependent Variable: Customers’ satisfaction

D-W: 1.227

* p<0.05 ** p<0.01

The motivations for adopting ISO 9001 certification.

The data suggest that the primary motivations for adopting ISO 9001 standard among 
New Zealand manufacturers were marketing requirements, customer expectations, 
improving the production process or service quality and improving operational 
efficiency. Business performance and operational performance has been identified 
by the above factor analysis. Therefore, the participants’ responses related to the 
motivation for adopting ISO 9001 certification were grouped, then those clusters 
were analysed via SPSSAU.

1. Marketing requirements

One-way ANOVA was used to analyse the difference between the samples of question 
13 and the dependent variables (the business performance and the operational 
performance). Table 6 shows that the significant level between question 13 and the 
operational performance is at 0.01 (F=15.194，p=0.000), and the specific comparison 
difference shows that the comparison result of the average scores of the groups 
with  more obvious differences is ‘4.0>3.0;5.0>3.0;5.0>4.0’. In contrast, samples of 
question 13 towards business performance does not have a significant level because 
P equals 0.1> 0.5. Therefore, different samples of question 13 towards operational 
performance shows a significant difference, which means that different responses to 
question 13 have influenced operational performance differently.

Table 6 One-way ANOVA related to marketing.

ANOVA 

13. Please mark your agreement or disagreement 
about the KPIs setting up in your company. (Mean±Std. 
Deviation) F p

2.0 (n=1) 3.0 (n=21) 4.0 (n=34) 5.0 (n=26)

The business 
performance 0.62±null -0.36±0.92 -0.06±1.03 0.34±0.95 2.154 0.1

The operational 
performance -3.26±null -0.56±1.01 -0.08±0.80 0.69±0.61 15.194 0.000**

* p<0.05 ** p<0.01
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In the same way, One-way ANOVA has been used was to analyse the difference 
between the samples of question 14 and dependent variables (the business 
performance and the operational performance), where the results are shown in Table 
7. The significant level between question 14 and the business performance is at 0.05 
(F=4.190，p=0.019), and the specific comparison difference shows that the comparison 
result of the average scores of the groups with more obvious differences is ‘5.0>4.0’. 
The significant level between question 14 and the operational performance is at 
0.01(F=36.471，p=0.000), and the specific comparison difference shows that the 
comparison result of the average scores of the groups with more obvious differences 
is ‘4.0>3.0;5.0>3.0;5.0>4.0’. Therefore, different samples for question 14 towards the 
business performance and operational performance show a significant difference, 
which means that different responses to question 14 have influenced both business 
performance and operational performance differently.

Table 7 One-way ANOVA related to marketing.

ANOVA 

14. Please mark the criteria level for 
selecting suppliers in your company. 
(Mean±Std. Deviation) F p

3.0 (n=13) 4.0 (n=35) 5.0 (n=34)

The business 
performance -0.16±0.95 -0.29±0.95 0.36±0.98 4.19 0.019*

The operational 
performance -1.11±1.00 -0.32±0.64 0.75±0.70 36.471 0.000**

* p<0.05 ** p<0.01

2. Customer expectations

One-way ANOVA was used was to analyse the difference between the samples of 
question 5 and the dependent variables (the business performance and the operational 
performance). Table 8 shows the analysis results about customer expectations. The 
significant level between question 5 and the operational performance is 0.05 (F=3.152
，p=0.030), and the specific comparison difference shows that the comparison result of 
the average scores of the groups with more obvious differences is ‘5.0>3.0;5.0>4.0’. 
However, the samples of question 5 towards business performance does not have 
a significant level because P equals 0.166>0.05. Therefore, different samples of 
question 5 towards operational performance shows a significant difference, which 
means that different responses of question 5 have influenced operation performance.

Table 8 One-way ANOVA for customers expectation

ANOVA 

， 5. Please mark the frequency level of collecting 
the opinions, feedback and suggestions from 
customers towards products or services your 

company provided. (Mean±Std. Deviation)

F p

2.0 (n=3) 3.0 (n=7) 4.0 (n=39) 5.0 (n=33)

The business 
performance

-0.22±1.50 -0.28±0.88 -0.19±0.98 0.30±0.97 1.741 0.166

The 
operational 

performance

0.04±2.11 -0.76±0.64 -0.15±0.76 0.34±1.10 3.152 0.030*

* p<0.05 ** p<0.01

Similarly, the analysis of different samples of question 6 towards dependent variables 
(the business performance and the operational performance) was carried out using 
One-way ANOVA. The results of this analysis are shown in Table 9. The significant 
level between question 6 and the business performance is 0.01 (F=7.242，p=0.000), and 
the specific comparison difference shows that the comparison result of the average 
scores of the groups with more obvious differences is ‘5.0>3.0;5.0>4.0’. The samples 
of question 6 towards the operational performance does not show a significant level 
because P equals 0.165 > 0.05. Therefore, different samples of question 6 towards 
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the business performance show a significant difference, which means that different 
responses to question 6 have influenced business performance differently.

Table 9 One-way ANOVA for customers expectation

ANOVA 

，
6. Please indicate the analysis level of data 
collected from customers in your company. 

(Mean±Std. Deviation) F p

2.0 (n=1) 3.0 (n=21) 4.0 (n=36) 5.0 (n=24)

The business 
performance -1.59±null -0.40±0.91 -0.17±0.88 0.67±0.92 7.242 0.000**

The operational 
performance -1.21±null 0.02±0.97 -0.19±1.01 0.31±0.97 1.744 0.165

* p<0.05 ** p<0.01

 

3. Improving production process or service quality

One-way ANOVA has been used was to analyse the differences of samples in question 
11 towards dependent variables (the business performance and the operational 
performance). Table 10 demonstrates the analysis results. The significant level 
between question 11 and the business performance is 0.05 (F=3.082，p=0.032), 
and the specific comparison difference shows that the comparison result of the 
average scores of the groups with a more obvious differences is ‘4.0>3.0;5.0>3.0’. 
Similarly, the significant level between question 11 and the operational performance 
is 0.01 (F=15.578，p=0.000), and the specific comparison difference shows that the 
comparison result of the average scores of the groups with more obvious differences 
is ‘4.0>3.0;5.0>3.0;5.0>4.0’. Therefore, different samples of question 11 towards 
business performance and operational performance show a significant difference, 
which means that varying responses to question 11 have influenced both business 
performance and operational performance differently.

Table  10 One-way ANOVA for improving production process or service quality

ANOVA 

，
11. Please indicate the measurement level of 

production or service processes in your company. 
(Mean±Std. Deviation) F p

1.0 (n=1) 3.0 (n=19) 4.0 (n=45) 5.0 (n=17)

The 
business 

performance
0.16±null -0.54±0.93 0.08±0.89 0.40±1.16 3.082 0.032*

The 
operational 

performance
-0.18±null -0.77±1.00 -0.07±0.76 1.05±0.67 15.578 0.000**

* p<0.05 ** p<0.01

 

4. Improving operational efficiency

The different levels between samples of question 7 and dependent variables (the 
business performance and operational performance) was explored through One-way 
ANOVA. The results are shown in Table 11. The significant level between question 
7 and business performance is 0.05 (F=2.922，p=0.039), and the specific comparison 
difference shows that the comparison result of the average scores of the groups 
with more obvious differences is ‘5.0>4.0’. The significant level between question 7 
and operational performance is 0.01 (F=16.583，p=0.000), and the specific comparison 
difference shows that the comparison result of the average scores of the groups with 
more obvious differences is ‘4.0>3.0;5.0>3.0;5.0>4.0’. Therefore, different samples 
of question 7 towards business performance and operational performance show 
a significant difference, which means that different responses of question 7 have 
influenced both business performance and operational performance differently. 



SITJAR 2021 | Special Edition – Master of Applied Management

32

Table 11 One-way ANOVA for operational improvements

ANOVA 

，
7. Please indicate the commitment level of the 
top management in quality-related activities. 

(Mean±Std. Deviation) F p

2.0 (n=1) 3.0 (n=14) 4.0 (n=34) 5.0 (n=33)

The business 
performance -1.59±null -0.20±0.98 -0.20±0.87 0.34±1.05 2.922 0.039*

The 
operational 

performance
-1.21±null -0.94±1.05 -0.25±0.80 0.69±0.66 16.583 0.000**

* p<0.05 ** p<0.01

In order to measure the difference between the samples of question 8 and dependent 
variables (the business performance and the operational performance) One-way 
ANOVA has been used. Table 12 provided the results. The significant level between 
question 8 and the operation performance is 0.01 (F=13.079，p=0.000), and the specific 
comparison difference shows that the comparison result of the average scores of the 
groups with a more obvious difference is ‘4.0>3.0;5.0>3.0;5.0>4.0’. In contrast, the 
samples of question 8 towards the business performance does not show a significant 
level because P equals 0.108 > 0.05. Therefore, different samples of question 8 
towards the business performance show a significant difference, which means that 
different responses of question 8 have influenced operational performance differently.

Table 12 One-way ANOVA for operational improvements

ANOVA 

，
8. Please indicate the employees’ involvement 
level in quality management activities in your 

company. (Mean±Std. Deviation) F p

2.0 (n=1) 3.0 (n=11) 4.0 (n=47) 5.0 (n=23)

The business 
performance 0.62±null 0.12±0.89 -0.22±0.93 0.37±1.12 2.094 0.108

The 
operational 

performance
-3.26±null -0.82±0.82 -0.05±0.84 0.63±0.83 13.079 0.000**

* p<0.05 ** p<0.01

The results shown in Table 13 present the analysis of the samples of question 9 and the 
dependent variables (the business performance and the operational performance), 
with the help of One-way ANOVA. The significant level between question 9 and 
the business performance is 0.05 (F=2.893，p=0.028), and the specific comparison 
difference shows that the comparison result of the average scores of the groups with 
a more obvious difference is ‘5.0>3.0;5.0>4.0’. Similarly, the significant level between 
question 9 and the operational performance is 0.01 (F=6.748，p=0.000), and the specific 
comparison difference shows that the comparison result of the average scores of the 
groups with a more obvious difference is ‘4.0>3.0;5.0>3.0;5.0>4.0’. Therefore, different 
samples of question 9 towards business performance and operational performance 
show a significant difference, which means that the different responses to question 
9 have influenced both the business performance and the operational performance 
differently.
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Table 13 One-way ANOVA for the differences between business performance and operational performance

ANOVA 

，
9. Please indicate the clarity level of incentive mechanism 

for employees’ improvement at their work. (Mean±Std. 
Deviation) F p

1.0 (n=2) 2.0 (n=1) 3.0 (n=22) 4.0 (n=33) 5.0 (n=24)

The business 
performance 0.83±0.95 -0.97±null -0.34±0.98 -0.13±0.91 0.46±1.00 2.893 0.028*

The 
operational 

performance
0.02±0.28 -2.15±null -0.56±1.03 -0.02±0.76 0.63±0.92 6.748 0.000**

* p<0.05 ** p<0.01

Similarly, the difference between the samples of question 10 and the dependent 
variables (the business performance and the operational performance) was 
analysed using One-way ANOVA. Table 14 demonstrated the analysis results of 
the differences. The significant level between question 10 and the operational 
performance is 0.01 (F=8.268，p=0.000), and the specific comparison difference shows 
that the comparison result of the average scores of the groups with a more obvious 
difference is ‘5.0>2.0;5.0>3.0;5.0>4.0’.  However, the samples of question 10 towards 
business performance does not show a significant level because P equal 0.263 > 0.05. 
Therefore, the different samples of question 10 towards operational performance 
show a significant difference, which means that different responses to question 10 
have influenced operational performance differently.

