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Abstract 
 
This study explores the reasons for fashion tourists' trips to Paris for Paris Fashion Week, concentrating on 
their tastes and shopping habits. Empirical studies on the reasons behind tourists' decisions during fashion 
week are still rare, despite Paris's popularity as a fashion destination. By investigating the reasons behind 
travellers' decisions to travel to Paris for fashion-related engagements at this renowned event, the study aims 
to fill this gap. The research paper investigates at demand-, activity-, and purpose-specific reasons for 
shopping, among other elements of shopping motivation, based on theories of consumer behaviour and 
empirical findings. To explain the elements influencing visitors' shopping decisions, it studies theories such 
as the Elaboration Likelihood Model (ELM) and the Theory of Reasoned Action (TRA). On top of that, 
applying a positivist paradigm, the study collects data using online surveys aimed at fashion visitors in Paris 
during Paris Fashion Week using quantitative approaches. A prior case study approach is applied in the 
research design to provide a detailed investigation of the effects of shopping motivation on fashion tourism 
decision-making. The main method for gathering data is through online questionnaire-based surveys, which 
are widely accessible and economical. Inferential and descriptive statistics will be used to statistically assess 
the data collected in order to investigate hypotheses and reach significant findings. In all of the research 
process, ethical considerations are critical and participants' rights and integrity are respected with dedication. 
The findings highlight the beneficial influence that location images have on travellers' perceptions and travel 
intentions. The study also looks into several other topics, such as demographics, fashion engagement, and 
shopping motives, explaining how these affect travellers' travel time and preferred destinations. The study 
also notes several limitations that would restrict how broadly the results can be applied, such as regional and 
cultural differences. Nonetheless, this study focuses on the emotional and economic areas of fashion tourism 
in the city of Paris and provides valuable details about the reasons for fashion tourists' visits to Paris during 
Paris Fashion Week. (what is the result of my findings) 
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Chapter 1 Introduction  
  
1.1 Background information 

 
According to Hoffman et al. (2003) and Judd and 
Fainstein (1999), there are several reasons why 
travellers who enjoy shopping find Paris to be a 
popular and renowned destination.  Tourists 
from all over the world come to Paris to 

experience the feeling of shopping in the city 
where the luxury fashion industry was born 
(Tiersten, 2001: 59). Therefore the reason for this 
research paper is to investigate the tourist 
consumers' motivation for shopping in the case 
of visiting Paris as a fashion destination. Paris as 
a city is the proven quality and authenticity when 
consumers would like to experience the concept 
of high fashion and luxury, which can be traced 

International Hospitality and Tourism Student Journal 18 (2) 2026 



 
 

back to the 17th-18th century (Rabbiosi, 2015). 
History-based fashion culture as a concept has 
helped to develop the city's popularity and invent 
curiosity in fashion tourists to visit Paris as a 
fashion destination (EX LIBRIS Cooper Union 
Museum for the Arts of Decoration, n.d.). 
Various other concepts have been written, 
however, due to the fact that there have not been 
many studies about consumer shopping 
motivation in Paris, the author has decided to 
conduct this study and write about the reasons for 
consumers to visit the city of fashion, Paris. 
“The consumers’ motivation to shop online is 
researched from either a consumer- or 
technology-oriented view” (Bagdoniene and 
Zemblyte,2009). This quote shows that the 
research conducted on consumer motivation was 
taken through a survey based on consumers' 
views. While this does not directly relate to this 
paper, the others still like to use a similar 
approach to collecting data on the Paris Fashion 
Week. 
According to Wen-Chin Tsao and Hung-Ru 
Chang (2010), the sum of a person's behavioural 
qualities, mental model, and emotional expression 
is their personality trait, which may be used to 
distinguish them from others. According to 
Ceren Topaloğlu (2012), major changes have 
resulted from businesses and consumers' 
rapid adoption of computer and information 
technology. The use of the Internet to conduct 
business has resulted in a significant change in the 
way buyers and sellers interact. As shown in the 
statement by Ceren Topaloğlu they mainly talk 
about consumer behaviour/motivation in the 
shopping industry. However as declared 
previously the author of this paper would like to 
conduct research on consumer 
behaviour/motivation in the events industry, 
namely in the city of Paris.   
 
1.2 Rationale of the study 

 
There has been an enormous amount of research 
done on shopping during Fashion Week models 
and theories, discussing different approaches 
(Sebald and Jacob, 2019). Shopping is repeatedly 
connected with fashion weeks in a higher sense, 
in particular tourism (Chang, Lai and Wu, 2010). 
Little research has been done on shopping 
motivation as a concept (cyberleninka.ru, n.d.). 
Nonetheless, there exists a critical number of 
studies on shopping and fashion tourism and 
shopping motivation in especially, the 
combination of shopping motivation in Paris 
during Paris Fashion Week, in particular, is rare 
(Demoulin and Willems, 2019).  
That means there is a gap in research on the 
tourists’ shopping motivation for visiting fashion 
destinations during Paris Fashion Week and 
chiefly in empirical research on this topic. That is 
why the author wants to do research on this 

subject for the reason these pieces of information 
and experiences need to be known, in order to be 
able to discover the real, authentic experience of 
visiting fashion destinations to fulfil shopping 
motives during Paris Fashion Week.  
 
