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Abstract

In this study, fashion marketing studies were examined in terms of method in line with the paradigms
adopted in the social sciences. Firstly, explanations of the concepts were presented in order to make
sense of the nature of positivist, post-positivist paradigms and quantitative, qualitative research. Then,
theses written in the field of fashion marketing in The Council of Higher Education (CoHE) National
Thesis Center were analyzed by content analysis. These analyzes were carried out to show the
distribution of theses by years in terms of paradigm. In addition, the data collection tools, data analysis
techniques and research patterns utilized in the studies were examined, and the techniques that were
widely adopted and started to be adopted were explained. According to the findings, quantitative studies
are widely used in fashion marketing studies and it has been observed that the use of qualitative and
mixed studies have increased in recent years. In quantitative studies, questionnaires and statistical
analyzes are widely used and causal research is often applied. In qualitative studies, different data
collection and analysis methods are adopted in accordance with the characteristics and design of the
research. It has been concluded that mixed studies are mostly designed by adopting multiple methods
in accordance with the purpose.
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Moda Pazarlama Cahismalarimin Metodolojik Baglamda Incelenmesi

Oz

Bu ¢alismanmin amact moda pazarlama ¢alismalarini, benimsenen paradigma ve yontem bakimindan
inceleyerek, arastirmacilara yonteme dair bir ¢erceve sunmaktir. Bu amagla oncelikle, pozitivist ve
post-pozitivist paradigmalara dair kavramsal agiklamalara yer verilmistir. Sonrasinda ise Ulusal Tez
Merkezi’nde bulunan moda pazarlama tezleri icerik analizi ile incelenmis, paradigma bakimindan
yvillara gore dagilimlar: gosterilmistir. Ayrica ¢alismalarda yararlanmilan veri toplama araglari, veri
analiz teknikleri ve arastirma desenleri incelenerek yaygin benimsenen ve yeni benimsenmeye baslanan
teknikler aciklanmigtir. Sonuglar incelendiginde moda pazarlama ¢alismalarinda nicel arastirmalarin
stklikla kullamildigi, nitel ve karma arastirmalarin kullanminminin son yillarda dikkat ¢ekmektedir. Nicel
calismalarda, anketler ve istatistiksel analizler yaygin olarak kullaniimakta ve aragtirma deseni olarak
da nedensel arastirmalar sikhikla karsimiza ¢ikmaktadir. Nitel calismalarda, arastirmanin
karakteristigine ve desenine uygun bicimde farkli veri toplama teknikleri ve analizler kullanilmaktadir.
Karma ¢alismalarin ise ¢cogunlukla, amacina uygun olarak, ¢oklu yontemler benimsenerek tasarlandig
gortilmektedir.

Anahtar kelimeler: Yontem, paradigma, nicel arastirma, nitel arastirma, moda pazarlama ¢alismalari.
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Genisletilmis Ozet

Pazarlama yoneticileri, 6nemli kararlar vermeleri gereken durumlarda, sorunlarla kargilastiklarinda ya da
olumlu ve istenen bir siirecin istikrarli bigimde devam edebilmesi i¢in pek ¢ok bilgiye ihtiyag duymaktadirlar.
Moda pazarlama ¢abalarinin da modanin siirekli degisen yapisi, modaya yiiklenen anlamin degismesi,
titketici tercihlerinin degismesi gibi kendine 6zgii baz1 karakteristikleri vardir. Hizli moda, yavas moda,
stirdiiriilebilir moda, etik moda gibi yeni moda anlayislarinin ortaya ¢ikmasi ile tiiketici davraniglarindan,
tedarik ve dagitim siirecglerine, tasarim-iiretim siireglerinden tutundurma ve fiyatlandirmaya kadar pek ¢ok
uygulama alaninda etkili kararlar verilebilmesi i¢in dogru ve giivenilir bilgiye ulasmak 6nemli hale gelmistir.
Bu gergekler paralelinde moda pazarlama arastirmalarinin énemi goz oniinde bulunduruldugunda, yapilan
caligmalarin yapisi onem kazanmaktadir.

Bilimsel arastirmalarin ¢esitli amaglarla kullanimi s6z konusudur. Bilimsel arastirmalarda kesfetmek, mevcut
durumu tanimlamak, nedenselligi ortaya koymak gibi amaglar s6z konusu olabilir. Arastirmact sosyal
gergekligi nasil algiliyorsa o dogrultuda arastirma yontemi benimser. Sosyal bilimlerde, olgularin objektif
bicimde degerlendirildigi pozitivist yaklasim ve olgularin i¢inde bulunduklar1 sosyal gergeklik ve iligkilerin
etkisiyle degerlendirilmesi gerektigini ifade eden post-pozitivist yaklasim olmak iizere iki paradigma soz
konusudur. Benimsenen paradigma arastirmanin yontemini de etkiler. Pozitivist yaklasim nicel, post-
pozitivist yaklasim ise nitel arastirmalarla ¢aligilmasini Onerir. Arastirma probleminin islevsel sekilde
¢Oziimlenebilmesi i¢in hangi tiirden bir yontemin belirlenmesi gerektigi olduk¢a 6nem kazanmaktadir.
Pazarlama ve moda pazarlama arastirmalarinda pozitivist yaklasimi benimseyen nicel arastirmalarin siklikla
kullanildig1 goriilmektedir. Ancak ¢alisma sonuglar1 gostermektedir ki son yillarda post-pozitivist yaklagima
dayanan nitel arastirmalar da kullanilmaya baglanmistir. Nitel arastirmalarin hem tek basina hem de nicel
arastirmalar1 destekleyecek sekilde karma yontemlerde kullanildig1 goriilmektedir.

