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Abstract
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1 Introduction
The main space and the centre of every house is the living room, and it is considered a
crucial space within the Saudi household in the decision-making process to select and purchase
home furniture (Sahab, 2019) since the family finds family gathering value because the family
members can meet and share their time and activities. Typically, it has more than one use. It can be
used for entertaining purposes, relaxing, and as a play space for children. This space is the most
used room by Saudi women for their daily home duties (Shatwan, 2018), in which the furniture is
often used for relaxation, some for formal sitting and other pieces of furniture are used only for
decoration (Hareri, 2018). The furniture needs to be multifunctional in the living room since more
flexibility is required. Several activities day and night occur in the living room (Garip et al., 2019).
For example, the furniture units for sitting in the living room can be used as seats, sofa, coffee table
and sometimes as a bed by only displacing them and reconfiguring the modules and components so
that the arrangement of furniture and spatial components in the living room affect the satisfaction
with the room in terms of efficiency for enhancing usage in daily life activities (Lee et al., 2017).
The social and cultural background also strongly influences the choice and arrangement of
furniture in a living room. Therefore, Saudi working women are interested in all design details, and
luxurious furniture is positioned in the women's zones to reflect the family's socio-economic status
(Alharkan, 2017). A study conducted by Hareri (2018) established that a substantial fraction of the
housewives was satisfied with the living rooms and furniture design, but others would choose to
renovate because the existing layout and furniture were boring due to overuse. Ergüden (2012)
argues that careful and wise selection of furniture is among the most critical factors in attaining a
comfortable and relaxed sitting room. Each furnishing should thus be selected to be compatible
with the other and coordinated in various ways (Mashhour, 2011). Similarly, Öztop et al. (2008)
showed that the most critical factors in women's choice of living room furniture are the aesthetics
and functionality of the furniture and usability. Thus, this paper aims to study the consumption
value factors that affect living room furniture satisfaction among Saudi working women.

Consumption Values
(IV)

Functional Value (FV)
Emotional Value (EV)
Conditional Value (CV)
Social Value (SV)
Epistemic Value (SV)

Living Room Furniture
Satisfaction (LFS)
(DV)

Figure 1: The study's theoretical framework.
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According to Sheth et al. (1991), a theoretical framework was proposed, as illustrated in
Figure 1. "Theory of Consumption Values" developed as a better "fit" for home furnishings was
considered the theoretical framework for the study. This theory supposes that multiple and
independent consumption values influence choice behaviour, focusing on these five elements:
conditional values, functional values, emotional values, social values, and epistemic values, where
each value contributes differently to different selection situations (Burnsed & Hodges, 2014). Thus,
it is an essential factor in women's evaluation of their satisfaction with living room furniture.

2 Research Method
This paper aimed to determine the consumption values that influence the satisfaction with
living room furniture among Saudi working women in all public organisations for education and
health in Jeddah, Saudi Arabia. Based on this, the underlying values of consumption were
(conditional value, functional value, emotional value, epistemic value, and social value).
Accordingly, the survey questionnaire was developed with closed-ended questions to achieve
research objectives. Moreover, to select study participants, a multistage sampling method was used
in which a process of steps was carried out to select study participants (Taherdoost, 2016).

2.1 Sample Size and Techniques
The sample type and size need to represent the general population, allowing generalising
the study findings to a broader population (Mohajan, 2020). The working women in Jeddah, Saudi
Arabia, were the population for this research. Random sample selection is an essential aspect of
quantitative research, especially when generalisation is needed of the results on the community
(Apuke, 2017; Gravetter & Wallnau, 2013). This study adopted the multistage sampling technique
in selecting its respondents, in which a process is implemented in selection through several stages.
It is crucial to have a larger sample to represent the study population. According to Mohamed and
Daud (2018), sampling sizes are from 30 and less than 500, which is suitable for most of the
research. To calculate the sampling size of this study, the researcher uses the criterion formula
used in calculating the minimum requirement for sample for a particular survey design (Bartlett et
al., 2001). The resulted samples size was 384. The confidence level utilised in the study is 95%,
which correlates to the standard normal distribution of 1.96 (Bartlett et al., 2001). Also, similarly
predicted or probable studies are assumed to be 50% because the data set is categorical, while the
maximum allowable deviation or estimation error is assumed to be ±5% for categorical data,
according to Altman and Bland (2005). Taherdoost (2016) added that, when sending surveys by
mail, the sample size will increase from about 40% to 50%, which helps to account for nonresponding and mail errors. In this regard, 45% of the determined sample size was added. Thus, 557
questionnaires were distributed through email, larger than the recommended sample.