1.3 Research Aim and Objectives 

 
This research paper aims to explore the shopping 
motivation of fashion tourists when they visit 
fashion destinations like Paris during Paris 
Fashion Week. 
The objectives of this study are: 

• To explore the motivation of potential 
fashion tourists for visiting Paris as a 
fashion destination during Paris Fashion 
Week. 

• It is crucial to comprehend the impact 
of motivation on tourists' choices as it 
significantly affects their decisions on 
activities and expenditures.  
(UNWTO,2012b). 

• To examine how fashion tourists 
perceive their connection with 
destinations in the context of Paris. 

 
Chapter 2 Literature Review 
 
2.1 Introduction 
 
Consumer Behaviour Theories emerged from 
early twentieth-century psychology studies, but it 
wasn't until 1968 that they were formalized as 
theories. Despite being a relatively new subject, a 
substantial and increasing area of study focusing 
on consumer behaviour has emerged in recent 
decades due to its practical importance. Marketers 
who want to understand more about their target 
market and customer group and develop 
marketing strategies can use customer behaviour 
research. As a result, consumer behaviour 
theories have found their way into a wide range 
of businesses all around the world. Each market, 
on the other hand, has its unique set of 
characteristics, and no theory can fully address all 
of them; rather, each theory must be tailored to a 
particular market. Aside from that, the consumer 
behaviour theories system, as a new field, is 
insufficiently complete, and studies are still 
needed for maturity, just as they are in many other 
theory domains. That is why the purpose of this 
thesis is to look at how consumer behaviour 
theories and characteristics are applied in a timely 
way.   
 
2.2 Theoretical Background 
 
2.2.1 Shopping motivation 
 



 
 

Purchasing drive is a critical concept in the study 
of consumer shopping behaviour, and it 
continues to be widely discussed. The writers 
propose a new theoretical perspective on 
shopping motivation, dividing it into purpose-
specific, activity-specific, and demand-specific 
levels. Before proceeding to examine the 
previously mentioned motivations, it will be 
necessary to acknowledge a study by Westbrook 
and Black’s (1985) that presents several types of 
online shopping motivations based on  typologies 
to suit the online shopping environment by 
integrating past research and aspects of online 
buying. Adolescents make up a sizable portion of 
Internet users. Chang et al. (2010) investigated the 
impact of a purchase incentive on adolescent 
perceptions of online shopping using a survey 
research design.  
Adolescents read blogs, bulletin boards, and 
websites regularly, and thus related content is 
posted on them. Two questions were posed at the 
outset of the survey to qualify our respondents, 
including their year of birth and recent online 
shopping experience. In the end, a total of 293 
valid questionnaires were collected. The findings 
show that involvement has a moderating effect 
on the relationships between sensory stimulation 
and hedonic perception, emotional utility and 
hedonic perception, and choice optimization and 
utilitarian perception. (Man-Ling Chang et al., 
2010). 
Wagner and Rudolph (2010) examined the 
relations between purpose-specific motivation, 
activity-specific motivation and demand-specific 
motivation, therefore, the findings of the study 
illustrate the dynamics of how purpose-specific 
motivation predicts activity-specific motivation, 
which, in turn, generates demand-specific 
motivation, and offer evidence for the established 
framework's mediating character.  
The purpose-specific level refers to the most 
abstract sort of motivation, providing data about 
consumers' likelihood to go shopping. To be 
more clear, to define purpose-specific purchase 
motivation as a shopping trip's main aim. 
Activity-specific motivation and primary 
happiness components were shown to be the only 
predictors of overall satisfaction, independent of 
orientation. The demand-specific motivation 
level is the most concrete end of the continuum 
on a hierarchical level. Consumers' precise 
expectations of retail outlets are referred to as this 
operational level of motivation (e.g., accessibility). 
Demand-specific motivations are the retail 
attributes desired by consumers on a given 
occasion. The moderating impact of the 
environment is studied, and it is discovered that 
the link between activity and demand-specific 
motivation is more idiosyncratic than the link 
between purpose and activity-specific motivation 
(Elsevier, 2010). Consumer motivation is affected 
by many factors such as word of mouth and how 