ANOVA 

，
10. Please indicate the level of the employee training program 
(like On-Job-Training, etc.) about quality management in your 

company. (Mean±Std. Deviation) F p

1.0 (n=1) 2.0 (n=3) 3.0 (n=17) 4.0 (n=38) 5.0 (n=23)

The business 
performance -1.59±null -0.55±0.62 -0.19±0.99 0.03±0.99 0.23±1.03 1.34 0.263

The 
operational 

performance
-1.21±null -0.55±1.45 -0.54±1.05 -0.18±0.73 0.83±0.83 8.268 0.000**

* p<0.05 ** p<0.01

The difference between the samples of question 12 and the dependent variables (the 
business performance and the operational performance) was also analysed using 
One-way ANOVA. Table 15 provided the analysis results. The significant level between 
question 12 and business performance is 0.01 (F=3.777，p=0.007), and the specific 
comparison difference shows that the comparison result of the average scores of 
the groups with a more obvious difference is ‘5.0>3.0;5.0>4.0’. The significant level 
between question 12 and operational performance is 0.01 (F=12.233，p=0.000), and 
the specific comparison difference shows that the comparison result of the average 
scores of the groups with more obvious differences is ‘4.0>3.0;5.0>3.0;5.0>4.0’. 
Therefore, different samples of question 12 towards the business performance and 
the operational performance show a significant difference, which means that the 
different responses to question 12 have influenced both the business performance 
and operational performance differently.

Table 14 One-way ANOVA for the differences between the business performance and operational performance
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Table 15 One-way ANOVA for the differences between business performance and operational performance

ANOVA 

， 12. Please mark the level of reason analysis for non-
conformance. (Mean±Std. Deviation) F p

1.0 (n=1) 2.0 (n=1) 3.0 (n=10) 4.0 (n=38) 5.0 (n=32)

The business 
performance 1.15±null -0.11±null -0.35±1.00 -0.32±0.87 0.46±0.99 3.777 0.007**

The 
operational 

performance
0.03±null 0.68±null -1.27±1.09 -0.22±0.67 0.64±0.84 12.233 0.000**

* p<0.05 ** p<0.01

CONCLUSION
The primary findings of this research is that ISO 9001 certification has influenced 
New Zealand manufacturers performances positively through ‘ISO 9001 standards 
implementation depth’ and ‘ISO 9001 standards implementation procedures.’ This 
finding achieved the aim of the research, which was to explore the effectiveness of 
ISO 9001 certification on the performance of New Zealand manufacturing companies. 
The findings of the study answered the two research objectives. Specifically, three 
factors which are ‘ISO 9001 standards implementation depth’, ‘ISO 9001 standards 
implementation procedures’ and ‘motivations for adopting ISO 9001 standards’ 
influenced organisational performance in New Zealand. This finding answers the 
research objective which was to examine the factors that may affect ISO 9001 
certified manufacturers’ performance in New Zealand. Marketing requirements, 
customer expectations, improving the production process or service quality, and 
improving operational efficiency were identified as the motivations for adopting ISO 
9001 certification among New Zealand manufacturers. Furthermore, over 60 per 
cent of New Zealand manufacturers are adopting ISO 9001 because of marketing 
requirements and customer expectations. These findings answer another research 
objective, which was to determine the manufacturers’ motivations for adopting ISO 
9001 certification in New Zealand.

Management of organisations could apply the research results in daily organisational 
management. For example, ‘ISO 9001 standards implementation depth’ and ‘ISO 9001 
standards implementation procedures’ positively impact organisational performance. 
However, ‘ISO 9001 standards implementation procedures’ has negative impacts 
on customer satisfaction. Therefore, managers could focus more on implementing 
ISO 9001 standards depth in customer-related departments such as service centres 
instead of implementing ISO 9001 standards broadly through a whole organisation. 
Moreover, ‘motivations for adopting ISO 9001 certification’ has positive impacts on 
business performance, whilst having negative impacts on operational performance. 
The management of manufacturers should turn their external motivations into internal 
motivations to improve operational performance, which may benefit productivity 
improvement.

This study also has some limitations. The research is focused on the effectiveness 
of ISO 9001 certifications among New Zealand manufacturers, and the results have 
only represented this industry. The sample size for this study was only 82  due to 
the limited time available to complete the study . Another reasons for small sample 
size is the nature of the study.  As the study is about the effectiveness of ISO 9001 
certification on improving organisational performance, only participants who have 
good knowledge of ISO certification or are very familiar with their organisations were 
invited to take part in this study.
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INTRODUCTION 
Many consumers find that after shopping, they may return home with unplanned 
goods that they had never intended to purchase. Over recent decades, researchers 
around the world have investigated the reasons behind this unplanned purchasing 
behaviour of consumers. This article is derived from a larger study on the same topic 
conducted for the Master of Applied Management degree at Southland Institute of 
Technology.

According to Stats NZ, there are about 1,260,000 working women in New Zealand, 
which accounts for 25.2% of the total population of the country (Stats NZ, 2019).  In 
the last five years, the numbers of working women in New Zealand has been steadily 

ABSTRACT
This paper examines the impulse-buying behaviour of working women purchasing 
clothing in New Zealand. The main factors considered which have an interrelationship 
with impulse-purchasing clothing, and may affect this behaviour, are: age, emotional 
state, store environment, and sales and promotions. Data for the study was gathered via an 
online questionnaire and semi-structured telephone interviews. There are approximately 
1,260,000 working women in New Zealand aged 20 years and over. From this research 
population, this research received 253 valid questionnaire responses and six semi-
structured interviews. The questionnaire sought to identify and quantify impulse-buying 
behaviour among New Zealand working women while the semi-structured interviews 
were designed to gain deeper insights into impulse-buying behaviour amongst these 
women. The findings confirmed that age, emotional state, store environment, and sales 
and promotions each affect decisions around impulse-buying of clothing, to varying 
degrees. The results showed impulse-buying behaviour was present in all age groups, but 
young New Zealand working women aged between 20-35 have more impulse-buying 
habits than those aged 35 and above. The reasons behind their impulse-buying behaviour 
are varied, and some change over time. Results have implications for New Zealand’s 
clothing retail sector and the management of the store environment, product display, 
sales and promotions, and customer service.

Keywords:
Impulse buying behaviour; Working women; Store environment; Impulse purchasing; 
Shopping behaviour; Clothing retail.
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increasing (Stats NZ, 2019), and as a result, many businesses have been able to 
achieve positive growth, such as the fashion and cosmetics industries. This paper 
seeks to address the question “How do age, emotional state, store environment, 
and sales and promotions affect New Zealand working women in their impulse-
purchasing of clothing?’. 

The research was conducted to exlore this question and provide information which 
may be useful for future planning and management within the New Zealand retail 
clothing sector. The clothing/apparel retail industry is one of the fastest-growing 
industries; in the last five years the market growth rate is 2.7% compared to other 
industry sectors in New Zealand and is currently worth NZ$2.7 billion annually 
(Clothing Retailing in New Zealand, 2019).

Any product can be purchased impulsively; however, purchasing clothing is one of the 
most frequent impulse-purchase decisions women make. Previous studies show that 
compared to other products, clothing purchasing has a higher number of impulse-
purchasing patterns (Johnson & Yurchisin, 2010). When analysing global clothing 
purchase patterns, Ah Fook and McNeill (2020) identified that there is a continuous 
growth in impulse buying in the apparel sector, supported by Brici et al. (2013) who 
also identified that impulse buying behaviour has grown among young consumers.

LITERATURE REVIEW 
Literature on consumer behaviour and impulse purchasing has come to the fore 
over the last sixty years. One of the early researchers in this area, Stern (1962), 
classified impulse-purchasing into four categories: pure impulse buying, remind 
impulse buying, suggestion impulse buying and the planned impulse buying. Later 
researchers have modified this classification, such as Han et al (1991) who identified 
self-motivated purchasing in the area of the purchase of clothing and new fashion 
items in particular. Later research in the area of fast-moving consumer goods and 
clothing has included acknowledgement of environmental and situational factors 
(Beatty & Ferrell 1998; Cakanlar & Nguyen, 2019; Husman, 2000; Unsalan, 2016) and 
lifestyle choices and leisure activities (Beatty & Ferrell, 1998; Rook, 1987; Unsalan, 
2016). Table 1 summarises the overview of impulse-buying related primary research 
from 1950 to 2019, showing the development of thought and theory around the 
phenomenon behind impulse-buying.

Table 1 The overview of primary impulse buying research (From 1950-2019)

Author Year Key Contribution

Clover 1950 *The first study on consumer impulse buying.

*Product based impulse buying and pointed out that some products are sold impulsively 
and more frequently than other products

Stern 1962 *Defined and classified impulse buying into four categories. These are pure impulse 
buying, remind impulse buying, suggestion impulse buying and planned impulse buying

Mehrabian & Russell 1974 *Consumer emotion state framework, “Stimulus-Organism-Response (S-O-R)” 

*This framework is used for analysing store environment factors of impulse buying 
behaviour of consumers.

Rook 1987 * Introduced consumer impulse buying behaviour as a lifestyle trait.

Han et.al 1991 * Introduced fashion-based impulse buying behaviour of consumers.

Beatty & Ferrell 1998 * Defined impulse as immediate purchase with no pre intention 

Hausman 2000 * Impulse buying is based on social pleasure and mood uplifting of the consumers

Kacen & Lee 2002 * Culture influences impulse purchasing

Chang et al. 2013 * Relationship between the positive mindset of consumers and impulsiveness.

Kalla 2016 * Relationship between interpersonal factors of consumers towards impulse buying

Singh & Varma 2018 * Categorisation of online impulse buying as E impulse buying and urge to buy 
impulsiveness (UBI)

Cakanlar & Nguyen 2019 * Cross-culture and personal traits, situational factors towards the impulse buying
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In the United States of America, sales of US$17.78 billion are reported as being 
generated from impulse buying each year (Tran, 2019). Similarly, other research 
shows that in Britain between 45% -75% of luxury goods sales are made by impulse 
purchase (Unsalan, 2016). Around the world, there is a significant growth in impulse 
buying behaviour, and it has contributed benefits to the profit margins of many 
companies (Sharma et al., 2010). According to Dawson and Kim (2009), in America, 
Britain and Germany, one-third of retail profits are made from impulse purchasing. 
Further researchers have identified that Asian countries like India, China, Singapore, 
and Hong Kong have shown significant growth in impulse purchasing (Pradhan, 
2016). However, an investigation into the literature shows very few studies have 
been conducted in New Zealand in relation to impulse-buying behaviour. 

