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Table 1. Demographic characteristics of the respondents

. ) Slanlis . . Sloalis
ty J,JG.A Ao 2 t}a J.M Ao s
] e Number of . - Number of
Kind Range/Classifications Respondents Percentage kind Range/Classifications Respondents Percentage
4 81 81 i 12 12
Sy Male High school diploma
Gender 0 19 19 e 23 23
female Oz ol e Associate’s degree
i [CER1Y
Education ) 59 59
Bachelor’s degree
Al 13 13
Master’s degree & higher
] <25 12 12 Ul el s s < 300 million 75 75
o 251035 22 22 o o 300 to 600 million 22 22
(L)
Age 35t045 26 26 Annual Income >600 million 3 3
(vears) (Rials)
451055 19 19
>55 21 21
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Table 2. Results of KMO test and Bartlett sphericity for the questionnaire

4503 gl Guliks 5|t KMO (505
0/901

KMO Measure
of Sampling Adequacy

PR ISTRE 2

3460.362
Approx. Chi-square
b Cos S o) SO A2 153
Bartlett’s Test of Sphericity Df.
‘ .
oo o 0.000
Sig.

sad a3 sbpasls melae Jls Jlow =¥ Join

Table 3. Results of orthogonal factor analysis of confirmed sub-indices

3, A el 3, A Jelse 3, A Jelss
Row Sub-factors Row Sub-factors Row Sub-factors
. el gk el st ! Jyame & 13 =
Social responsibility Product brand Non-toxic
2 S b 8 Jama 3l 2 Niw 14 PSS
Culture Product customization Attitudes
3 Jyame 0> CiS O il dllem 1O el s
Good product quality Quality of after-sales services Income
4 Jyams > b 10 B T RSP Ry 16 N
Product design Salesperson's behaviour towards the Education
buyer
5 Jyama e cus 1 e sl ool 7 e b s sl Gl
The reasonable price of the Natural raw material Domestic or foreign furniture
product selection
6 12 _

Iyame s AL sl S5
Superficial characteristics

w).k,.m )‘A:-AN}J

Environmentally friendly
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furniture selection
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External factors

S ey o e e
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Figure 1. Proposed corrected model
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Table 4. Investigation of the adaptation status of variables to the normal distribution

e uiza S S Sz an
Variables Stretching Skewness in statistics Result
Sl O e -0.39 -0.30 ol JU 5
Responsibility It is normal
Jyame S5 1.72 -1.42 el D
Product characteristics It is normal
b'\""“j’}Jé ;5-1) -0.74 0.648 ol J\-"j
Sales persons characteristics It is normal
Q..‘.L_}Ja;u 9 v;.ﬁ.il 0.024 0.64 | J\Aj
Environment characteristics It is normal
s Jol e -0.41 0.256 e U
Internal factors It is normal
Preferences It is normal
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Table 5. Investigation of the state of adaptation of variables to the normal distribution
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Table 6. Checking the status of adaptation of variables to the normal distribution

Y= 5] 5,5 sluda

oSl
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Table 7- Prioritization of variables
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Abstract

This study aims to identify the expectations and preferences of consumers of home and office
furniture using nonparametric tests. The statistical population consists of customers of the home
and office wood furniture industry in Tehran and a stratified sampling method was used in this
study. Cochran formula was used to determine the sample size. To determine the effective
indicators, the researcher studied the available resources and the Van et al.’s model as the basic
model and conducted a factor analysis to design the conceptual model of the research. Using a
field research, the student t-test and Friedman test, she examined the relationship between
consumer preferences and 5 factors and 17 subindices. Results: The reliability of the questionnaire
was confirmed by the data obtained from 100 questionnaires using Cronbach's alpha. The results
of descriptive statistics indicated that the mean of all the indices was at an average level. The
minimum and maximum values and the standard deviation showed that there were no outliers.
The results of inferential statistics in SPSS software indicated that the significance level for
Kolmogorov-Smirnov test was greater than 5%, and all variables are assumed to be normally
distributed. The results indicated a significant relationship between all indicators and consumer
preferences regarding home and office furniture. The results of the one-sample t-test indicated
that consumers consider corporate responsibility factors, product and vendor’s characteristics and
internal factors above average while they consider environmental and safety factors at the average
level in the purchase of home and office furniture. The results of the Friedman test indicated the
priorities as follows: vendor’s characteristics, internal factors, corporate responsibility factors,
product characteristics and safety and environmental characteristics.

Keywords: Consumer, preferences, product purchase, decision making, nonparametric tests.
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