reliable a source is. Many people are affected by 
information that they receive from people that 
they know. It's also affected by a consumer's own 
psyche and how they interpret information given 
to them. 
As to moving on, with the three hierarchical levels 
of shopping motivation, according to Elsevier 
(2010), the dynamics of purpose-specific 
shopping motivation predicts activity-specific 
motivation, which, in turn, generates demand-
specific motivation, and offers evidence for the 
established framework's mediating character. The 
shopping context's moderating effect is 
investigated, revealing that the link between 
activity and demand-specific motivation is more 
idiosyncratic than the relationship between 
purpose and activity-specific motivation (Elsevier 
2010). 
Coupons with a “today” expiration date are more 
likely to be redeemed by prevention-minded 
customers, whereas coupons with a “two-week” 
expiration date are more likely to be used by 
promotion-minded customers (Ramanathan & 
Dhar, 2010). The impacts of shopping incentives 
may also be accounted for from this approach. 
Babin et al. (1994) eventually developed the 
Personal Shopping Value. Customers analyze the 
expenses and advantages they experience in order 
to estimate the hedonic and utilitarian worth of a 
shopping excursion. The use of hedonic and 
utilitarian values has been shown to be effective 
in explaining various buying habits (Arnold and 
Reynolds, 2003). Both utilitarian and hedonic 
customers will respond to present requirements 
with mobile coupon offerings; however, hedonic 
shoppers will also respond to future needs 
congruent offers, but utilitarian shoppers will not. 
Individuals who focus on prevention are less 
likely to be diverted from the actions they begin 
with, (Freitas & Higgins, 2002), and prefer their 
status quo (Chernev, 2004b). Utilitarian shoppers 
must divert from their primary shopping 
incentives to take advantage of offers that are in 
line with future requirements. Utilitarian buyers 
would sense lesser regulatory fit in such offerings 
since they do not support the preventive 
emphasis. 
 Consumers driven by hedonistic motives will be 
attracted to products that meet both their current 
desires and their future needs, fulfilling their 
desire for new experiences. Therefore, customers 
seeking pleasure will view both options as having 
strong regulatory alignment and will be more 
likely to take advantage of any promotion. Hence, 
individuals driven by practical needs are more 
inclined to take advantage of product offers that 
fulfil their current needs over their future ones, 
while those motivated by pleasure are just as likely 
to redeem offers that cater to their future or 
current needs (Arora et al., 2008).  
 
2.2.2 Theory of a Reasoned Action 



 
 

Fishbein and Ajzen (1975) introduced the TRA 
(the theory of reasoned action), which claimed 
that people are rational and so make logical use of 
the information available to them. Under the 
assumption that users are capable of directing 
their own behaviour, the theory of reasoned 
action focuses on the links between beliefs, 
attitudes, intentions, and behaviours. According 
to the TRA, a person's actions are influenced by 
their intentions to engage in a specific behaviour. 
The TRA serves as a cognitive processing model 
to explain our research, as it offers a structure for 
understanding how both informational and 
motivational factors impact behaviour. 
Consequently, the TRA was utilised to determine 
the purchase intentions of online customers. 
 
2.2.3  Elaboration Likelihood Model 
 
The Elaboration Likelihood Model, which is 
widely regarded as an alimentary system of 
persuasive communication, describes persuasive 
communication in two routes ( Ben Daves, 2021). 
The processing of central routes demands a high 
level of precision. The audience (or user) 
scrutinises the contents of the communication 
due to a high degree of motivation (rather than 
reading carelessly). 
Users are aware of what is important to them, so 
they will make sure to carefully think about the 
message delivered by a reliable design. If 
individuals are convinced through central route 
processing, they will focus on the strong points of 
the message. Since users will rely heavily on the 
message, their choice to accept it will hinge on 
their level of "effort" (i.e., thinking). They will 
also have a higher chance of focusing and staying 
away from distractions (like pop-ups) when 
working towards their objectives. Peripheral 
routes are only minimally processed. The user is 
not assessing how effective the message is. 
Therefore, other factors such as distractions can 
impact the potential consumer. This group 
consists of individuals who have an idea of what 
they desire but lack knowledge about it (John 
Geddes, 2016). It is possible to influence 
trustworthy individuals by using persuasive 
arguments based on factual evidence and 
emotional appeals. However, it is impossible to 
guarantee a 100% success rate in convincing 
others; one can only strategize for persuasion. 
Finally, that audience member (or user) must 
persuade themselves of the message's 
authenticity. The Elaboration Likelihood Model 
(ELM) is useful in this situation (John Geddes, 
2016). 
ELM is a theory that describes a variety of 
persuasion processes, including changes in 
attitudes, the variables that influence these 
processes, and the strength of the judgments that 
result from these processes (Petty et al., 2004). 