In the past two decades, individual elements affecting impulse-purchasing behaviour 
have been considered. The store environment has been identified as a major factor 
influencing impulse-purchasing, with consumers staying longer and browsing more 
items if the store environment is appealing (Iberahim et al., 2018; Mohan et al., 2013; 
Stern, 1962). Dash and Akshaya (2016), and Chugan and Meheta (2013) identified 
visual merchandising positive influences impulse buying behaviour, including store 
layout, signage, mannequin displays, and décor inside the store. Emotional factors 
have also been investigated, with Bhuvaneswari and Krishan (2015) identifying that 
impulse buying behaviour is positively related to consumers’ emotions, and Hausman 
(2000) identifying this behaviour is both a social pleasure and mood-elevating. More 
recently, Kalla (2016) identified there is a positive relationship between impulse 
buying behaviour and interpersonal factors. 

The literature provides guidance for understanding what attracts consumers into 
stores and what affects the impulse-purchasing behaviour that accounts for part of 
the retail spend. There is little written about the impulse-purchasing behaviour of 
women in New Zealand, and even less about this behaviour in the clothing retail 
sector. This research seeks to contribute towards the understanding of this area by 
contributing research that may shed light on factors within this specific context. 

METHOD 
This research used an interpretive philosophy as it involves human behaviour and a 
social phenomenon. A mixed-methods approach was used to gather quantitative data 
in an online questionnaire for a broad understanding of impulse buying behaviour, 
supplemented with qualitative data in semi-structured interviews with a small 
number of questionnaire respondents to gain a more detailed understanding of this 
behaviour. This follows other research conducted in the area of consumer impulse 
purchasing which is either questionnaire-based (Bhuvaneswari & Krishnan, 2015; 
Cinjarevic, 2010; Gangai & Agarwal, 2016; Sharma et al., 2015;), uses semi-structured 
interviews or focus groups (Dawson & Kim, 2009; Yang et al.,2011) or both (Hausman, 
2000).

Online questionnaire

An online questionnaire was developed using Google Forms to gather information to 
answer the research question. It contained a demographic section of five questions 
asking about age, income and frequency of clothing purchases and a self-classification 
as either a spontaneous buyer or a pre-planned buyer of clothing items. This was 
followed by six multiple-choice and open-ended questions about the impact of the 
buyers’ emotional state (mood), window displays, store layout and promotional 
pricing/sales. A final question sought indications of interest in participating in a semi-
structured interview.

The questionnaire used a convenience sampling method by being placed on a range 
of social media platforms such as Facebook and WhatsApp to reach working women 
across New Zealand. Women were able to respond to the online questionnaire 
confidentially and anonymously. 

Two-hundred fifty-three valid responses were received from a total population of 
an estimated 1,260,000 working women in New Zealand (Stats NZ, 2019), which 
gives a response rate of 0.02%. With a margin of error (MOE) of 5.166%, this gives 
a confidence interval (CI) of 90% for the results of this questionnaire. Data analysis 
was conducted using Excel for the quantitative data and thematic analysis for the 
qualitative answers. 
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Interview

Semi-structured interviews were conducted to gain a deeper understanding of the 
questions around New Zealand women’s impulse-purchasing of clothing items and 
to clarify issues that may have arisen in the earlier phases of data collection. This 
method allowed participants to provide more information and the researcher to 
explore the topic in more depth. 

Phone interviews were conducted with six participants in a range of locations in 
New Zealand. Four other participants initially showed interest but were no longer 
available or willing when the interviews were conducted. The semi-structured 
interviews contained 11 questions on demographic information, the impact of store 
environment and emotional state (mood) when purchasing clothing. Each interview 
took 15-20 minutes to conduct and were recorded on an iPhone. The recordings were 
then transcribed and analysed using inductive thematic analysis. A summary of the 
interview participants is presented in Table 2. The recordings were then transcribed 
and analysed using inductive thematic analysis. 

Table 2 Demographic information of interview participants

Participant Age group Current city Weekly 
income- NZ$

Profession

Participant 1 20-35 Wellington 700 HR Assistant

Participant 2 20-35 Auckland 1050 Marketing 
Manager

Participant 3 51 and above Invercargill 700 Administrator

Participant 4 36-50 Christchurch 550 Sales Assistant

Participant 5 51 and above Napier 950 HR Manager

Participant 6 36-50 Auckland 1600 Doctor

Limitations of the study include the chosen online questionnaire method via social 
media platforms, may have reached some demographics more than others, such as 
possibly older women not being as active on these platforms as younger women. 
Finding a suitable time for phone interviews was also an issue with some participants, 
which limited availability. Ethical approval for this research was gained from the 
Southland Institute of Technology (SIT) Ethics Committee. 

RELIABILITY, VALIDITY, AND BIAS 
With the questionnaire’s 5.166 MOE and 90% CI, it can be predicted that the whole 
working women population has similar buying patterns. The questionnaire was 
distributed via social media platforms, and as such it was accessible to people from 
all around the country, so had no known bias regarding location. Moreover, the use 
of mixed methods gave more insight into the research findings, and it helped the 
researcher to identify fundamental factors behind impulse buying behaviour in New 
Zealand.

RESULTS 
Questionnaire

In the results of the questionnaire, the demographic information showed the 253 
respondents came from a variety of age groups and income levels. The details are 
shown in Figure 1 below, indicating that there is a range of income levels within 
each age range (20-35 years, 36-50 years and 51 years and above), with a higher 
concentration of high-income earners in the 20-35 year age group. 
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Figure 1. Weekly income level in each age group

Shopping habits

The frequency of purchasing clothing was also spread evenly across all age ranges. 
Figure 2 outlines the levels of working women in each age group. According to the 
results, the age group 20-35 years of women purchases their clothes more often, 
with more purchasing recorded at once a month or 3 months and above. This may be 
indicative of this age group being more active than other age groups in keeping up 
with fashion trends. 

 

Figure 2. Frequency of clothing purchase in each age group
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More than 54.2% (137 participants) identified themselves as spontaneous buyers. 
Working women aged between 20-35 purchased clothes more often than other age 
categories, accounting for 73 of the 173 self-identified spontaneous buyers. The age 
category 51 and above show low purchasing patterns overall while women aged 
36-50yrs have medium purchasing patterns overall. Notably, within each age range, 
there were more respondents self-identifying as spontaneous buyers than pre-
planned buyers. This is shown in Figure 3 below. 

Figure 3. Shopping habits/buying behaviour of each age category

Further investigation into the shopping habits of working women in New Zealand was 
made with a list of statements which respondents could identify as describing their 
habits. The questions asked and the number of responses are outlined in Figure 4, 
with multiple choices able to be made to fully describe the respondents’ habits. 

 

Figure 4. The participants shopping habits

This indicates the most common habit is to purchase more than originally intended 
based on getting a good deal, such as a sale or other discount. The next most 
common habit is based on the idea of excitement in the purchasing of clothing. Also 
of interest is the concept of regret following impulse purchasing, with 52 of the 273 
respondents, or 19%, identifying this habit.

Emotional State

When analysing emotional states related to impulse buying, an online questionnaire 
has a low response rate compared to other questions. Results are illustrated in 
Figure 5, with answers again shown for each of the three age groups. 
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Figure 5. The emotional state of participants in each age category

An open-ended question posed to questionnaire respondents sought to identify 
the nature of the emotional state of individual women when they were purchasing 
clothing. The highest-occurring emotion expressed was happiness, with 26 
participants identifying this state. Other common themes that emerged included 
buying impulsively as a way to cheer up to their moods, as self-satisfaction, as a 
stress relief method. Eighty-five participants confirmed they impulse-purchase either 
because of their mood or as a way to change it; and when comparing ages, young 
working women are more likely to impulse-buy as a way to change their emotional 
state. Eleven participants identified that mood was not a factor in their purchasing. 

The common themes identified between emotional state and purchasing behaviour 
are outlined in Table 3. This identifies a significant relationship between the emotional 
states of women and their impulse purchasing behaviour.

Table 3 Examples of emotional factors of participants affecting impulse purchasing

Theme of emotional state No of Responses Example of participants responses

Sad 10 “When I’m sad I buy things that make me happy and warm and feel safe”. 
” I usually go shopping & try and lift my mood if I’m feeling low”.

Stress release 13 “Sometimes when I feel under stressful, I like to purchase items”. 
“Buy more, plus revenge shop if I’m mad with my husband”.

Happiness 26 “If I’m happy I tend to buy more”. 
“I impulse to buy more often when I am happy and not feeling anxious”.

Cheer up/Feel better 17 “Makes me feel better.” 
“When I’m bored or feel ugly, I buy stuff to make me feel better”.

Walk away 7 “I’m less likely to walk away from buying something
When I am upset”.
“I do not enter in any store. I don’t have the pleasure to buy.”

Mood not applicable 11 “Feeling factor will not affect purchase”.
“It does not”.



SITJAR 2021 | Special Edition – Master of Applied Management

43

Store environment, sales and promotions 

Store environment factors included in this research were related to the window 
display, store layout, and promotion or sales, and the effect these had on participants’ 
impulse-buying behaviour. Figure 6 lists the questions asked and shows the number 
of responses that each was given. 

 

Figure 6. The window displays of the store affects impulse buying of the participants.

Just over half of responses indicate window displays are not a factor in choosing 
which store to enter (151 responses), being only slightly more common than window 
displays having an effect on choice to enter a store (41 responses and 91 responses 
when combined).  

On the other hand, results indicate that the inside store layout and the sales or 
promotion has more effect on their impulse buying behaviour. Regarding inside store 
layout, respondents were also able to choose all statement about store layout that 
they agreed with. The results are shown in Figure 7. 

 

Figure 7. How the store layout affects purchasing behaviour
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Regarding the factor of sales or promotions affecting impulse purchasing of clothing, 
the results indicated 151 out of 253 (60%) of participants impulse-purchased when 
they saw offers, sales, or promotions. The choice of statements that respondents 
were given to explain how promotions and sales affected their impulse-purchasing, 
is outlined in Figure 8. 

 

Figure 8. The sales and promotions factors affecting impulse purchases

Results indicate the range of factors involved in sales and promotions as each has a 
similar effect on impulse purchasing, including making it more likely for respondents 
to look at clothing marked for promotion or sale and more likely for a purchase to 
result. 

Interviews

In the interviews, a smaller selection of six participants were asked a series of semi-
structured questions, to provide more detailed information and explanation about 
impulse-buying behaviours when purchasing clothing. Overall, the results generally 
mirrored the results from the questionnaire, confirming the validity of the results. 
The demographics of the interviewees shows all age groups were represented, all six 
were earning more than $550 per week and the frequency of purchasing is very high. 
Five of the six interviewees indicated they purchased clothing once a month, giving 
reasons about maintaining a professional appearance, wanting to wear something 
new, and feeling more confident about their appearance. 

Shopping habits

The nature and style of interviewees’ purchasing habits were explored with a series 
of questions. A summary of the answers is provided in Table 4, showing a mix of 
pre-planned and impulse-purchasing tendencies, and the usual length of time spent 
in clothing stores when buying. This also identifies factors which make particular 
clothing stores favourites with these interviewees. 
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Table 4 Purchasing habits of participants

Participants code Can you tell us about your 
shopping experience when 
buying clothes?

How often do 
you buy clothing 
spontaneously?

What attracts you to 
your favourite store?

What is the best 
way to describe your 
shopping habits?