Yiksek lisans ve doktora tezleri ayri ayr incelendiginde nicel g¢alismalarin baskin oldugu gériilmektedir.
Nicel anlayisla yazilmis moda pazarlama tezlerinde anket kullanimi ve veri analiz tiirii olarak da istatistiki
yontemler neredeyse bir norm haline gelmis ve ¢aligmalarda siklikla kullanilmigtur. Aragtirma deseni olarak
ise durum ve olaylarin ne oldugunu agiklayan betimsel ¢aligmalardan yararlanildig: gibi, degiskenler arasi
iligkileri gosteren nedensel arastirmalar da tasarlanmistir. Calismanin sonuglart gostermektedir ki moda
pazarlama alaninda nedensel aragtirmalar betimsel arastirmalardan daha fazla tercih edilmistir.

Bu calismanin sonuglar1 da gostermektedir ki, nicel aragtirmalar moda pazarlama alaninda hakim paradigma
olmaya devam etmekle birlikte nitel ve karma arastirmalarda son yillarda artis oldugu goz ard1 edilemeyen
bir gergektir. Nitel aragtirmalarda nicel aragtirmalarda oldugu gibi norm haline gelmis veri toplama araglari
ve veri analiz tiirlerinden s6z edilemez. Caligmanin karakteristigi ve ortaya koymay1 amacladig: duruma gore
farkli teknikler kullanilabilir. Nitel arastirmalarda veri toplama araglari olarak goézlem, goriisme, ikincil
verilerden yararlanma gibi yontemler s6z konusudur. Yararlanilan analiz teknikleri ise, dokiiman analizi,
icerik analizi, gdsterge analizi, betimsel analiz ve tematik analizdir.

Nitel yontemlerin kullanimindaki artigla ve her iki yontem ¢esidinin de giiclii ve zayif yanlar1 oldugu
varsayimi ile her iki yontemin birbirinin tamamlayicisi niteliginde olan karma yontemler karsimiza
cikmaktadir. Bu tarz arastirma desenleri de hem yiiksek lisans hem doktora tezlerinde ilk kez 2009’da
kullanilmig olmakla birlikte 6nemi anlasilmaya baglanmis ve son yillarda kullaniminda artis s6z konusu
olmustur.

Nitel aragtirma yontemleri, nicel aragtirmacilar ve pozitivist diistiniirler tarafindan siklikla elestirilere ugrasa
da sosyal bilimler alaninda s6z konusu olan bosluklarin doldurulmasi, derinlemesine anlamlar ¢ikarilmasi,
stireglerin tanimlanmasi, olaylarin arkasindaki esas nedenlerin ortaya g¢ikarilmasi ve benzer durumlarda
siklikla kullanilmaya basglanan yontemlerdir. Ayrica tek basina kullanilabildigi gibi nicel yontemlerin eksik
yanlarin1 tamamlayaici bir islevle kullanimi da bilim iiretme noktasinda benimsenebilecek yollardan bir
tanesidir. Bu sonuglar dogrultusunda sosyal bilimler alaninda ¢alisan arastirmacilara, ele alinan problemin
¢Oziimii noktasinda metodolojik olarak smirli kalmamalar1 onerilmektedir. Alternatif anlayislar1 da goz
onilinde bulundurarak degerlendirmeler yapmalar1 ve en iyi problem ¢dzme teknigini belirlerken problemin
karakterine uygun tercihte bulunmalar1 nerilmektedir.
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1. Introduction

Marketing managers have to make decisions that can result in huge financial gains or losses.
Products that do not sell after launch, problems in distribution channels, etc. situations are some
of the problems that managers face and have to solve. In addition, the time required to make
decisions has been shortened and the importance of the decisions has increased because of
situations such as competitive pressure on a global scale, shortening of product life periods, the
necessity to keep up with the developing technology (Gegez, 2010: 3). In the 21st century,
many retailers, especially in the field of fashion, have restructured their competitive advantage
focus from price advantage to respond to the demands of consumers quickly and creating
fashion trends (Barnes and Lea-Greenwood, 2006: 260). Because of this situation new concepts
such as fast fashion has emerged. As the exact opposite of this, concepts such as slow fashion
and sustainable fashion are practices adopted by today's fashion consumers. All this has
increased the importance of accessing fast and accurate information. This also increased the
need for marketing research (Gegez, 2010: 3).

Science is systematic information. In addition, it is both the information itself and a
structure that produces the information. While the theories, laws and principles developed to
explain facts and relationships, are the information itself, the ways of producing information
can be defined as a method (Kaptan, 1995: 7). Science is accumulated information that
represents an integrity with rational and factual relationships. The information that composes
science should be systematically classified and important relationships should exist between
them (Gtiven, 1996: 2).