This theory suggests that attitudes can be 
influenced in multiple ways by a single variable. 
Put simply, the same variable has the capability to 
enhance or diminish persuasion based on its 
specific context. The primary aspect of the ELM 
is the elaboration continuum (Petty et al., 2004) 
which relies on an individual's level of motivation. 
The ELM uses deliberate central and less 
considered peripheral paths of persuasion to 
enhance communication effectiveness. This 
research employs ELM to examine the 
importance of various elements in the online 
shopping process. The top worries related to 
buying online were found to be convenience, 
information accessibility, and trustworthiness. 
These were used in a web-based conjoint 
purchasing task. A descriptive model of web-
based marketing components was established, 
along with their roles in the central and peripheral 
routes and relative relevance to online customer 
categories (Dr. Clyde A. et al., 2006). 
When someone is highly motivated, they are 
more inclined to carefully analyse all pertinent 
details from the source, message, context, and 
themselves in order to arrive at a suitable 
judgment regarding the issue's worth. This is 
known as the primary route to influencing beliefs 
in the ELM. When people's motivation or 
personal relevance is low, however, their attitudes 
might be influenced through relatively low-effect 
procedures known as the periphery route to 
persuasion. 
Individuals prefer to follow the centre path when 
attitudes change as a consequence of relatively 
significant amounts of issue-relevant elaboration; 
on the other hand, when attitudes change as a 
result of relatively little amount of issue-relevant 
elaboration, people are more likely to follow the 
peripheral route. 
The ability to evaluate the relevant information 
available on the issue determines if persuasion 
happens through the central or peripheral route. 
Basically, the primary path involves making 
attitude changes that demand a lot of effort and 
consideration to make a decision, whereas the 
alternate path involves adjustments that require 
less explanation (Petty et al., 2004).  
Consequently, the ELM determines if an 
individual's change in attitude is influenced by the 
central or peripheral route, impacting the strength 
of attitude formation (Petty et al., 1983). Highly 
engaged consumers who are more interested in 
the core features of a product are likely to look 
for important information about a particular 
product using the ELM. Less-involved 
customers, on the other hand, are more likely to 
react through the peripheral channels, such as 
formats (e.g. colour or size), rather than the 
crucial information about product features, as is 
the case with web ads (Kim et al., 2010). As a 
result, it is expected that online consumers with a 
high level of product involvement will be 



 
 

influenced by product-attributed information 
from web advertisements, whereas consumers 
with a lower level of product involvement will be 
influenced more by the emotional or 
entertainment-based aspects of the web 
advertisements rather than the essential product 
information.  
 
2.3. Review of existing empirical research 
 
2.3.1 Shopping with a TRA Method 
 
According to a study conducted by Information 
& Management (2004)  user acceptance to express 
individual behavioural intent towards e-shopping, 
can be based on the TRA postulate. As a result, 
user approval is utilised as a proxy for forecasting 
real e-shopping activity by consumers. This 
implies that the four key phases of an e-shopping 
transaction between customers and companies 
are ordering, seeking post-purchase service, 
receiving delivery, and paying online. The data 
shows that role enactment, sensory stimulation, 
and decision optimization are all linked with 
utilitarian purchasing views substantially and 
favourably.  
Hung-Pin Shih researched the proposed extended 
model to forecast consumer adoption of 
electronic shopping (e-shopping) based on the 
theory of reasoned action (TRA) and the 
technical acceptance model (TAM) by 
questioning office workers because they are more 
likely to use online shopping. Therefore, user 
acceptance is classified into two groups: 
acceptance of the product/service and approval 
of online offers. A higher level of user acceptance 
suggests an increased inclination to shop online, 
as shown in the connection between behavioural 
intention and behaviour in the TRA (Hung-Pin 
Shih, 2002). 
By combining prior research and features of 
online buying, this study offers different sorts of 
online shopping motives based on Westbrook 
and Black's (1985) typologies to meet the online 
shopping environment. Furthermore, people 
develop judgments and make decisions based on 
not only their own assessment but also that of 
others, thus their engagement and subjective 
norm are considered as moderating factors. 
Hedonic perception is favourably and 
substantially connected to social interaction and 
emotional usefulness.  
A study conducted by Evans et al. (2009) 
evaluated consumer behaviour based on the 
customers’ views about a product, a brand, a 
person, or an issue using the application of the 
Theory of Reasoned Action. The consumer 
studies and evaluates information gathered from 
the environment in order to establish beliefs, 
attitudes, and intentions regarding a brand, as well 
as respond to their intentional stance (whether to 
buy/try, reject, or accept a product/brand). 

If a brand is viewed as a promise of TRA  
(Deighton, 1992), then honouring that promise 
will increase client confidence in the brand. On 
the other side, the intentionality component 
offers an emotional feeling of security based on 
confidence in the brand's reliability. This 
dimension is connected to customers' belief in the 
brand's ability to satisfy their needs during the 
usage of the items, especially in the face of 
adversity. This belief can be established even if 
there is no proof. 
Utilizing only the main TRA channel when 
responding has advantages as it decreases Trust 
and Intention to Purchase (ITP), moving it 
towards a neutral level, though it might not be 
sufficient to generate a positive ITP. According 
to research, a brand's trustworthiness has a 
positive influence on purchase intent (ITP; 
Sichtmann, 2007). 
The purpose of this study is to develop a 
hypothesis and test it on a well-defined 
population: the younger generation, as 
represented by a sample of responders. The 
study's generalizability is limited since it 
concentrated on a small group of young travellers 
to account for the unpredictability of other 
background contexts. 
Travellers of all ages may have differing priorities 
while shopping for things online. By repeating 
this work on various subpopulations, future 
research can solve this issue. Because this study 
was performed with respondents, some of the 
findings might be linked to cultural factors. 
Future studies will be able to put the notion to the 
test in other cultural contexts.  
 