Participant 1 (PA1) Spending more time in the 
store

Not often, sometimes, 
I would say two 
times in the last four 
months

Style range, Friendly 
staff

A pre-plan buyer

Participant 2 (PA2) Spending more time in the 
store

Yes, most of the time 
3 -4 times in last four 
months

Style range, Price, 
Layout of the store

A spontaneous 
buyer

Participant 3 (PA3) Quick purchaser and 
I would say I’m a pre-
planned buyer

Not often, sometimes Quality, Discounts for 
members, Style range

A pre-plan buyer

Participant 4 (PA4) Spending more time in the 
store

Yes, most of the time 
when I buy something

Offers for card members, 
Wide range

A spontaneous 
buyer

Participant 5 (PA5)

Spending more time in the 
store

Yes, but twice in 3 
months

Style range, Friendly 
staff

A spontaneous 
buyer

Participant 6 (PA6)

Quick purchaser Not very often, 
sometimes, once in 4 
months

Style range, Convenient A pre-plan buyer

Emotional State

During the interviews, further light was drawn on the topic of the emotional states of 
women when shopping. Interviewees were asked “Does shopping makes you happy 
or excited? Do you go shopping when you need things regardless of your mood?”. 
Answers showed the majority feel happiness when shopping for clothing, although 
for a minority shopping is more functionary and mood or emotional state is not a 
factor. Examples of individual responses are outlined in Table 5. 

Table 5 Emotions states vs their moods

Does shopping make you happy or excited? Do you go shopping when you 
are happy or when you need things regardless of your mood?

Common Theme

PA1 Yes, it does make me feel happy, if I’m frustrated or annoyed, I won’t go 
shopping

Happiness

PA2 Most of the time I go shopping out of necessity, regardless of my mood. But 
sometimes I like to shop to distract myself from a bad day

Regardless of moods, but as a distraction

PA3 Yes, I tend to go shopping often I’m happy  Happiness

PA4 Yes, shopping makes me excited, but regardless of mood I’m going for 
shopping whenever I want

Regardless of moods, depending on 
needs

PA5 Yes, shopping certainly makes me happy, but I won’t go if I’m annoyed or 
tired. I would rather go home

Happiness

PA6 I would say yes shopping make me happy. but not all the times. Happiness

Store environment, sales and promotions

A series of questions explored store environment, and sales and promotions, to 
determine what affect these had on impulse purchasing. Of the six interviewees, 
four liked to look in several stores before purchasing items, while the other two 
did not. Likewise, four indicated that sales and promotions positively impacted their 
tendencies to impulse-purchase items, and five of the six interviewees enjoy or pay 
attention to store displays. It is interesting to note that it was not the same four or 
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five participants each time, but that the pattern regarding these factors influencing 
impulse-purchasing were spread through the interviewees, with no clear pattern or 
demographic identified as emerging between the different factors.    

A final question in the interviews asked if there had been any noticeable change 
in shopping habits over the past five years. Only one participant had the same 
purchasing pattern as five years previously, while the others all noted change. Life 
change such as marriage and children appear to be a major driver of change in 
impulse-purchasing behaviour. A selection of answers from interviewees show this 
more fully:

“No, it has not changed. It has always been like this” (PA1)

“Yes, after getting married, my shopping habits have changed. I am buying 
more clothing than I can multitask with” (PA3)

“I would say yes, after having kids it has changed dramatically” (PA6)

“Yes, it has changed dramatically from my twenties and thirties, the styles 
and colours I prefer to wear has changed. Also, the quality of the product is 
more important to me than the style” (PA4)

This may indicate that over a period of time, it is likely that women’s buying habits 
and patterns may change due to age, income level, profession, or marital status. 

DISCUSSION 
Following Stern’s (1962) classification of impulse buying behaviour, many researchers 
around the world have sought to clarify and understand the reasons behind this 
consumer behaviour. This research sought to address the research question ‘How 
do age, emotional states, store environment, and sales and promotions affect 
New Zealand working women in their impulse-purchasing of clothing?’. This was 
explored through a questionnaire, semi-structured interviews, and an exploration 
of the existing literature on this topic. This discussion focuses on the factors of age, 
emotional state, store environment and sales and promotions, as this research has 
indicated these are the important factors for the impulse-buying behaviour of New 
Zealand working women purchasing clothing.

Age

In this research, the results of the questionnaire show that all three age groups (20-35 
years, 36-50 years, and 51 years and over) participated in some impulse-purchasing 
behaviour, although higher levels were seen in the 20-35 year age group than in 
the others. The data in this study also indicated that all frequencies of purchasing 
are represented in women from all age groups (Figure 2). This confirms the New 
Zealand experience is similar to the findings of Santhi and Aruna (2015) who also 
found the younger generation was more associated with impulse buying than the 
other groups. This finding was also previously identified by Shukre and Mishra (2012) 
who explained their results indicated the younger generation purchases products 
more thoughtlessly than older generations. 

Emotional state

New Zealand women participating in this research provided mixed results regarding 
the effect emotional state has on impulse purchasing behaviour. A wide range of 
answers were received, indicating that many experience happiness when they are 
purchasing, some purchase when they are sad in an effort to change their mood, 
and some do so as a form of stress release. Figure 5 shows that some, but not all, 
women in every age group acknowledge a link between their emotional state and 
their impulse purchasing habits. These findings are consistent with those of Park et 
al (2006) who research found a direct relationship between positive emotions and 
fashion-oriented impulse-buying behaviour, and Youn and Faber (2000) and Sharma 
et al. (2015) who found impulse purchasing often provided stress release. The 
interviews in the current study did provide some insight into the complex and varied 
nature of emotional states involved in impulse-purchasing of clothing among New 
Zealand working women, making generalisations about expected behaviour more 
difficult to quantify.



SITJAR 2021 | Special Edition – Master of Applied Management

47

Store environment, sales and promotions

The results of this research indicate that the store environment affects the impulse-
purchasing of clothing in New Zealand. Store environment includes such things as 
window display, store layout, and customer service. In addition, factors including 
sales and promotions of clothing also had a considerable effect on the amount of 
impulse-purchasing behaviour experienced. Figure 6 outlines the impact window 
displays have on shoppers, indicating about half of customers are attracted to enter 
a store if there are eye-catching window displays while the other half are not. This 
partly supports the findings of Ibrahim et al. (2018), whose research indicated window 
displays helped generate impulse buying habits of consumers. 

Figure 7 shows the results of questions about store layout including the positioning 
of racks and clothing displays on mannequins inside a store, indicating the majority 
of women will browse through clothing located where they are walking and within 
easy reach, and that over half of participants are compelled to try on clothing or to 
make a purchase based on what they see inside the store. Figure 8 outlines a range of 
positive impacts that sales and promotions have on women’s likelihood of browsing 
and trying on clothing. These all indicate that store environment can be controlled in 
a way that can influence at least some portion of the impulse-purchasing behaviour of 
women. These findings are confirmed by the research of Prasad et al (2017) in relation 
to store layout and Gupta et al. (2009) and Dash et al. (2018) in relation to sales and 
promotions. Also, the results agreed with Mehrabian and Russell’s (1974) Stimulus-
Organism Response theoretical framework which hypothesises that consumers were 
stimulated to make a purchase when the store had a festive atmosphere.

Insights for Clothing Retail Owners and Managers

This research exploring factors which influence the impulse-buying behaviour of New 
Zealand working women in purchasing clothing can provide insights for clothing retail 
owners and managers. These insights have the potential to be used to increase, to 
some extent, the amount of impulse-purchases made, thereby increasing the amount 
of sales in clothing retail. These insights include: 

 ↘ Women of all ages groups make clothing purchases, some more frequently 
than others, with some high purchasing rates noted in every age group. 

 ↘ Women’s purchasing patterns do change over time, but if relevant factors such 
as marital status and having children are understood, then new customers, 
such as first-time employees and recent university graduates, can be targeted 
to bring them into the high-purchasing categories. 

 ↘ Emotional state has an impact on clothing purchase, and stores may be able 
to project an image or festive atmosphere to create the kind of emotional state 
and experience that might increase impulse-purchasing. 

 ↘ Store environment including window and in-stores displays have an impact on 
the impulse-purchasing behaviour of a portion of working women. Likewise, 
putting clothing in a configuration where they can be easily browsed, facilitates 
this practice in customers and may also increase the amount of impulse-
purchasing.

 ↘ Sales and promotions were identified as the most common factor creating 
impulse-purchases. 

 ↘ New Zealand working women identified what features they look for in a 
clothing store where they will regularly purchase clothing, these being in 
order: the style range, sales and promotions, friendly staff, and store layout. 

 ↘ Other factors for clothing retailers such as developing a reputation and niche 
market for a sector within clothing such as instant fashion, higher quality, 
or natural products, may be worthy of further exploration but this was not 
covered specifically in this research.

 ↘ The development of brand loyalty emerged as an area which may also be 
worth exploring, but again was not covered specifically in this research.  
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CONCLUSION 
This research has confirmed that New Zealand is not hugely different from other 
areas in the world with regard to the impulse-buying behaviour of working women. 
Some areas relating to impulse-buying behaviour such as age, emotional state, store 
environment, and sales and promotions, have been confirmed as factors affecting the 
amount of impulse-purchasing of clothing by New Zealand working women This is also 
similar to the experience of working women in similar countries. This research also 
identified other areas for future exploration, including niche marketing, reputation 
building and brand loyalty. This provides opportunities for clothing retail owners and 
managers in New Zealand to use this knowledge to better understand their customers 
and how to work with their impulse-buying behaviour. It also provides opportunities 
for New Zealand working women to better understand their own clothing purchase 
behaviours and use this information to inform their own future purchasing behaviour. 
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ABSTRACT
Group decision-making (GDM) is a multi-faceted complex process. Every group 
member contributes to the decision-making (DM) dynamics and affects the final decision. 
Understanding these dynamics can ensure that in a situation with an extremely high level 
of responsibility, the final decision contains no errors and has been made considering the 
best alternative. This article seeks to identify the characteristics of GDM dynamics during 
six Dunedin City Council meetings, in New Zealand. The dual paradigm developed by 
Daniel Kahneman was tested in relation to group dynamics together with principles of 
dialectical materialism. The analysis showed a clear correlation between high financial 
risk and increased time spent for DM. The research undertaken revealed the existence 
of perplexing GDM dynamics and a tendency to deviate from optimal and effective DM 
processes. The analysis also showcased the presence of two key existing subgroups: a 
majority of Councillors including the formal leader, and a small black sheep minority, 
whose arguments were sometimes ignored due to ‘deviance’ and emerged ‘social reality’. 
Recommendations include supporting dynamics analogous to the System 2 approach 
from Kahneman’s dual paradigm, following the Con-Div model from GDM continuum, 
encouraging sustainable dialectical developments, clearing communication channels 
and ensuring equal rights for debating. 

Keywords:
group decision-making; local government; group dynamics; dialectic; framing; 
leadership; financial risk. 

INTRODUCTION
This study seeks to identify the GDM dynamic within a real-life group of people where 
all participants had previous experience of making decisions together in the presence 
of both high and low financial risks. The fundamental aim of the research is to provide 
recommendations for improving quality of GDM. The research questions (RQs), which 
help achieve this aim, are: 

RQ1: to identify key features of group decision-making dynamics for selected decision-
making bodies, 

RQ2: to assess the ability of a formal leader within the analysed group to conduct 
meetings without influencing the group dynamic, 

RQ3: to identify the impact of a financial component on the decision-making time due 
to changes in group participants’ behaviour.