Scientific research is basically four different types: exploratory, explanatory, descriptive
and evaluative. Exploratory research is designed to find new information in areas where
previous scientific studies are inadequate and to explore previously missed or unknown topics.
Explanatory research is done to investigate the cause of the events. Descriptive research is done
to understand what is happening in the research area. Descriptive studies include numerical
data, statistical information and descriptive explanations. Evaluation studies can be defined as
researches aiming to solve a problem in a particular subject, by examining the process in this
subject and trying to solve the problem in this field (Giiler et al., 2013: 21).

In social sciences, researchers do not act objectively when deciding to the method. How
the researcher perceives social facts determines the research methods of social scientists. There
are two different paradigms to understand the character of social reality. These are the positivist
approach and the post-positivist approach. In the positivist approach, social facts and events are
defined objectively. According to the post-positivist approach, social events are formed by the
effect of the social reality and the changing social relations (Bryman, 2016: 32). That is why it
is also called the constructivist approach.

The paradigm adopted by the researcher in social sciences also includes methods on how
to conduct a research in line with philosophical assumptions and principles (Neuman, 2014: 9).
Positivism offers an epistemological approach that suggests that the methods used in natural
sciences can also be used in social research (Giiler et al., 2013: 19-20). Positivism is also called
logical empiricism and the main purpose of this paradigm is to provide foresight by using
experimental, quasi-experimental and causal comparison methods (Glesne, 2013: 9).
Qualitative research describes a social event in its natural environment and natural formation
(Ilgar and Cosgun Ilgar, 2013: 199).

Until the 1980s, the use of positivist paradigm continued by increasing its effect in the
marketing field. Until these years, the general problem in marketing research has been the
prediction and control of consumer behavior. In the marketing theory, although it is seen that
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many marketing concepts were taken from different disciplines such as sociology and
anthropology after 1960s, these were included in the field of marketing in the context of
positivist paradigm (Saglam Ari et al., 2009: 124).

Watzlawick says that social reality has two aspects, the first order reality and the second
order reality. First order reality expresses the objective, scientific and demonstrable side of
reality. Second-order reality is created by attributing meaning to reality. According to
Watzlawick, the reason for the current debate stems from the fact that people forget these two
truths in their lives or do not know at all. Thus, people see the reality in social life as the only
reality formed as a result of perceiving and making sense of the world. (Giiler et al., 2013).

Qualitative and quantitative research methods have different assumptions. Both feature
different methods and allow researchers to search for meaningful answers to their research
questions in areas where these methods are appropriate (Yildirim and Simsek, 2016: 321). For
example, the positivist approach is suitable for making predictions about consumer behavior.
The post-positivist approach emphasizes the importance of understanding and interpreting
consumer behavior. In today's societies, referred to as the consumption society, consumption is
becoming more and more complex. Therefore, it is difficult to predict and model the consumer
behavior. In such a situation, qualitative research can offer more effective tools than
quantitative research in understanding and interpreting the theories used in the consumption
process (Ozhan Dedeoglu, 2002: 75).

When it is desired to take a functional approach to research methods, which of the
research problems can be solved with qualitative methods and which can be with quantitative
methods should be carefully evaluated (Muijs, 2004: 6).

2. Literature Review
2.1. Quantitative Research and Positivist Paradigm

The purpose of logical positivists was to propose solutions to distinguish between scientific and
non-scientific. Advocates of this trend have suggested that hypotheses or theories created by
experience can only be converted into scientific knowledge by validating experiments and
observations (Siniksaran and Aktiitiin, 2004: 48). According to positivism, science is an effort
to obtain predictive and explanatory information about the outside world. Positivism,
methodologically, accepts the principle of "unity". According to this principle, there is only
one science, and every intellectual activity named science must conform to this logic (Keat and
Urry, 2016).

According to positivism, the scientific methods used when examining and explaining
physical realities can also be used in social sciences. In quantitative research based on
positivism, it is possible to make more objective analysis and inferences based on numerical
values instead of subjective estimation of data obtained through observations and various
techniques (Giiler et al., 2013: 47).

When the basic beliefs of the positivist paradigm are evaluated, the position of positivism
on ontologically is realism. The designed research is based on external realities that can be
agreed upon. It is epistemologically objective, and the researcher tries to identify “how things
really are” and “how they actually work”. Positivism focuses on methodologically empirical
methods and verification of hypotheses (Guba and Lincoln, 1994: 107-108).

Confirmed hypotheses that will be accepted as facts constitute the nature of positivist
information. In the positivist paradigm, the quality of research depends on strict rules. Internal
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and external validity, reliability and objectivity are indispensable. A research dealt with
positivist approach is isolated from values (Kus, 2012).

Quantitative approach, with its simplest definition, is empirical research using data in
numerical forms. However, the term quantitative research is much more than just research with

numerical data. It means all ways of compiled or put together thought or approach (Punch,
2014: 3).