2.4 Conclusion 
 
The findings demonstrate that destination images 
have a positive impact on tourist destination's 
overall image and desire to come. The current 
study investigates how fashion engagement, 
cognitive and emotional destination selection 
participation, demographics (gender, age, 
income) shopping motives (TRA, TAM, ELM, e-
shopping and different types of motivation, i.e.: 
Purpose-specific,activity-specific,demand-
specific) how it influences people to make their 
length of a tourist trip. It also presents why people 
go to different destinations for different events 
influenced by fashion. People love to visit fashion 
destinations to increase their shopping 
motivations and have more experience with 
fashion and shopping. The fashion industry will 
always have an impact on making people hungry 
to grow their shopping motivations and their 
fashionist side. Make them feel like they will never 
stop shopping and know enough about fashion, 
brands and the industry. 
 
Chapter 3 Methodology 
 



 
 

3.1 Hypothesis  
 
For the objective of accomplishing the purpose 
of this research, the following hypotheses were 
formed:  
 
Hypothesis 1 
Ho: The level of fashion commitment has no 
influence on travellers' reasons for shopping 
when they are travelling. 
Ha: The level of fashion commitment will 
influence travellers' reasons for shopping when 
they are travelling. 
 
Hypotheses 2: 
Ho: Visitors' purchasing decisions in fashion 
places will not depend on the kind of motivation 
they have for their purchases (e.g., activity- or 
purpose-specific). 
 
Ha:  Visitors' purchasing decisions in fashion 
places will depend on the kind of motivation they 
have for their purchases (e.g., activity- or 
purpose-specific). 
 
Hypotheses 3: 
Ho: The relation between shopping motivation 
and visiting fashion places will not be influenced 
by the authenticity of fashion products. 
 
Ha: The relation between shopping motivation 
and visiting fashion places will be positively 
impacted by the authenticity of fashion products. 
 
Hypotheses 4: 
H0: The effect of authenticity on destination 
choice will not be strengthened by social 
influence, which will mitigate the connections 
between visiting fashion places and shopping 
motivation. 
 
Ha: The effect of authenticity on destination 
choice will be strengthened by social influence, 
which will mitigate the connections between 
visiting fashion places and shopping motivation. 
 
This study will shed light on the intricate 
connections between shopping motivations and 
destination choices, offering valuable insights to 
stakeholders in the fashion and tourism 
industries, as well as researchers and policymakers 
looking to enhance the appeal of fashion 
destinations. 
 
 
3.2 Research Design 
 
The study of fashion is at the same time a material 
object and an immaterial idea rendering all 
discussions restricted, limiting them to one or the 
other aspect. Deduction starts with a certain 
theory or rule and looks at how the underlying 

data support the theory or rule (Reichertz, 2007). 
It has the power to corroborate or refute pre-
existing theories.  
According to Charles S. Peirce (1960) an 
American Pragmatist philosopher explaining an 
example of beans to demonstrate the concepts of 
deduction, induction, and abduction. In 
quantitative research, a hypothesis may be 
inferred from theory and then empirically verified 
to validate or refute the hypothesis and, in turn, 
the theory. 
According to the study to identify the motivating 
factors for shopping in Paris during Paris Fashion 
Week the positivist paradigm will be used, which 
is still the dominant paradigm that emphasizes the 
supremacy of human reason and that there is a 
single, objective truth that can be discovered by 
science. Quantitative research is typically 
connected with deductive approaches that use 
data collected to evaluate hypotheses. Moreover 
in this case study the positive paradigm will help 
to clarify the theories in the fashion world. To 
make it more evident the author will collect 
information from individuals to determine 
themes which allow the researcher to advance 
theories deductively (Creswell et. al, 2007). 
 To progress, the paper will pursue a prior case 
study design, that will benefit in the exploration 
of the impacts of shopping motivation on 
decision-making in fashion tourism. To conclude, 
the case study will bring meaningful insight 
regarding the aim and objectives of the research 
paper. 
 
3.3 Sampling 
 
Internet surveys have been identified as the most 
suitable method based on recent research and to 
achieve the study's stated objectives, as detailed in 
the data collection section. West (2018) argues 
that online surveys are the most effective way to 
gather information because they are inexpensive 
and can reach a broader audience due to the 
widespread availability of Internet access. 
Moreover, speed, presentation, and flexibility are 
three useful advantages of online surveys, 
according to a study by DeFranzo (2012). The 
author of this research paper will focus on the 
fashion tourists in Paris during Paris Fashion 
Week using through quantitative approach as 
mentioned above. In this case, fashion tourists in 
Paris will be surveyed (Yeo et. al,  2019). 
 