This research analysed recordings of Dunedin City Council (DCC) meetings, which 
were made publicly available by DCC in compliance with sections 46 and 46A of the 
Local Government Official Information and Meetings Act 1987, and were accessed 
through special YouTube channel (Dunedin City Council, 2020-2021). The council 
meetings were expected to present excellent opportunity for the observation of GDM 
and answering the research questions due to the presence of a chairperson - formal 
leader, high level of psychological pressure and responsibility during GDM, and 
significant financial risk, since local governments are responsible for the allocation of 
ratepayer’s money within local government jurisdictional boundaries (section 14 of 
the Local Government Act 2002).  Specifically, the DCC is responsible for management 
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of NZD 3,429 million in assets and distribution of NZD 278 million in annual revenue 
(Dunedin Council, 2020). 

2.0 LITERATURE REVIEW 
Scientists around the world have been focusing on the essence of decision-making 
(DM) for years. They have analysed intrinsic dynamic, cognitive and psychological 
processes, which are responsible for the quality of DM (see; Buzan 1991; Drucker, 
1967; Kahneman, 2011). In 2011, Kahneman, who won the Nobel Prize in Economic 
Sciences in 2002, published the book ‘Thinking, fast and slow’, which introduced the 
concepts of System 1 and System 2 (p. 20), responsible for individual DM. According 
to Kahneman (2011), System 1 operates quickly, spontaneously and requires less 
energy. Hence, people usually unconsciously try to stay in their comfort zone where 
this system dominates, despite its tendency to jump to thoughtless, quick, and often 
wrong conclusions (p. 79). System 2, in contrast, moves slowly, requires more energy 
from the human body, but generates higher-quality alternatives and solutions (p.20). 
Therefore, according to Kahneman (2011), the cognitive process usually starts 
with impulsive, quick paradigm of System 1, and it is only with some effort that the 
effective, thoughtful DM process driven by System 2 can be activated. This concept 
of cognitive and psychological dualism has only been applied to individual DM — the 
novelty of this research is to introduce it to GDM. 

According to current literature, three key factors impact group decision-making 
(GDM) dynamics: leaders’ behaviour, the quality of intragroup communication, and 
participants’ perceptions of the faced task/framing. First, leaders can easily manage 
GDM outcomes by changing the direction of discussions, and by manipulating the 
GDM process (Curseu et al., 2016). For instance, according to Van Ginkel and Van 
Knippenberg (2008; 2012), a facilitator of GDM can create the conditions for transparent 
and barrier-free communication amongst participants. This open communication, 
which is the second key factor discussed in the literature, can then result in better DM 
outcomes. Van Ginkel and Van Knippenberg (2008; 2012) highlighted the importance 
of keeping clear communication channels to remove potential psychological barriers 
and support the free expression of ideas, especially during situations with a high 
level of uncertainty. Based on these discussions, Rees (2013) formulated the third 
factor: the framing of an issue contributes to the level of uncertainty of the GDM. 
Framing can be defined as “the way information is presented with an emphasis on 
certain facts or the exclusion of other information as a means to simplify or create 
an alternative perspective of reality” (Rees, 2013, p. viii). For instance, framing that 
focuses on significant financial risk involved in GDM also tends to exacerbate the 
feeling of unsafety, which can result in sub-optimal GDM dynamics (Curseu et al., 
2016, p. 1665). 

3.0 METHODOLOGICAL APPROACH
The research focused on six meetings held between October 2020 and January 
2021. The choice of the time frame was random. All meetings taking place during 
the time empirical data were collected were analysed sequentially without exception 
or preferences. The Councillors were given numerical codes 1 to 15, including the 
Mayor in his capacity as chairman. Meeting agendas and minutes, accessed through 
the DCC website, were also examined to support the analysis of the video recordings. 
Discussed motions were clustered according to the level of financial component 
involved during GDM. Special attention was paid to situations where Councillors had 
different opinions and tried to find common ground. Analysed GDM time amounted 
to 21.5 hours.

The dialectic approach and the continuum method were adopted to investigate the 
GDM dynamics of DCC. The dialectic approach was defined by Metlov (2000) as a 
universal system for scientific theoretical reasoning, resolving conflicting issues and 
ability to provide high-quality analysis of subjects-objects interactions. In particular, 
this research will use three key principles of dialectical materialism to explore the 
dynamics of GDM during DCC meetings. First, the general principle of unity and battle 
of contradictions: if any kind of disagreement between different subjects is identified, 
then these subjects are also interconnected (Graham, 2011, p. 5). The second principle 
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is a transition of quantitative events into qualitative changes (Mayer, 1999, p. 40), 
which describes how quantitative dynamics create qualitative transformations. The 
third principle is the ‘negation of the negation’, which describes the emergence of 
a new approach that contradicts existing practices and demonstrates how it can 
surpass them (Arshad et al., 2020, p. 54). 

The continuum method has been widely used for analysing the effectiveness of 
governing agencies (Barr & Mintz, 2018). According to Mintz et al. (2016, p.7), there 
are three main categories of GDM continuum models: groupthink, polythink, and 
convergence and divergence (Con-Div) (Figure 1).

GREATER CONFORMITY

GROUPTHINK BALANCED CON-DIV POLYTHINK

GREATER DISUNITY

According to Mintz and Wayne (2016), GDM dynamics can be presented as a point 
between two extremes: ‘groupthink’ and ‘polythink’. The term ‘groupthink’ is used to 
describe the psychological phenomenon of cohesiveness within group participants’ 
opinions, while ‘polythink’ is used to describe the opposite situation, where GDM is 
formed by multidirectional participants’ dynamics (Eaton, 2001).  

Mintz and Wayne (2016) stressed the importance of considering both individual 
contributions and the group collective mind and suggested that most effective 
decisions are made when there is a balance between the two, defined as convergence-
divergence (p. 10).  

4.0 RESULTS AND DISCUSSION
Understanding of the GDM processes in-depth helps group participants, Councillors 
and policy makers to increase awareness of potential pitfalls and sustain high-quality 
of decisions made. The latter is necessary for prosperous development of regions, 
local communities and improvement of residents’ well-being. Every analysed 
meeting followed a standard meeting procedure. At the beginning of meetings, the 
chairperson greeted the participants of the meeting, provided health and safety 
information, and relayed apologies from absent Councillors. These formalities were 
followed by a public forum to inform the Councillors of community concerns and any 
relevant issues. Neither of these stages required the Councillors to make a decision 
but did help them to create the conditions for subsequent DM activity. The main 
section of the meetings was the report section, which sought to approve the motions 
included in the agenda. First, either the staff member/expert who prepared the 
technical information regarding the motion, or the Councillors who were moving the 
motion, introduced it to the other Councillors. After the presentation of the motion, 
the chairperson opened the floor for debate and established the order of speeches. 
All GDM participants could then request clarification or additional information from 
the presenter during Question and Answer (Q&A) time. At the next stage, each 
Сouncillor had up to five minutes to express their positions regarding the motion. In 
their speeches, Councillors presented their arguments regarding both the motions 
and other speakers’ positions. This exchange of views was then finalised by the 
voting process. 

Figure 1 Continuum of GDM Dynamics
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4.1 QUANTITATIVE ANALYSIS
The Q&A, speeches and voting sessions together formed the bases of the GDM 
dynamics investigated through this article. General information about the analysed 
DCC sessions can be seen in Table 1.  

Table 1 General information about the meetings

Code
Date of the 
meeting, 

dd/mm/yy

Actual time 
spent for 

GDM, h:mm

Mean time 
spent 

for a one 
motion, 
h:mm

Number of 
discussed 
motions

Motion 
declined

Motion 
approved

Voting 
result ‘yes’ 
but some 

Councillors 
were 

against 

Mean of 
Councillors’ 

number, 
who raised 

questions per 
1 motion

Mean of 
Councillors’ 

number, 
who made 

speeches per 
1 motion

#1 27/01/21 6:10 0:46 8 0 8 6 8 7

#2 14/12/20 6:06 0:24 15 1 14 11 4 4

#3 8/12/20 2:50 0:18 9 0 9 1 4 2

#4 24/11/20 1:07 0:09 8 0 8 1 4 1

#5 10/11/20 2:49 1:24 2 0 2 1 15 6

#6 27/10/20 2:29 0:14 10 0 10 0 3 3

Total 21:31 0:32 52 1 51 20 6 4

51 of the 52 motions discussed in the six meetings were approved. Specifically, 
31 motions were supported unanimously by all city Councillors and 20 presented 
dissenting, minority voices. This means that in 20 cases, 39% of the approved 
motions, the Q&A session and speeches did not lead to a solution acceptable to all 
GDM participants. The visual presentation of voting results with percentage of the 
total number of discussed motions is illustrated by the Figure 2. 

Note: The left pie shows the voting result for all motions. The right pie is a subset of 
the left one. All unanimously approved motions and group decisions form the orange 
part of the right pie. The approved motions with opposite opinions expressed by 
some Councillors were grouped into the green cluster.

Approved unanimously 

61%

Percentage of all motions 
that were approved 

98%

All motions Approved motions

Declined 2% Approved but 
some Councillors 

were against 

39%

Figure 2 Voting results
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Figure 3 shows the average number of Councillors that actively participated in 
GDM by raising questions and expressing their opinions. As shown in Figure 3, 
more Councillors asked questions than made speeches. This suggested that more 
Councillors were trying to form an opinion regarding the motion, rather than influence 
the others’ positions. On the other hand, when making speeches, Councillors usually 
tried to pursue two goals. First, they could be trying to explain the arguments in 
support of their vote to obtain the group’s support. Secondly, they could be presenting 
an alternative to the motion to both the other Councillors and the wider community, 
as the recordings are publicly available. 

Since significant financial risk could hamper the quality of GDM (Curseu et al., 2016, 
p.1665), all analysed motions were clustered according to the level of financial risk 
involved, from ‘strongly’ to ‘no’ (Table 2) to reflect the fact that while the majority of the 
motions had financial components, not all were entirely focused on the investment. 
”Strongly” indicated motions that required Councillors to make decisions about 
spending money for a new project or introducing a new service. “Partly” identified 
motions that presented updates on existing projects, where main decisions about 
funding had been already taken, and only required minor changes.  “Minor” indicated, 
for example, new policies approval without clear connection to additional spending, 
while “no” indicated that the motion focused on technical issues, such as the approval 
of the following year’s meeting schedule. Table 2 summarises the number of motions 
per category and the average time spent for each motion. 