Different problems require different methods. Question expressions that include terms
such as affecting factors, variable, determining factor, relationship are question statements that
require working with the quantitative method (Punch, 2014: 23). If the problem is to identify
the factors affecting the results, to make a useful intervention or to understand the best estimates
of the results, quantitative research is the best method to use (Creswell, 2013: 20).

According to Muijs (2004), there are four main research cases in which quantitative
methods should be used. The first of these is when numerical data are required. The second is
when there are numerical changes. Thirdly, it can be used in situations where it is desired to
explain a concept as well as revealing the situation of something or someone. Fourth, it is used
when hypotheses need to be tested.

The strengths and weaknesses of quantitative research can be summarized as follow
(Hughes, 2006).

The strengths

Accuracy: Accuracy is achieved with quantitative and reliable measurements.
Control: It means that the sample and design are suitable for control.
Revealing causality: It is provided through the use of controlled experiments.
Complex analysis can be made easily with statistical methods.

Repeatability: It can be checked by other researchers.

The weaknesses

e Due to the complex nature of human behavior, it is difficult to control or eliminate all
variables.

e Humans do not react in the same way as stationary substances subject to science.

e The mechanical moral structure of the quantitative method tends to exclude the notions
of freedom, choice and moral responsibility.

The most common data collection techniques used in quantitative research are surveys
and experiments. The questionnaire is prepared to be asked to the respondent and it is a list of
questions with spaces for recording answers (Gegez, 2010: 191). Experiments are a technique
often used in science and are more suited to the nature of science. The purpose of the
experiments is to establish a cause and effect relationship (Geray, 2016: 79).
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2.2. Qualitative Research and Post-positivist Paradigm

The ontological position of post-positivism is idealism. According to this belief, the world
cannot exist by isolating thoughts. According to the ontological belief of post-positivism, reality
occurs in the social environment, is complex and constantly changes. Therefore, it is important
how people interpret and make sense of certain objects, events, behaviors, perceptions. In terms
of methodology, it includes interacting with individuals in a particular social context about their
perception. For this, observations and interviews are made with the participants of the research.
In the analysis stage, relationships are investigated (Glesne, 2013: 11).

According to the post-positivist paradigm, “there is no single and most correct form in
obtaining information”. Perspectives are more important than objectivity (Yildirim and Simsek,
2016: 31). Since it has been understood that qualitative research is more important than thought
in recent years, it has been started to widely used. It is seen that it is cheaper and functional in
revealing intrinsic motivations and emotions. Also it assists quantitative research. These are
more encouraging factors for the use of qualitative research (Gegez, 2010: 47).

Qualitative research has strong theoretical foundations based on various disciplines. The
common aim in psychology, philosophy, linguistics, sociology, anthropology and similar
disciplines is to try to understand human behavior within the context and multi-dimensionally.
According to these, traditional methods used in science are insufficient in understanding human
behavior (Yildirim and Simsek, 2016: 37).

Question statements containing terms such as exploring, explaining experience, exploring
the process are situations that require working with qualitative methods (Punch, 2014: 23).
Detailed explanation of a complex subject is the aim of qualitative research. Another aim of

qualitative research is to improve theories that are partially sufficient or insufficient (Creswell,
2013: 48).

Qualitative research has no definition accepted by everyone. It includes research designs
such as ethnography, descriptive research, natural research, theory development, content
analysis. Qualitative research can be defined as a general concept that includes these research
designs (Tanyas, 2014: 26; Yildirim and Simsek, 2016: 41).

In qualitative research, the issue of validity is controversial and can be seen as a weak
aspect. However, many researchers believe that concepts are socially structured. So they believe
that there can be no criterion to make sure the concepts are correct or precise. In qualitative
research, the concept of credibility is used instead of validity. To provide credibility, solutions
such as long-term interaction, continuous observation, use of multiple data collection
techniques, contrast situation analysis, explanation of researcher biases, participant approval,
providing rich descriptions and activating the external audit mechanism are produced (Glesne,
2013: 66). The approach where multiple data collection methods and techniques are used
together is called triangulation. The purpose of collecting data from different data sources in
qualitative research is to eliminate the risk of the researcher making systematic errors (Maxwell,
2012). Also, according to the qualitative research paradigm, social reality cannot be evaluated
separately from the perception and comprehension processes of human beings, thus assumes
that the researcher cannot be neutral in the research process (Ozdemir, 2010: 326).

Research designs are strategies that determine the approach of the research and guide the
consistency of the stages (Ilgar and Cosgun Ilgar, 2013: 201). Basic qualitative research designs
are ethnographic studies, phenomenological studies, case studies, action research, grounded
theory and narrative studies (Creswell, 2013; Glesne, 2013; Ilgar and Cosgun Ilgar, 2013).
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Ethnographic studies are the whole of scientific efforts to understand and describe a group
of people or a group's culture (Kartari, 2017: 217).

Phenomenology explores experiences itself and explain how the experience turns
consciousness. Phenomenologists research the experiences (Merriam, 2013: 25).

Case studies are a type of study in which a single social unit is studied in detail (Payne
and Payne, 2004: 31).

Action research is research that is used to identify and solve problems related to a group,
community or organization or to understand a particular situation (Glesne, 2013: 32).