3.4. Data collection 
 
This section will examine how quantitative data 
analysis fits into the whole research process, 
particularly the quantitative research method. The 
researcher must identify pertinent individuals to 
whom the survey method (such as a self-
administered questionnaire or interview schedule) 



 
 

should be administered if a questionnaire inquiry 
is being conducted. 
An online survey based on questionnaires is seen 
as the best way to gather the required 
information, as it allows customers from around 
the globe who purchase designer items to 
participate and make online purchases. The unit 
of analysis in the Paris fashion industry, during 
Paris Fashion Week, and in the garment industry 
is the individual fashion shopper. Participants will 
be encouraged to consider what motivates them 
to purchase, in Paris during Paris Fashion Week 
in the study (Sebald et. al, 2019). The way 
participants state their reasons for buying apparel 
is used to frame each question. All questions were 
framed in terms of how participants described 
their shopping motives when it comes to 
clothing. At the end of the survey, they identified 
sociodemographic characteristics such as 
financial background, the meaning of purchasing 
a high-quality brand and last but not least, age. 
 
3.5 Data analysis 
 
The assessment objectives, outlining the subjects 
and areas to be examined, form the foundation 
for analysing data. The analysing process involves 
repeatedly reviewing and assessing the original 
data. The findings come from examining the 
original data itself, rather than from hypotheses 
or frameworks, although they may be influenced 
by the researcher's objectives or inquiries 
(Thomas, 2006). Researchers strive to generate 
compelling and important results in their field, as 
well as establish connections between their 
findings and academic or professional 
environments (Gibson, 2012). As a short 
introduction, this section will examine the 
analysis of data about fashion tourists in Paris to 
seek their behaviours and shopping motivations 
in the circumstance of fashion tourism. 
According to Kumar (2018), in this instance, the 
author will discuss how decision-making related 
to fashion tourism is influenced by shopping 
motivation. Online questionnaires and surveys, 
well known for their affordability and broad 
coverage, can collect statistics. Trochim, 
Donnelly, and Arora (2016) state that inferential 
statistics will evaluate the effect of shopping 
incentives on attendees' choices at the event, 
considering both practical and statistical 
significance. The objective of this analysis is to 
provide stakeholders with useful advice and 
pertinent information to support decision-
making and enhance visitor experiences. 
Examples of descriptive statistics, such as 
frequencies and standard deviations, can be used 
to elucidate the impact of shopping motivation 
on guests' purchase behaviours at Paris Fashion 
Week. Standard deviations indicate the variation 
in people's purchase intentions, while frequencies 
indicate the diversity in people's motivations.  

This assessment gives valuable information for 
those involved, giving crucial advice to shape 
choices and improve client interactions. 
Insights that are expressive, like frequencies and 
standard deviations, can assist in defining patterns 
in purchasing behaviors of individuals, especially 
when focusing on the influence of shopping 
motivation on fashion tourism choices during 
Paris Fashion Week. For occurrence, standard 
deviations may appear the variety in respondents' 
acquiring eagerly, though frequencies may appear 
the conveyance of different inspirations. 
For individuals engaged, this assessment provides 
insightful information and critical guidance to 
help shape decisions and enhance client 
encounters. 
Expressive insights, such as standard deviations 
and frequencies, are useful in identifying trends in 
people's buying habits. This is particularly true 
when examining the impact of shopping 
incentives on selections made by fashion tourists 
during Paris Fashion Week. For occurrence, 
standard deviations may appear the variety in 
respondents' acquiring eagerly, though 
frequencies may appear the conveyance of 
different inspirations. The practical 
noteworthiness may well be inspected in terms of 
inferential insights by figuring out whether 
particular shopping inspirations have an clear 
affect on visitors' decision-making amid the 
occasion. A notable characteristic in the decision-
making behaviours of individuals with high and 
low shopping incentives, for example, may 
suggest practical significance (Ramanayake and 
Pushpasiri, 2023). However, statistical 
significance could be determined using 
hypothesis testing, which contrasts the impact of 
shopping incentives on decision-making with a 
null hypothesis. These descriptive and inferential 
statistics would provide useful information on the 
relationships between shopping motivation and 
fashion tourist decision-making during Paris 
Fashion Week, assisting stakeholders and 
enhancing visitor experiences. 
 
3.6 Ethical issues 
 
Ethics can be understood as the study of moral 
behaviour, and they clarify the criteria used to 
resolve moral behaviour. In addition, violation of 
ethical principles, which also go against the 
fundamental tenets of the research, may damage 
the study's credibility (Kabir,2016). According to 
Sue Thomas (2017), fashion Ethics offers a 
thorough review of the ethical issues facing the 
fashion industry, covering everything from 
collection design to upcycling and closed-loop 
manufacturing. 
This research paper will provide solutions to the 
pressing demand for an in-depth comprehension 
of the core ethical beliefs controlling the fashion 
business. 