Level of financial risk 
involved 

Number of discussed motions % of total motions 
number 

Average time spent for a 
motion, h:mm  

Strongly 19 37% 1:07

Partly 11 21% 0:33

Minor 11 21% 0:24

No 11 21% 0:23

Total 52 100

Figure 3 Questions and speeches sessions  

Table 2 Financial risk distribution of discussed motions 

16 16
14 14

12 12

10 10

8 8

6 6

4 4
2 2

0

0:46

#1 #2 #3

 

#4

Time

h:mm

Meeting

code

0:24 0:18 0:09 1:24

#5 #6

0:14

N
um

be
r 

of
 C

ou
nc

ill
or

s

N
um

be
r 

of
 C

ou
nc

ill
or

s

0

Mean number of Councillors who raised a question on a motion

Mean number of Councillors who made a speech to a motion

Number of discussed questions



SITJAR 2021 | Special Edition – Master of Applied Management

55

Table 2 highlights how almost 40% percent of the motions involved a strong financial 
component and that those were discussed twice as long as those with partial financial 
risk and almost three times longer than those with minor or no financial risk. The time 
spent for GDM with an explicit financial component is remarkably higher. Notably, 
however, the length of the discussion of motions with partly, minor or no financial 
risk, which can be interpreted as low-risk motions, were approximately the same. 
This finding suggests that Councillors needed more time to address the financial risk 
involved, which was in line with Curseu et al.’s (2016) conclusion that framing in the 
form of financial resource shortage significantly impacts the GDM process. 

Furthermore, when motions with strong financial risk were discussed, participants 
requested the floor more frequently to express their position before the vote, had 
different opinions, and voted against the proposed motion (Figure 4). 

In order to increase the credibility of this conclusion, a triangulation of 
methods (Carter et al., 2014, p. 545) was used. Of the 19 motions with 
strong financial risk, 7 (13% of the total number of motions investigated) 
clearly stated the amount of financial risk in NZ dollars. Despite the limited 
sample size, the statistical analysis revealed a strong correlation between 
financial risk and time spent on decision-making. This correlation can be 
described as following a second-degree polynomial trend (Figure 5). 

 

Figure 4 Impact of financial risk on the decision-making process
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In figure 5, the horizontal axis represents the value of financial risk in millions of NZD 
and the vertical axis shows time spent for GDM in minutes. There are two lines. The 
blue one is empirical data extracted from DCC meeting recordings. The red dotted 
line is the polynomial trend, which was calculated using the Excel. The parameter 
known in descriptive statistics as the squared value or R^2 measures the proportion 
of variation in the dependent variable (time for GDM) that can be attributed to the 
independent value (financial risk in NZD). The R^2 can be between 0 and 1. The bigger 
the value, the closer a trend line to empirical data and the more certainty can be 
attached to analysis using the suggested equitation. The trend presented in Figure 5 
has the square value

R2=0.8977

With a high level of probability, the correlation between financial risk and time of 
GDM could be described by calculating the polynomial trend. It is however essential 
to note that one motion from meeting #2 with a strong connection to the financial 
risk contained six different projects. Despite the Councillors voting for every project 
separately, all six proposals were discussed simultaneously. Therefore, data for the 
vertical axis (time) for this motion is unavailable. 

The statistical analysis and regression of separate parts of a motion with time spent 
remain open for future research. It is necessary to collect more detailed empirical 
data about different stages of the GDM process. However, the available data set 
revealed that when a larger amount of money is required within a motion, more time 
is needed for Councillors to take a decision. According to the identified correlation 
between time of GDM and financial resources, for example, an increase in spending 
by NZD 40M from NZD 10M to NZD 50M leads to an increase of GDM time by only 
one minute, but the same increase in financial risk from NZD 210M to NZD 250M 
lengthens the GDM process by fifteen minutes.

Motions about larger amounts of funding require significantly more time because they 
put more pressure on decision-makers. A possible explanation for this phenomenon 
is Councillors’ risk aversion, which means that they would tend to operate very 
cautiously with ratepayer money, especially if the risk and amount of funding under 
consideration is very high. Hence, the answer to the RQ3: GDM with framing in the 
form of financial risk requires more time. Furthermore, larger amounts of funding 
require significantly more time for the GDM process.

Figure 5 Correlation of GDM time and financial risk
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4.2 THREE DIALECTICAL PRINCIPLES AT PLAY IN 
THE MEETINGS 
The implementation of dialectical materialism approach highlighted the presence of 
at least two subgroups within 15 Dunedin Councillors: on the one side, a passive 
majority, with Councillor (Cr) 4 and Cr 6, who were particularly vocal, and the 
chairperson, and, on the other side, Cr 12, sometimes together with Cr 15 or other 
Crs, who were often in vocal opposition. The presence of these two groups was an 
answer to the RQ1 and an example of the first dialectical principle: unity and battle of 
contradictions. Cr 12, as an apparent opposition representative, expressed a different 
opinion over 20% of all 51 motions approved by DCC. Specifically, Cr 12 voted against 
19 of the 20 motions that were non-unanimously approved – 95 per cent of the time 
– and was the only opposing vote in 11 of them – 55% of the time. 

Each time, Cr 12 provided the rationale behind his opposition and presented 
alternatives to the discussed group. However, the other Councillors seldom directly 
responded to these arguments and did not explain why they were not supporting 
his proposed alternative. The separation between Cr 12, sometimes together with 
several Crs, and the majority of the other Councillors was also emphasised by 
the different ways in which his speeches were received. Most notably, while other 
Councillors could usually make their speech uninterrupted, Cr 12 was regularly 
interrupted by other Councillors and the chairperson, for instance during meeting 
#2 and during meeting #3. Since each Cr was only allowed to talk for 5 minutes, 
these interruptions reduced the time at Cr 12’s disposal and limited the clarity of 
Cr 12’s presentation. This could be categorised as a form of obstructionism, which 
is particularly relevant as it was done at the expense of a Councillor with high local 
community votes in the last election in 2019.  Specifically, Cr 12 lost the 2019 mayoral 
election by less than 3,000 votes despite having won the first preference by around 
400 votes. Explaining the Single Transferable Voting system used in Dunedin and 
its repercussions on the City Council dynamics is outside the scope of this paper, 
but nonetheless it demonstrates how the electoral result could have contributed to 
isolation Cr 12 within the meetings. 

Despite the contrast between these two subgroups, the meetings also showcased the 
first dialectical principle in action, as opposed groups united to push the DM process 
forward. In total, 60% of analysed motions were approved unanimously, which meant 
that, despite their disagreements, all Councillors found common ground, potentially 
due to the need to address local community issues. 

The second dialectical principle relates to the transformation quantitative challenges 
into qualitative. Cr 12 expressed negative opinions during voting for 95% of the 
motions that were not unanimously approved, which demonstrates the presence of 
an opposition culture within the DCC. So, the quantitative characteristics of voting 
results translate into a qualitative feature: the presence of strong alternative opinion. 
The same dialectical principle also provides understanding of how high financial 
risk (quantitative components) transforms into longer discussion (qualitative 
components) due to the Councillors’ risk aversion. 

The third dialectical principle, ‘negation of negations’, provided additional answers 
to the RQ1, helped to identify three types of GDM dynamics. First, Councillors 
sometimes tended to base their decision on the active critic the former local 
government and policy approved by previous members of DCC. The analysed 
discussions demonstrate that each new generation of Councillors tends to condemn 
decisions taken by predecessors. Secondly, when rejecting a motion, Cr 12 usually 
highlighted its potential negative consequences and provided arguments in support 
of his suggested alternative. As a consequence, those who made a speech afterwards 
directly or indirectly built sometimes their arguments to support the mainstream’s 
opinion by negating Cr 12’s proposals/arguments. Cr 12 negated the original 
proposal, and the rest of the group defended it by negating his alternatives.  Thirdly, 
the dialectical principle negation of the negation showed the need to reach a balance 
between groupthink and polythink dynamics as discussed by Barr and Mintz (2018, 
p. 78). Specifically, in the analysed meetings, clear policy and transparency of GDM 
prevented the emergence of either clear groupthink dynamics, where there is only 
one general opinion without any real debate, or polythink, where a high number 
of opinions results in constant destructive conflict. In general, such dynamics 
correspond to a Con-Div model, where the different opinions and ideas ultimately 
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result in general consensus (Mintz & Wayne, 2016, p. 157). Using a Con-Div model 
helps achieve best solutions by balancing a variety of opinions, alternatives and the 
necessity to find a compromise (Mintz & Wayne, 2016, p. 17). 

However, the fact that the other Councillors often ignored alternative positions and 
reasoning, both through votes and by disregarding an opposing opinion, meant that 
the meetings sometimes followed a ‘groupthink’ model, which could result in less-
than-optimal solutions. Usually, a silent majority of Councillors just approved the 
motions as suggested without giving any sign of weighing the proposed alternatives 
and comparing them with other possible solutions. Such GDM dynamics could 
negatively affect the quality of DCC’s meetings, as Councillors could dismiss a valid 
opinion on the basis of pre-existing subgroup preferences. 

Leaders — the chairperson in the analysed meetings — are crucial for GDM quality 
(Mintz & Wayne, 2016), as they are responsible for the creation of an environment 
suited for debate (p. 26). The research revealed several key points in relation to 
the formal leader’s behaviour which answered to the RQ2. First, the chairperson 
influenced the GDM dynamics by selecting the order of the speakers, and controlling 
the Q&A sessions, as Councillors were not allowed to ask questions or make speeches 
without the chairperson’s permission. Kahneman (2011, p. 282) highlighted how 
the flow of events strongly influences the final decision, which in the case of a DCC 
meeting is expressed by voting. Extrapolating the Kahneman’s idea, the last speaker 
has a bigger impact on subsequent GDM than those who go earlier. Hence, the order 
of the speakers triggers the creation of a specific social reality (Swap et al., 1984, 
p. 77). During the analysed meetings, the person who made the last speech before 
voting was usually Cr 4 or Cr 6, who together with the formal leader were part of the 
‘mainstream subgroup’ in favour of the proposed motions. On the other hand, neither 
Cr 12 nor Cr 15, who often represented opposing views, ever presented their positions 
at the end of the speech section. Hence, in all the analysed motions, the last and most 
lasting speech was always in favour of the original motion. Secondly, the chairperson 
created deviance, which Swap et al. (1984, pp. 89-91) defined as a situation when the 
majority ignores the ideas and arguments of the opposition. In the case of the DCC, 
the chairperson created deviance by interrupting Cr 12 and by providing his personal 
comments during Cr 12’s speeches. These interruptions limited the time allocated to 
Cr 12 to express arguments and could have weakened his position. If the chairperson 
undertook these actions (influencing the order of speech and practising deviance) on 
purpose and with the direct intent to influence the Councillors’ decisions, they could 
be considered a form of manipulation, which according to Van Dijk (2006, p. 359) 
could qualify as abuse of power.

The GDM dynamics investigated thus present significant similarities with Systems 1 
and 2 introduced by Kahneman (2011). The analysed meetings revealed a tendency 
of DCC members, at least a significant number of them, to remain passive, stay inside 
their comfort zone and follow the majority opinions, while ignoring opposing points 
of view. This behaviour can be seen as a response to the necessity to make tough 
group decisions in a situation with a high level of responsibility, but it could have also 
compromised the quality of decisions. Hence, DCC can sometimes be seen as being 
guided by a group-System 1, which sought to save energy by quickly jumping into 
conclusions and by considering fewer alternatives. This group-System 1 approach, 
then, created a specific social reality. 

The significance of this research is a successful implementation of Kahneman’s ideas 
for the investigation of the group dynamics together with the principles of dialectical 
materialism and the GDM continuum method. This is a first study where real-life 
GDM was investigated using combination of all three above mentioned components. 
The empirical data was collected during true local government’s meetings. The 
participants were professional managers, bore a great deal of responsibility and 
collected experience of making decisions together. These factors formed complicated, 
unique DM dynamics, which is a strong point of the paper.  