Acording to Denzin and Lincoln (2008: 561) grounded theory is a broad inductive method
that develops theory by associate close relationships with the observational world.

As amethod, the narrative consists of stories and experiences told by individuals. Enables
understanding and analysing the experiences and stories told (Creswell, 2013: 70).

Table 1. Comparison of quantitative and qualitative research methods

Quantitative Research | Qualitative Research
Philosophical foundations
Positivism. Post-positivism.
Logical Empiricism Symbolic interactionism.
Realism Phenomenology.
Focus of research
Quantity (how many, how much ...) | Quality (essence)
Assumptions
Reality is objective. Reality is created.
The main thing is the method. The main thing is the situation studied.
Variables can be determined with strict limits. Variables are complex and intertwined.
Relationships between variables can be measured. It is difficult to measure the relationship between variables.
The researcher is objective. The researcher is a participatory.
Purpose
Generalization. Description.
Estimating. Interpretation.
Understanding causality. Comprehending perspectives.
Approach

It starts with theory and hypothesis. It ends with theory and assumption.
Experiment, manipulation and control are involved in the | It has a natural structure in its entirety.
process. The researcher is also included as a data collection tool.
Standardized data collection tools are used. Relations are tried to be revealed.
Parts are analyzed. Pluralism and differences are sought.
There is a search for reconciliation and norm. The data are depicted in depth.
The data are reduced to numerical indicators. There is an inductive understanding.
There is a deductive understanding It is done in a natural environment.

The reports are written in great detail.

The role of researcher

The researcher is out of the events. The researcher gets involved in the events.
Acts neutral and objectively. The researcher's individual interest is in question.

The researcher approaches with a subjective perspective and

empathy.

Source: (Glesne, 2013: 12; Merriam, 2013; Yildirim and Simsek, 2016: 49).

3. Method

Nowadays, as a result of the presence of many fashion insights such as fast fashion, slow
fashion, luxury fashion, the reactions of consumers have differentiated and studies in fashion
marketing have increased by diversifying. However, all studies done about fashion marketing
are designed to solve different and unique problems. The definition of the problem and the
research paradigm cannot be considered separately, and each problem requires a unique
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methodology. This study is designed to understand this difference and create a framework for
the method in fashion marketing studies.

The aim of this study is to describe the fashion marketing studies by evaluating the
method issue in the social sciences within the framework of the positivist and post-positivist
paradigm. Within the scope of the study, master's and doctoral theses in the field of Fashion
Marketing in CoHE National Thesis Center were examined in terms of method. By examining
the history and the change of fashion marketing studies in terms of method, existing traditional
approaches have been describe and a framework has been established for what the new
approaches are.

This study is a quantitative research based on document analysis. Within the scope of the
study, master's and doctoral theses published in the field of Fashion marketing from 1986 to
2019 were examined. The paradigm on which the theses are about, the methodological approach
used, data collection tools, data analysis methods and research patterns that reveal the purpose
of the study were examined.

In the research, there is not any sampling process and all units were examined. A total of
154 theses, including 25 doctorates and 129 masters, were examined within the scope of the
study. The distribution of the studies by years are presented with cross tables, and chi square
and single sample t test analyzes were also used.

4. Research Findings

When the data are analyzed regardless of the paradigm, it can be seen that the theses studied in
the field of fashion marketing have increased over the years. The first thesis in this field was
studied in 1986. As can be seen in Figure 1, no master or doctoral thesis written in this field
was found in 1987, 1988, 1991, 1992 and 2001.

“One Sample T-Test” analysis was done to examine whether this change was statistically
significant over the years. According to Table 2, there are statistically significant differences
according to thesis distribution in the years they were published.

Distribution of theses by years

Figure 1. Distribution of theses on fashion marketing by years
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Table 2. T-test results

T Df Sig. (2-tailed) Mean Difference

Publication year of the

3347.173 153 .000 2007.070
Theses

After this process, master's and doctoral theses are presented separately in Table 3 in
terms of research approach. In addition, all theses in total are shown in Table 3. Whether the
theses are significantly different in terms of approach by years was examined by chi-square
analysis.

According to the results of the analysis, there has been an increase in the adoption of a
qualitative research approach, but it is seen the widespread paradigm is quantitative research.
As stated in Table 3, the rate of quantitative studies in total is 68.8%, while qualitative studies
are 27.3%, and mixed studies are 3.9%.

Since 1996, researchers have started to use qualitative researches in fashion marketing
master theses. In the doctoral theses, the first qualitative study was written in 1998, but there
were no other studies published until 2012. In addition to these, mixed patterns, in which
quantitative research and qualitative research are used together, have been started to use
especially in the last few years.

It was also investigated whether all theses were statistically significant by years in terms
of the paradigm. For this purpose, Chi-square analysis was done. Consequently, since the p
value is greater than 0.05, it cannot be said that the distribution of published theses over the
years differs statistically in terms of the paradigm. Chi-square analysis was applied to master
and doctoral theses separately and a statistical significance was not observed here also.