 
 

3.7 Limitations 
 
There are limitations in this research paper that 
should be noted. First this study according to 
Gravari-Barbas and Sabatini, (2023), fashion and 
tourism are the main aspects of the economic 
system, in the case of fashion tourism in Paris. 
The economic impact on Paris as a fashion 
destination has not been fully explored by other 
researchers specifically from the tourist aspect of 
shopping motivation, therefore this paper will 
seek to fill this gap.  
Moreover, highlighting the importance of the gap 
will give a better, more complete view of the 
economic impact of fashion tourism in Paris not 
only in numbers but in the emotional manner of 
the tourist who is keen to visit the country for 
shopping. According to Gravari-Barbas and 
Sabatini, (2023), with the limited information that 
has been previously collected by other 
researchers, it is very difficult to consume the 
emotional manner of the fashion tourists in Paris 
due to the participants' attitude, age, personality, 
cultural differences, nationality and geographical 
barrier. The findings and data from previous 
research papers show that there is no exact result 
to fill the gap. Consequently, there will never be 
an exact data information. Secondly, this research 
paper analyzes clearly on fashion tourists visiting 
Paris during Paris Fashion Week. Although this 
gives helpful data about a particular segment of 
fashion tourism, it might need to include other 
essential aspects of consumer behaviour in the 
larger fashion sector. For instance, the research 
does not examine further shopping motivation in 
other fashion countries or other fashion 
occasions, possibly limiting the relevancy of the 
statements to a major aspect of the fashion 
industry (Lim and Ang, 2008). Thirdly, the 
temporal constraints since the same source 
variance could naively overblown the data 
because they originate from the same 
respondents. Given the fluidity of consumer 
behaviour and fashion trends, the study's findings 
might only be relevant to a specific area of Paris 
Fashion Week. Because of this limitation, even 
though the study only covered a short period of 
time, the results could not be as generalizable, and 
additional research might be required to account 
for any new changes or practices in the fashion 
tourism industry (Mattila, 1999).    
 
Chapter 4 Discussion 
 
4.1 Introduction 
 
The potential outcomes of the researcher's results 
concerning the motivation behind shopping in 
the context of fashion tourism are explained in 
this section. The literature review’s extensive 
examination was to clarify the ways in which 
different factors impact the shopping behaviours 

of travellers. The previous investigation 
highlights the need to recognize the complicated 
nature of shopping motivation in order to gain a 
deeper insight of consumer behaviour in fashion 
locations. 
 
4.2 To explore the motivation of potential fashion tourists 
for visiting Paris as a fashion destination during Paris 
Fashion Week  
 
In order to effectively attract tourists, destination 
managers and marketers must have a thorough 
understanding of why consumers visit Paris. 
Using theories of consumer behaviour, especially 
those pertaining to the motive behind shopping, 
sheds light on the complex reasons that influence 
people's decisions to travel. 
Another implication may discuss the hierarchical 
levels of motivation put out by researchers such 
as Wagner and Rudolph (2010), assuming that the 
reasons for travel and buying are similar. Purpose-
specific motivation could be the reason for 
people travelling to Paris in order to take 
advantage of its unusual retail experiences and 
one-of-a-kind buying opportunities, which would 
be consistent with the general idea of seeking out 
special retail experiences and indulgence in 
shopping. Consumers may go to Paris for 
purpose-specific reasons with the goal of taking 
advantage of its many shops and exceptional 
shopping experiences, which is consistent with 
the general idea that people travel for retail 
therapy and unique shopping experiences. 
Another context to discuss Paris, activity-specific 
motivation could refer to the desire to engage in 
certain purchasing activities, such as perusing 
luxury stores or attending fashion-related events; 
this would represent a more concrete and direct 
component of travel motivation. Hence, demand-
specific motivation could involve looking for key 
characteristics of the Parisian shopping 
experience without referencing particular areas or 
stores (Petty et al., 2004).  
Empirical studies hence highlight the role that 
motivation plays in the decision-making process 
involving travel. Research by Wagner and 
Rudolph (2010) and Chang et al. (2010) shows 
how motivation influences travellers' perceptions 
and choices, emphasizing the significance of 
personalized marketing methods that are in line 
with visitors' innate motives for purchase.  
 
4.3 It is crucial to comprehend the impact of motivation on 
tourists' choices as it significantly affects their decisions on 
activities and expenditures. (UNWTO,2012b).  
 