At the same time the researcher was only a bystander without access to pre- 
and post-meeting discussions. The analysis was based exclusively on the verbal 
communication transmitted through the microphone. Thus, some elements of GDM 
dynamics were not taken into consideration due to technical limitations. The lack of a 
comprehensive empirical data is a main weakness of the research. 
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5.0 CONCLUSION AND RECOMMENDATIONS 
Three key findings emerged from this analysis which answered to the RQs. First, 
the key feature of the analysed group was the existence of two main subgroups with 
sometimes diametrically opposite opinions (RQ1).  Second, the behaviour pattern of 
the leader revealed how the chairperson did not provide equal opportunities to all 
participants and often supported a specific group of Councillors (RQ2). Third, the 
analysed group took longer to make decisions, if there was a significant financial 
component involved (RQ3). These dynamics can negatively affect the achievement of 
the best possible outcome for DM. To address these shortcomings, the DCC meetings 
could be modelled to enable the adoption of an approach similar to Kahneman’s 
(2011) group-System 2, minimising cognitive biases triggered by interconnection 
with or influence of other GDM participants and giving intelligent consideration of all 
available alternatives. This would be in line with the Con-Div model. The adoption of 
these measures would also need to have the support of the chairperson, who should 
strive to encourage sustainable dialectical developments, clear communication 
channels and equal rights for debating. 
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CUSTOMERS PERCEPTION 
TOWARDS (DIGITAL)
INTERNET BANKING IN NEW 
ZEALAND
Vinod Surendran1, Sanjeev Acharya2

ABSTRACT
This study investigates various service quality dimensions that influence the customers’ 
perception of digital banking in New Zealand using a quantitative approach. The data 
for the study is collected using structured questionnaires from 304 participants residing 
in New Zealand. It used correlation, ANOVA, multiple regression and Kruskal Wallis’ 
test to analyse the effect of different quality dimensions of customers perception.  The 
research found that the speed of transactions and accessibility were the most significant 
variables that positively affect the customers’ satisfaction. The findings from this study 
can be beneficial for the banks, other financial institutions, and the central bank while 
formulating various financial policies and strategies on digital banking and achieve 
higher customers satisfaction. 

KEYWORDS
Customer satisfaction, Digital Banking, Mobile banking applications, New Zealand, 
Service quality, Web browser

INTRODUCTION
Today’s banking and financial institutions face competition not only from the local 
players but also from all around the world due to digitalisation (OECD, 2020). Internet 
banking is no longer a tool to sustain competitive advantage; instead, it has become 
a competitive necessity to sustain and enhance customer satisfaction (Gan et al., 
2006). Taking adequate measures to improve service quality is a strategic key to 
attain a competitive advantage. Customer satisfaction is one of the main factors for 
the banks to sustain competitive advantages (Ling et al., 2016). In response to the 
increased use of internet banking by its customers, banks have begun to invest more 
in improving internet banking services in order to improve customer satisfaction, 
customer retention and maintain a competitive edge (Alalwan et al., 2016; Redda & 
Surujlal, 2019). Customer satisfaction of internet banking is measured based on the 
customers’ perception towards their experience while using internet banking; and its 
service quality dimensions which include user-friendliness, web design and content, 
security and privacy, convenience, speed of transactions, reliability and accessibility 
(Redda et al., 2017).  Hence, it was important in this research in examining the service 
quality dimensions of internet banking and the problems faced by the customer to 
enhance competitive advantage and customer satisfaction.

Banks in New Zealand are providing various electronic banking services on the 
internet and mobile banking (Rod et al., 2009). Anne (2018) stated that, on average, 
about 80% of the New Zealand population had used digital banking every week. 
Since then, the number of internets and mobile banking users is increasing. By the 
end of 2018, the number of active internet users was 89% of the total population 
in New Zealand, and there is a consistent increase in the number of internet users 
(Hughes, 2019). Customers are demanding convenient and quick payment services 
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to do all of their transactions, due to which e-commerce companies are constantly 
trying to bring in technological developments (Amin, 2016). Considering the rising 
trend of internet and mobile banking users in New Zealand, it is essential to focus 
on customer satisfaction with internet banking. Moreover, customer satisfaction is 
crucial for the bank’s success and enhances its competitive advantage (Amin, 2016)

Customer satisfaction is a key determinant for the success of each bank’s performance 
in the digital forum. Hence, the primary purpose of this research is to examine various 
service quality dimensions that influence overall digital banking service quality and 
its subsequent effect on customer satisfaction in the New Zealand banking context. 
The specific objectives for this study are:

1) To investigate the factors influencing customer satisfaction towards digital 
banking

2) To assess the problems faced by customers while using digital banking

3) To measure the level of customer satisfaction with digital banking:

a) To investigate the level of customer satisfaction with mobile banking 
applications

b) To examine the level of customer satisfaction with the web browser

Many studies have been conducted by researchers related to customer satisfaction 
with digital banking (DB); however, there were only limited studies conducted in New 
Zealand. As the customers’ needs and preferences differ from one place to another, 
the findings of this study will help the bank management and policymakers to identify 
any gap in the current internet banking platform and highlight the key factors that 
are important to increase the level of New Zealand customer satisfaction. Also, the 
results of this study help the bank’s managers to understand the overall customers’ 
experience, the key factors contributing to the customer satisfaction towards digital 
banking, which can be used by them while formulating new strategies to meet their 
customers’ expectations.  The findings and recommendations may help the banks and 
financial institutions analyse their current strategy and restructure them accordingly 
to attract customers. The banking industry will be able to attract new customers and 
retain their existing customers by considering the service quality dimensions that 
influence customer preferences and satisfaction. The results of the study may help 
future researchers to explore it in detail.

METHODOLOGY
The study aims to explore customer satisfaction with internet banking within the 
context of New Zealand. In the study, the researcher measured customer satisfaction 
levels with internet banking and identified the service quality dimensions of internet 
banking, impacting customer satisfaction and problems faced by the customers in 
using internet banking. Positivism philosophy under the deductive approach was 
used wherein the entities and organisations are treated real in the same way as 
physical objects, and natural facts are accurate and the quantitative data collected 
from the survey assisted the researcher to explore the topic to a larger extent. 

The targeted participants were people aged above 18 and who are residing in New 
Zealand. The researcher has targeted a sample size of 400 participants, and they 
were selected using a convenience sampling method. Data was collected using a 
structured, web-based questionnaire. A pilot study was conducted before the research 
to confirm the changes to be made to the questions to measure objectives. Friends 
of friends and family might be part of the targeted participants, and participants 
were identified via social media such as Facebook and LinkedIn. A self-explanatory 
questionnaire was employed to collect the feedback from the participants who use 
internet banking. The information sheet was included in the questionnaire, and the 
questionnaire was shared with the participants via WhatsApp, Facebook, Linked 
In, and E-mail. After collecting the data, SPSS software was used to analyse it. 
Spearson’s rank correlation, multiple regression analysis and Kruskal-Wallis test 
were conducted to analyse the data. The correlation was done between service quality 
dimensions, the independent variables, and the demographic variables were used as 
the controlled variable. Multiple regression analysis and Kruskal-Wallis test were 
used to identify the relationship between the independent variable (service quality 
dimensions –user-friendliness, application design and content, security and privacy, 
convenience, speed of transactions, reliability and accessibility) and the dependent 



SITJAR 2021 | Special Edition – Master of Applied Management

63

variable (customer satisfaction) with mobile banking applications and web browser. 
The analysis was done separately for mobile banking applications and web browsers 
to understand customers’ experience in these platforms.   

Results and Findings

The following section presents the results of the empirical findings through the 
quantitative analysis of responses received from 304. Among those participants, 
16 participants were excluded from the analysis as they did not use either mobile 
banking applications or web banking. Hence, the responses from 288 participants 
were used for analysis. The analysis revealed that most participants use mobile 
banking applications for banking activities compared to web browsers. The study 
also identified that all the service quality dimensions (user-friendliness, web design 
and content, security and privacy, convenience, speed of transactions, reliability 
and accessibility) positively impact customer satisfaction both with mobile banking 
and web browsers. Furthermore, it also found that the speed of transactions and 
accessibility were the most important factors for mobile banking applications’ 
customers. 

Additionally, the speed of transactions was identified as the variable with a higher 
impact compared to accessibility. On the other hand, application design, content and 
convenience factors were identified as the most significant variables among web 
browsers’ other service quality dimensions. Likewise, convenience has a higher 
impact when compared to application design and content.

• Correlation - Demographic variable and Mobile banking applications

The Spearman rank correlation was conducted to see the relationship between 
different variables. The result showed that the correlation coefficient is positive for 
the demographic variable – gender which means that both male and female uses 
the mobile banking application when they find it to be convenience, reliability and 
accessibility. Likewise gender is negatively correlated with four quality dimensions, 
which means that females tend to avoid using mobile banking applications when they 
find some weakness in user friendliness, application design and content, security 
and privacy, and speed of transactions. Similarly, the demographic variable – age, 
has a positive relationship with user-friendliness, application design and content, 
convenience, and speed of transactions. On the contrary, it has a negative relationship 
with security and privacy, reliability and accessibility. This means that people of 
higher age are more concerned about security, privacy, reliability, and accessibility 
than young people. Similarly, education has a positive relationship with user-
friendliness, design and content, security and privacy, and speed of transactions. On 
the other hand, education has a negative relationship with convenience, reliability 
and accessibility.  This means that people with higher education demand more 
convenience, reliability and accessibility features.  

Correlations - Mobile Banking Applications

Factors Spearman’s 
correlation

Gender Age Education User-
friendly

Application 
design and 
content

Security 
&amp; 
privacy

Convenience Speed of 
transactions

Reliability Accessibility

Gender Correlation 
Coefficient

 -.118* 0.06 -0.011 -0.029 -0.011 0.049 -0.013 0.001 0.057

Sig. 
(2-tailed)

 0.045 0.314 0.857 0.623 0.851 0.405 0.825 0.986 0.338

Age Correlation 
Coefficient

-.118*  0.061 0.01 0.072 -0.11 0.084 0.023 -0.088 -0.053

Sig. 
(2-tailed)

0.045  0.303 0.866 0.224 0.061 0.153 0.694 0.135 0.374

Education Correlation 
Coefficient

0.06 0.061  0.001 0.061 0.002 -0.017 0.061 -0.083 -0.028

Sig. 
(2-tailed)

0.314 0.303  0.98 0.303 0.967 0.777 0.299 0.162 0.636

*. Correlation is significant at the 0.05 level (2-tailed). **. Correlation is significant at the 0.01 level (2-tailed).

Table 1 – Correlation of Demographic variables and Mobile banking applications
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• Correlation - Demographic variable and Web browser

The correlation coefficient for the demographic variable – gender negatively relates 
to all the service quality dimensions: user-friendliness, application design and 
content, security and privacy, convenience, speed of transactions, reliability and 
accessibility. Which means males are more satisfied than females with web browser 
due to all the dimensions of service quality. Age has a positive relationship with 
convenience, speed of transactions and reliability. On the other side, age negatively 
affects user-friendliness, application design and content, security and privacy, and 
accessibility. Hence, it is clear from the analysis that younger age participants are 
satisfied with web browsers due to their convenience, speed of transactions, and 
reliability compared to old aged participants. On the other hand, it was found that 
younger participants are satisfied with web browsers due to their user-friendliness, 
application design and content, security and privacy and accessibility. 