When the total analysed, there is an increase in qualitative and mixed studies since 2014.
Accordingly, although there are 48 studies in total, qualitative and mixed studies, 31 of them
are studies between 2014-2019. While the ratio of the studies in which qualitative and mixed
approach was adopted in the first 28 years, the ratio in the total was 35.5%, only in the last 6
years this ratio has been 65.5%. This shows that although the dominant paradigm is positivist
approach and quantitative studies are still used frequently, qualitative and mixed approaches
have also begun to adopt.
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Table 3. Distribution of theses on fashion marketing by years and paradigms

Year Master Theses Doctoral Theses All Theses
- Quan. Qual. Mix. N Quan. Qual. Mix. N Quan. Qual. Mix. Total
1986 1 1 1 1
1989 1 1 1 1
1990 1 1 1 1
1993 1 1 1 1
1994 1 1 1 1
1995 1 1 1 1 2 2
1996 2 2 2 2
1997 2 2 4 2 2 4
1998 0 1 1 1 1
1999 1 1 2 1 1 2
2000 1 1 1 1
2002 1 1 1 1
2003 1 1 1 1
2004 2 2 1 1 3 3
2005 1 1 1 1
2006 1 1 1 1 1 1 2
2007 3 2 5 3 2 5
2008 3 1 4 1 1 4 1 5
2009 1 1 1 3 2 2 3 1 1 5
2010 3 1 4 3 1 4
2011 2 2 1 1 3 3
2012 8 1 9 1 1 8 2 10
2013 3 3 2 2 5 5
2014 4 3 7 2 1 3 6 4 10
2015 6 2 8 2 1 3 8 2 1 11
2016 8 2 10 1 1 1 3 9 3 1 13
2017 5 6 11 1 1 2 6 7 13
2018 12 4 1 17 1 1 13 4 1 18
2019 18 6 2 26 1 1 19 6 2 27
Total 88 37 4 129 18 5 2 25 106 42 6 154
%68.2  %28.7  %3.1 %100 %72 %20 %8 %100  %68.8 %27.3 %39 %100

Table 4 shows the data collection tool, analysis type and research designs of quantitative
theses. In quantitative research, questionnaires are frequently used as a data collection tool in
both master (98.9%) and doctorate (100%) thesis. In positivist research, how the data is
collected depends on the character of the research design. In cases where data will be collected
from people, surveys are one of the tools that can be used for this purpose. In social sciences,
surveys are used as the data collection method in most quantitative research. With the help of
the survey, data can be collected by face-to-face communication, e-mail, phone call or computer
(Erdogan, 2012: 214-216).

In addition to the surveys, there are also master thesis conducted with secondary data as
an exception (1,1%). Secondary data are data previously collected for other research. Such data
can be provided from within the enterprise, from libraries or from various government
institution. Information in books and articles and information on websites are also considered
as secondary data (Gegez, 2010: 67).

As data analysis type, it is seen that statistical analysis is widely used in both master
(100%) and doctorate (100%) thesis. The type of statistical analysis varies according to the
research purpose of the study. Descriptive statistics such as frequency and percentage
distributions were used in descriptive studies. In causal studies, T-test, ANOVA, Chi-square
test, Factor analysis, Regression analysis, Correlation analysis and similar analysis techniques
were used to calculate the coefficients showing the direction and effect of the relationship
between variables and to test hypothesis.
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As aresearch design, causal approach has been used at 79.5% in master theses and 94.4%
in doctoral theses. Descriptive approach was used at 20.5% in master theses and 5.6% in
doctoral theses. Descriptive studies try to explain what a particular situation is. The purpose of
these studies is to describe or clarify a situation, people, relationship, organized activity or
communication process. Descriptive studies are concerned with the qualities of phenomena.
(Erdogan, 2007: 138) and try to define the characteristics of a particular group such as age,
education level, profession. These studies try to answer the questions, such as who, what, when,
where and how ect. The purpose of causal research is to determine the cause and effect
relationships between the variables. In these studies, it is determined whether there is a
relationship between the variables (Gegez, 2010: 38).

Table 4. Quantitative theses on fashion marketing

Master Theses Doctoral theses
Data
Data collection tool Analysis Research designs co.llec Analysis Research designs
Year type tion type
tool

Surve Sec. Statistical Desc Causa  Surve  Statistical Desc Causal

2Uvey Data analysis * 1 \ analysis - -
1986 1 1 1
1989 1 1 1
1990 1 1 1
1993 1 1 1
1994 1 1 1
1995 1 1 1 1 1 1
1997 2 2 2
1999 1 1 1
2003 1 1 1
2004 2 2 2 1 1 1
2005 1 1 1
2006 1 1 1
2007 3 3 1 2
2008 3 3 1 2 1 1 1
2009 1 1 1 2 2
2010 3 3 3
2011 2 2 2 1 1 1
2012 8 8 1 7
2013 3 3 3 2 2 2
2014 4 4 1 3 2 2 2
2015 6 5 1 5 2 2 2
2016 8 8 2 6 1 1 1
2017 5 5 5 1 1 1
2018 11 1 12 3 96 1 1 1
2019 18 19 1 17 1 1 1
Total 87 1 88 18 70 18 18 1 17

%98.9 %1.1 %100 %20.5 %79.5 % 100 % 100 % 5.6 %94.4

Table 5 shows the data collection tool, analysis type and research designs of qualitative
master theses.