To understand how motivation influences 
travellers' actions due to it has a big influence on 
what they choose to do and how much they 
spend. Theories of consumer behaviour, 
particularly the ones pertaining to the reason 
behind shopping, provide important new 



 
 

perspectives on how tourists make purchases. 
Believing that the reasons for travel and shopping 
are similar, investigating the hierarchical levels of 
motivation offered by academics like Wagner and 
Rudolph (2010) can offer a thorough 
comprehension of the reasons behind the travels. 
Therefore, it i's highly advisable to understand 
how demand-, activity-, and purpose-specific 
shopping motives interact. The motive behind 
people's pursuit of unique retail experiences and 
opulent purchases in cities such as Paris is 
purpose-specific motivation, which forms the 
abstract basis. On the other hand, activity-specific 
motivation refers to actual desires to engage in 
specific shopping-related activities, such as 
browsing high-end stores or attending fashion 
events. Furthermore, empirical studies have 
shown that motivation plays an important part in 
shaping customers' choices and perceptions 
(Chang et al., 2010; Elsevier, 2010). The 
marketers can create targeted marketing strategies 
that appeal to travellers' intrinsic motivations by 
comprehending the dynamics of purpose-
specific, activity-specific, and demand-specific 
shopping motivations. This increases the 
destination's appeal and competitiveness in the 
worldwide tourism industry. 
It is therefore advised that policymakers and 
travel industry representatives tailor their 
approaches and offerings to align with the 
traveller's motives across every step of the 
hierarchy. By adapting to travellers' diverse needs, 
stakeholders may enhance visitor fulfilment and 
create more captivating and memorable 
interactions. Moreover, by knowing the structure 
of motivation, focusing on marketing initiatives 
and promotional strategies may be developed, 
strengthening the attraction of places to various 
tourist types. Secondly, to achieve this goal, an 
empirical investigation into the attitudes and 
actions of tourists is required. Lastly, research 
results provide insight into how passengers' 
motivations influence their views and decisions, 
according to Wagner and Rudolph (2010) and 
Chang et al. (2010). Using reliable information 
enables tourism stakeholders to confidently make 
decisions and create plans that suit the interests 
and requirements of passengers.  
 
4.4 To examine how fashion tourists perceive their 
connection with destinations in the context of Paris. 
 
The intricacy of consumer behaviour theories and 
their application in the field of tourism studies 
must be acknowledged in order to explore how 
fashion tourists perceive their interaction with 
destinations within the framework of Paris. 
Assuming that fashion tourists seek out 
distinctive experiences that are intertwined with 
their shopping activities, a theoretical framework 
that considers the several factors influencing their 
travel decisions must be developed. 

It is, therefore, necessary to consider theories like 
the Elaboration Likelihood Model (ELM) into 
account in order to understand how fashion 
travellers develop their perceptions of locations. 
In order to achieve this, researchers might look at 
the primary and secondary routes of persuasion 
outlined in the ELM, paying attention to the ways 
that fashion-related interactions influence 
tourists' opinions and behaviour about different 
locations. This might therefore result in targeted 
destination marketing campaigns and improve 
the overall Paris visitor experience. 
 
4.5 Conclusion 
 
The importance of theoretical knowledge and 
empirical study in figuring out the driving forces 
behind fashion tourist purchases is emphasized in 
the paper's conclusion. By amalgamating insights 
from several sources of literature and identifying 
prospective avenues for further investigation, the 
writer provides industry participants involved in 
fashion tourism with substantial insights that will 
enhance client experiences and foster enduring 
expansion. 
 
5. Chapter Conclusion 
 
This study has attempted to set out insights into 
shopping motivation for visiting the city of 
Fashion, Paris, during Paris Fashion Week.  
Through the study, it can be seen that the 
particular case study took some action to try to 
implement a knowledge of consumer behaviour 
theories and various motivations creating an 
impact on the traveller's destination choices.  
 Investigating the effect of there is a gap in the 
empirical studies that tourist shopping motivation 
particularly in Paris, during Parish Fashion Week. 
Theories of consumer behaviour, which have 
their origins in psychology research from the early 
20th century, have grown greatly over time and 
offer important new perspectives on the complex 
dynamics of consumer behaviour. These theories 
offer frameworks for explaining the interactions 
between beliefs, attitudes, intentions, and 
behaviours in the context of shopping 
motivations. Examples of these models are the 
Theory of Reasoned Action (TRA) and the 
Elaboration Likelihood Model (ELM). Indeed, 
researchers explain the main and secondary paths 
of persuasion, giving an understanding of how 
consumers absorb information and decide what 
to buy, especially when it comes to fashion 
tourism. Next, research has made clear the 
influence of many elements on consumers' 
shopping choices and behaviours, particularly 
utilitarian and hedonic values. Hedonistically led 
buyers, for example, have a preference for 
purchases that satisfy both their immediate needs 
and wants in the future, whereas utilitarian buyers 
give importance to goods that meet their needs 



 
 

right away. Last but not least, future studies could 
investigate, this study's significance it is to fully 
understand theories of consumer behaviour in 
order to better understand the details of shopping 
impulses during Fashion Week events, especially 
in Paris. The author suggests, obtaining a 
substantial understanding of consumers' 
decision-making processes and preferences by 
combining theoretical frameworks like the TRA 
and ELM with empirical research. Next, to 
inform destination marketing approaches and 
boost the entire visitor experience. Finally, to fully 
analyse the details of shopping motivations in the 
context of fashion tourism, additional empirical 
study is necessary in the future. This may 
eventually assist in illuminating consumer 
behaviour in this area. 
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