Likewise, Education has a positive relationship with user-friendliness, speed of 
transactions and reliability. However, education has a negative relationship with 
application design and content, security and privacy, convenience, and accessibility. 
This means that the educated customers are concerned about the security and 
privacy of the mobile application and web browsers. This means, higher educated 
participants are more satisfied with user-friendliness, speed of transactions and 
reliability and less satisfied with application design and content, security and privacy, 
convenience and accessibility.

Correlations - Web Browsers 

Factors Spearman’s 
Correlation Gender Age Education User-

friendly

Application 
design and 
content

Security 
&amp; 
privacy

Convenience Speed of 
transactions Reliability Accessibility

Gender Correlation 
Coefficient  -.118* 0.06 -0.09 -0.06 -0.081 -0.057 -0.109 -0.105 -0.076

Sig. 
(2-tailed)  0.045 0.314 0.128 0.314 0.17 0.334 0.065 0.075 0.199

Age Correlation 
Coefficient -.118*  0.061 -0.049 -0.046 -0.02 0.029 0.021 0.028 -0.039

Sig. 
(2-tailed) 0.045  0.303 0.411 0.436 0.736 0.62 0.723 0.631 0.515

Education Correlation 
Coefficient 0.06 0.061  0.015 -0.01 -0.043 -0.034 0.023 0.023 -0.016

Sig. 
(2-tailed) 0.314 0.303  0.801 0.869 0.468 0.561 0.691 0.693 0.783

*. Correlation is significant at the 0.05 level (2-tailed). **. Correlation is significant at the 0.01 level (2-tailed).

Table 2 – Correlation of Demographic variables and Web browsers
 

• Multiple Regression Analysis – Customer satisfaction with mobile banking 
application 

As per the model summary, R-value is 0.918, which implies a high value of correlation 
and R square value is 0.844, indicating that service quality dimensions explain 84% 
of customer satisfaction.

Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .918a 0.844 0.840 0.251

a. Predictors: (Constant), Accessibility, Reliability, Security &amp; privacy, Application 
design and content, Speed of transactions, Convenience, User-friendly

Table 3 – Regression analysis model summary – overall customer satisfaction with 
mobile banking applications
As per the Anova table below, the F-ratio indicates whether the overall regression 
model is a good fit for the data and the “p-value” (Sig. in the table) indicates whether 
service quality dimensions statistically significantly predict customer satisfaction. 
The F value is (7,280), p<0.05, which proves that the regression model is a good fit for 
the data (Groebner et al., 2018).
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ANOVAa

Model Sum of Squares Df Mean Square F Sig.

1 Regression 94.847 7 13.550 215.593 .000b

Residual 17.597 280 0.063   

Total 112.444 287

a. Dependent Variable: Overall customer satisfaction with mobile banking

b. Predictors: (Constant), Accessibility, Reliability, Security &amp; privacy, Application 
design and content, Speed of transactions, Convenience, User-friendly

The coefficients table below tests the statistical significance of each service quality 
dimension (independent variables). As mentioned above in the interpretation of 
the Anova table, coefficients are statistically significant if the p <0.05. As per the 
Coefficient table, the p-value of all the service quality dimensions is less than 0.05, 
which means each service quality dimension positively impacts customer satisfaction. 
The results are consistent with the previous studies related to customer satisfaction 
with internet banking (Agolla et al., 2018; Firdous & Farooqi, 2017; Niazi et al., 2015; 
Unyathanakorn & Rompho, 2014). It can be interpreted as for every 1 unit increase 
in customer satisfaction, will see 0.130 part of a user friendly and likewise for all 
other variables. The speed of transactions and accessibility are significant variables 
compared to another variable. Additionally, the speed of transactions has a higher 
impact than accessibility by comparing the standardised coefficients, i.e., beta = 0.281 
and beta = 0.248.

Coefficientsa

Model

Unstandardised 
Coefficients

Standardised 
Coefficients t Sig.

95.0% Confidence Interval 
for B

B Std. Error Beta Lower Bound Upper Bound

1 (Constant) -0.074 0.048  -1.551 0.122 -0.168 0.020

User-friendly 0.130 0.030 0.132 4.305 0.000 0.071 0.190

Application 
design and 
content

0.151 0.024 0.178 6.242 0.000 0.103 0.198

Security 
&amp; 
privacy

0.143 0.020 0.194 7.070 0.000 0.103 0.182

Convenience 0.107 0.024 0.132 4.486 0.000 0.060 0.153

Speed of 
transactions 0.225 0.023 0.281 9.923 0.000 0.181 0.270

Reliability 0.139 0.022 0.176 6.341 0.000 0.096 0.183

Accessibility 0.185 0.022 0.248 8.398 0.000 0.142 0.229

a. Dependent Variable: Overall customer satisfaction with mobile banking

Table 5 – Coefficients – customer satisfaction with mobile banking applications

• Multiple Regression Analysis – Customer satisfaction with web browser 

To further identify how the influence of service dimensions on customers satisfaction, 
multiple regression analysis was conducted. As per the model summary below, 
R-value is 0.974, which implies a high value of correlation, and the R square value 
is 0.948, which indicates that 94% of overall customer satisfaction is explained by 
service quality dimensions.

Table 4 – Regression analysis Anova table– overall customer satisfaction with mobile banking applications
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Model Summary

Model R R Square Adjusted R Square Std. Error of the 
Estimate

1 .974a 0.948 0.947 0.225

a. Predictors: (Constant), Accessibility, Convenience, Security &amp; privacy, 
Application design and content, Speed of transactions, User-friendly, Reliability

Table 6 – Regression analysis model summary – Web browsers

In the Anova Table, p<0.05 proves that the regression model is a good fit for the data.

ANOVAa

Model Sum of Squares Df Mean 
Square F Sig.

1 Regression 258.164 7 36.881 729.524 .000b

Residual 14.155 280 0.051   

Total 272.319 287  
 

a. Dependent Variable: Overall customer satisfaction with web browser

b. Predictors: (Constant), Accessibility, Convenience, Security &amp; privacy, 
Application design and content, Speed of transactions, User-friendly, Reliability

As per the Coefficient table, the p-value of all the service quality dimensions is less 
than 0.05 which means each service quality dimension have a positive impact on 
customer satisfaction. The results from this research are in line with the previous 
studies related to customer satisfaction with internet banking (Agolla et al., 2018; 
Firdous & Farooqi, 2017; Niazi et al., 2015; Unyathanakorn & Rompho, 2014). It can be 
interpreted as for every 1-unit increase in customer satisfaction, it will see 0.106 part 
of user friendly and likewise for all other variables. Application design and content 
and the convenience factors are the significant variables among the other service 
quality dimensions. Additionally, convenience has a higher impact when compared to 
application design and content as the standardised coefficients, i.e., beta is 0.213 for 
convenience and beta is 0.179 for application design and content.

Coefficientsa

Model

sUnstandardised 
Coefficients

sStandardised 
Coefficients

t Sig.

95.0% Confidence Interval 
for B

B Std. Error Beta Lower Bound Upper Bound

1 (Constant) -0.003 0.022  -0.150 0.881 -0.046 0.039

User-friendly 0.106 0.021 0.124 5.074 0.000 0.065 0.147

Application 
design and 
content

0.183 0.023 0.179 7.906 0.000 0.138 0.229

Security &amp; 
privacy

0.143 0.020 0.157 7.182 0.000 0.104 0.183

Convenience 0.174 0.018 0.213 9.593 0.000 0.138 0.210

Speed of 
transactions

0.155 0.022 0.167 6.984 0.000 0.111 0.199

Reliability 0.145 0.023 0.160 6.203 0.000 0.099 0.191

Accessibility 0.118 0.022 0.130 5.419 0.000 0.075 0.161

a. Dependent Variable: Overall customer satisfaction with web browser

Table 3 – Coefficients – customer satisfaction with web browsers

Table 7 – Regression analysis Anova table – customer satisfaction with web browser
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• Kruskal-Wallis Test –Mobile banking and Web browser

Kruskal-Wallis test was used to determine whether there are statistically significance 
differences between overall customer satisfaction with the service quality dimensions. 
As per below table, the p-value (Asymp.Sig.) is less than .05, which means there is a 
significant relationship between overall customer satisfaction and the service quality 
dimensions of mobile banking applications.

Test Statisticsa,b

 User-
friendly

Application 
design and 
content

Security 
&amp; 
privacy

Convenience Speed of 
transactions

Reliability Accessibility

Kruskal-Wallis H 40.075 48.650 39.664 42.622 73.877 40.359 87.198

df 2 2 2 2 2 2 2

Asymp. Sig. 0.000 0.000 0.000 0.000 0.000 0.000 0.000

a. Kruskal Wallis Test
b. Grouping Variable: Overall customer satisfaction with mobile banking

• Kruskal-Wallis Test – Overall customer satisfaction and Web browsers

Likewise, Kruskal Wallis test was also conducted for customers using web browsers. 
As per the table given below, the p-value (Asymp.Sig.) is less than .05, which means 
there is a significant relationship between overall customer satisfaction and the 
service quality dimensions of web browsers.

Test Statisticsa,b

 User-
friendly

Application 
design and 
content

Security 
&amp; 
privacy

Convenience Speed of 
transactions

Reliability Accessibility

Kruskal-
Wallis H

66.953 61.589 34.020 66.279 68.908 77.435 59.496

df 3 3 3 3 3 3 3

Asymp. Sig. 0.000 0.000 0.000 0.000 0.000 0.000 0.000

a. Kruskal Wallis Test
b. Grouping Variable: Overall customer satisfaction with web browser
Table 10 – Kruskal-Wallis Test – customer satisfaction with web browsers

CONCLUSION

In conclusion, this research examined the various service quality dimensions that 
influence overall digital banking service quality, and this identified the subsequent 
effect on customer satisfaction in the New Zealand banking context. These were 
achieved by researching the demographics of New Zealand using the questionnaire 
method and quantitative analysis. It was identified from the findings and analysis 
that service quality dimensions have a significant impact on customer satisfaction for 
both mobile banking or web browser users for their transactions. 

It was evident that the banks who constantly improve their service quality dimensions 
on internet banking are likely to attain a competitive advantage. Technical issues were 
identified as the main issue with both web browsers and mobile banking applications, 
and the least issue was with reliability and its difficultly in navigating the content on 
internet banking websites. Therefore, banks in New Zealand should focus on service 
quality dimensions to enhance customer satisfaction. Additionally, it is important to 
identify and resolve the issues associated with internet banking service quality at the 
earliest, which will help the banks in customer retention and customer satisfaction. 
Hence, on a final note, customer satisfaction can be achieved with the help of service 
quality dimensions of internet banking. At the same time, banks can constantly try 
to improve the service quality of internet banking. The policymakers should be able 
to identify the gaps in the current internet banking platform and highlight the key 
factors that are important to increase the level of customer satisfaction.

Table 9 – Kruskal-Wallis Test – customer satisfaction with mobile banking applications
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