How the data is obtained in qualitative research varies according to the character of the
source and the research (Erdogan, 2012: 214). It is remarkable that secondary data (56.8%) and
in-depth interviews (27%) are frequently used in qualitative master theses. Secondary data are
obtained through document reviews. Document review is the analysis of written materials that
contain information about the phenomenon or facts about research subject. It is often used in
conjunction with other data collection methods. However, it can also be used as a data collection
method in itself (Yildirim and Simsek, 2016: 189). In-depth interviews are detailed interviews

78



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship
Aragtirmalar1 Dergisi Innovation and Marketing
Yil: 2021, 5(10): 68-83 Year: 2021, 5(10): 68-83

done with individuals on a specific subject. (Gegez, 2010: 53). In addition, focus group
interviews, another interview technique, were also conducted in theses (8,1%). As a qualitative
method of data collection, focus group interviews are interviews done with people who have
knowledge about a particular subject (Merriam, 2013: 91). There are also theses studied with
more than one data collection tool (8,1%). This is one of the ways to find solutions to the
problem of validity in qualitative studies. This method, known as triangulation, can be defined
as the collection of additional proof from different sources to clarify a theme or perspective.
Thus, it can be said that the findings are valid (Creswell, 2013: 301).

Qualitative researches are not designed to be linear and step by step. In such studies, data
analysis and data collection are put into practice simultaneously (Merriam, 2013: 157). The
most commonly used data analysis technique in qualitative master theses is document analysis
with the rate 37,8%. Those follow the document analysis in terms of frequency are descriptive
analysis (27%) and content analysis (21,6%). Semiology analysis (8,1%) and thematic analysis
(2,7%) are also have been used in master's theses. There are also studies conducted with
multiple methods (2,7%).

Document analysis means the analysis of written materials that contain information about
the subjects of the research (Yildirim and Simsek, 2016: 189).

The purpose of the descriptive analysis is to present the findings to the reader in a regular
and interpreted manner. It is used in studies where the conceptual structure is clearly
determined. In the content analysis, the data collected are analyzed in depth and it is tried to
reveal the previously unknown themes and dimensions. In content analysis, it is aimed to
explore the concepts that can explain the data (Yildirim and Simsek, 2016: 239).

Semiotic analysis focuses on determining how signs occur or what they mean in certain
contexts. The system, integrated with signs, produces a social code. Dynamics and indirect
meanings beyond superficial meanings are tried to be revealed (Glesne, 2013: 258).

In thematic analysis, the data are encoded and used for later descriptions and analysis. In
thematic analysis, the researcher uses analytical techniques to find patterns and themes by using
data (Glesne, 2013: 259).

Descriptive and exploratory researches were frequently used as research designs in
qualitative master theses. Studies where both designs are used together are also named as mixed
patterns.

The most common used research design in qualitative master theses is descriptive
research (67,6%). Exploratory studies are the second most frequently used research pattern after
descriptive studies in master's theses with 29,7%. In exploratory studies, it is aimed to reveal a
problem and its dimensions. It is used in cases where previous studies are limited. (Gegez, 2010:
34). The rate of studies designed with mixed patterns in master theses is 2,7%.
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Table 5. Qualitative master theses on fashion marketing

Data collection tool Analysis type Research designs
In- .
Year Focus 7 - Sec. . Desc. Doc. Cont. Semiotic Thema. . .
ou %etiﬁh Data Multi. An an. an. an, an. Multi.  Desc. Exp. Mix.

1996 2 2 2
1997 2 1 1 2
1999 1 1 1
2000 1 1 1
2002 1 1 1
2006 1 1 1
2007 2 2 2
2008 1 1 1
2009 1 1 1
2010 1 1 1
2012 1 1 1
2014 2 1 1 2 3
2015 1 1 1 1 1 1
2016 1 1 1 1 1 1
2017 1 3 2 4 1 1 2 4
2018 1 3 1 1 2 3 1
2019 1 1 3 1 1 1 3 1 3 3

3 10 21 3 10 14 8 3 1 1 25 11 1

Total  %8.1 %27  %56.8 %8.1 %27 %37.8 %21.6 %8.1 %2.7 %2.7  %67.6  %29.7 %2.7

6 shows the data collection tool, analysis type and research designs of qualitative doctoral
theses.

According to the table, in the qualitative doctoral theses, secondary data were used as the
data collection tool with a rate of 57.1%. The rate of data collection with multiple methods is
28.6% and the rate of focus group interview is 14.3%.

In doctoral theses, semiology analysis (28.6%) and multiple analysis methods (28.6%)
were used more than others. And exploratory studies (42.9%) were used more than descriptive
(28.6%) and mixed studies (28.6%).

Table 6. Qualitative doctoral theses on fashion marketing

Data collection tool Analysis type Research designs
Year z f;?s % Multi. % % Serg)tlc Thzatlc Multi. Desc. Exp. Mix.
1998 1 1 1
2012 1 1 1
2014 1 1 1
2015 1 1 1
2016 2 1 1 1 1
2017 1 1 1

1 4 2 1 1 2 1 2 2 3 2

Total %143  %57.1 %28.6 %143 %143  %28.6 %14.3 %28.6  %28.6 %429  %28.6

Table 7 shows the data collection tool, analysis type and research designs of mixed design
theses.

Qualitative research also can be seen as a complement to quantitative research. In some
cases, qualitative research is followed by quantitative research (Gegez, 2010: 47). Such
situations are called mixed methods in which qualitative research and quantitative research are
used together. These studies are based on pragmatist philosophy (Yildirim and Simsek, 2016:
322).
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In master and doctoral theses, it is seen that multiple data collection tools and multiple
analysis types are used frequently in accordance with the character of mixed studies. And mixed
designs are frequently used as a research design.

Table 7. Mixed theses on fashion marketing

Master theses Doctoral theses
Year Data collection Analvsis e Research Data collection Analvsis e Research
tool ysis typ designs tool ysis typ designs

In- Sec Desc Focus

d;enptth ]El Multi. E Multi.  Desc. Exp. Mix. ou Multi.  Multi. Mix.
2000 1 1 1
2015 1 1 1
2016 1 1 1
2018 1 1 1
2019 1 1 1 1 1 1
Total 1 1 2 1 3 2 1 1 1 1 2 2

%25 %25 %50 %25 %75 %350 %25 %25 %350 %350 %100 %100

5. Results

Modern science has been dominated by the positivist paradigm for many years since its
inception. Although the roots of insight, which is an alternative to the positivist paradigm, go
back to old times, their effects on their methodological approach remained limited (Kus, 2007:
20). The continuing trend in the field of research methods in the social sciences is positivist,
and the use of complex mathematics / statistics is seen as an indicator of expertise in the subject.
The ability to use these tools has become a norm and purpose (Ozhan Dedeoglu, 2002: 76).

According to the results of the study, it is seen that quantitative methods based on the
positivist paradigm are also frequently used in fashion marketing studies. As Keat and Urry
stated (2016), the principle of methodological “unity” in science also appear in quantitative
studies in fashion marketing. In parallel with this understanding, there are not many different
methods in terms of data collection and data analysis in quantitative theses. The use of
questionnaires as a data collection tool and the use of statistical methods as a type of data
analysis have almost become a norm and have been used frequently in studies in quantitative
theses . When also past studies in the field of marketing are examined, it is seen that quantitative
methods are widely used (Bakir, 2013; Saglam Ar et al., 2009).

However, the tradition of testing hypotheses does not promote the emergence of new
theories and facts. Quantitative studies ignore subprocesses in statistical relationships between
variables, reduce inter-individual differences to group averages. The data collection process is
very limited and the researcher must be objective. These are criticisms to quantitative studies
(Tanyas, 2014: 26). While objectivity is possible in the natural sciences, it is quite difficult to
be objective in the social sciences because it 1s both the subject researched and the researcher
are human. (Erdogan, 2018: 17).

The widespread use of qualitative research method shows that there is an important
change in social sciences in the 20th century. In the beginning of the century, quantitative
approach began to crack. Because the researchers who adopted this approach were trying to
measure and test the subject and the object without understanding the nature of the them. At the
end of the century, it has started to be realized that the quantitative research method is not the
most ideal method in itself (Kartar1, 2017: 209). Differences are important in social sciences
and each structure within affects each other. Because in social sciences, there are many
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structures such as economics, psychology, law, philosophy, sociology, and marketing that
influence each other's (Erdogan, 2018). Due to these awareness, it has been revealed that
qualitative research is important. So it has been started to be used intensively in recent years
(Gegez, 2010: 47). As a result of the method criticism in social sciences, there has been a
paradigm shift from positivism to post-positivism (Saglam Ari et al., 2009: 122).

Acording to results of this study, while quantitative research is dominant paradigm in
fashion marketing, it is an undeniable fact that the use qualitative and mixed research has
increased in recent years. Different studies have also shown that there has been an increased
interest in qualitative research over time (Saglam Ar et al., 2009; Bakir, 2013).

In qualitative research, it is not possible to say that data collection tools and data analysis
types have become the norm as in quantitative research. Different techniques can be used
depending on the characteristics of the study. Data collection techniques frequently used in
qualitative research are observations, interviews, and secondary data. The analysis techniques
used are document analysis, content analysis, indicator analysis, descriptive analysis, thematic
analysis.

It is known that both types of methods have strengths and weaknesses. Based on this
assumption, mixed methods in which both methods are used as complementary for each others
are started to be used. This type of research, called mixed design, has been used for the first
time in 2009 both master's and doctoral theses, but its importance has increased gradually and
its usage has increased in recent years. With mixed design research, a researcher can do multi-
strategy researches for a purpose such as "diversity of opinion" (Bryman, 2006: 110).

Qualitative research methods are often criticized by quantitative researchers and
positivists. Nevertheless, these methods are frequently used in the field of social sciences to fill
in the gaps, make in-depth meanings, define processes, reveal the main reasons behind the
events. Based on the results of the study, researchers working in the social sciences are advised
not to be limited in terms of methodologically while solving current problem. Researchers
should make decisions considering alternative approaches and design the research in
accordance with the character of the problem.
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