2.2 Sampling Procedure
Due to the difficulty in data collection, this research adopts a multistage sampling technique
because of the population's dispersed nature. The sampled unit was split into secondary units (Ni ),
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and another sample was also randomly chosen. Ni has to be less than N in multistage sampling.
Moreover, when an exhaustive listing of the target population cannot be compiled, multistage
sampling is recommended (Sedgwick, 2015). For example, the working women listed in the schools,
universities, and hospitals combined in Jeddah, Saudi Arabia, do not exist, but a list of the
universities, schools and hospitals exists.
Table 1: Number of employment clusters for women in Jeddah Region
Employment Cluster
Schools
Hospitals
Universities

Northern
Region
190
4
1

Eastern
Region
183
2
0

Southern
Region
182
2
0

Middle
Region
147
6
1

Total
702
14
2

Since there is no information about the number of working women in the target population,
the researcher identified the list of the schools, hospitals, and universities in Jeddah region, see
Table 1. Since the targeted population sample is homogeneous, this research adopts a purposive
random sampling based on a homogenous sampling technique (Palinkas et al., 2015). Furthermore,
the two-stage sample method was applied in this research. A sample of schools, hospitals, and
universities was selected from the total of combined organisations in Jeddah. This comprises the
first stage of the multistage sampling procedure.
Consequently, a random sample of schools, hospitals, and universities was obtained in the
second stage. About 185 forms were distributed to working women in each employment cluster in
Jeddah, Saudi Arabia, at the final phase. The distributed and returned questionnaires number and
the response rate are illustrated in Figure 2.

Figure 2: The distributed and returned questionnaires and response rate

2.3 Construct Measure
The survey questionnaire was divided into three parts (the information about demographical
characteristics, consumption values, and living room furniture satisfaction). It was adapted from
(Gan and Wang 2017; Chai et al. 2018). The five-point Likert scale was used to measure the
independent and dependent variables, ranging from "strongly disagree" (1) to "strongly agree" (5) to
respondents' accurate perception of exact questions (Hoe et al. 2018).
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2.4 Data Analysis Method
A descriptive analysis using SPSS software was implemented to determine the correlation
between the tested variables and analyse multiple linear regression analyses to identify the degree
to which consumption values affected the satisfaction of Saudi working women with the living
room furniture. Moreover, the distributed data normality and the equality of variances of the
variables were checked with normality plots and scatter plots.

2.5 Reliability Analysis
This study assesses the internal scale consistency using Cronbach's alpha reliability test
since this test is widely accepted as an indicator of reliability (Chen et al., 2017). Moreover, the
reliability coefficient ranges from 0 to 1, and the minimum acceptable reliability is 0.70 (Mohajan
2017). Table 2 revealed that the constructs' reliability values are between 0.805 and 0.901. Hence,
all reliability values (Cronbach's alpha) for consumption values (conditional, epistemic, emotional,
social, and functional value) and living room furniture satisfaction were greater than the
recommended values of 0.70.
Table 2: The results of the reliability test
Test Variable
Living room Furniture Satisfaction
Conditional Value
Epistemic Value
Emotional Value
Social Value
Functional Value
Overall Consumption Values

Number of
Items
4
5
6
7
8
10
40

5 - point Likert
scale

The score of Cronbach's
Alpha
0.901
0.899
0.805
0.872
0.814
0.883
0.887

3 Results Analysis and Discussion
The sample study was the working women in public organisations in Jeddah Region, Saudi
Arabia. Statistical data on a range of demographic characteristics were provided by the frequency
descriptive analysis, including age, level of education, marital status, years of marriage,
employment sector, number of family members, house rooms number and average monthly
income. The study found that 38.3% of the working women surveyed were aged 34–41 years old.
Women with a bachelor's degree comprise the majority, holding 60.6% of educational degrees. This
indicates the increasing interest of women in pursuing a university degree.
Regarding the respondents' marital status, married women constitute the majority (58.3%).
Most working women have been married for eight years or longer (46%), and becoming a wife and
mother are their most important priorities. The findings show an almost equal distribution among
the three employment sectors, with 34.9% of respondents working in general education, 33.1%
working in higher education, and 32% working in the health sector. Most respondents (63.7%) have
five rooms in their houses, and 35.4% have four or five family members, where the size of the
family is directly correlated with the number of rooms in the house. It was revealed that 55.7% of
respondents earned 6000 Riyals or more per month, approximately $1600.

http://TuEngr.com

Page | 5

3.1 Descriptive Analysis
According to Bell et al. (2018), descriptive analysis is used to describe data sets' basic
characteristics, and it is often used to summarise and inspect large amounts of data. Table 3
indicates that working women are satisfied with their living room furniture. The mean statistic of
living room furniture satisfaction is the highest (M = 4.44; SD = 0.52). The conditional value has the
second highest mean value (4.23), while the social value has the smallest mean value (3.66). This
implies that social value is the least element associated with furniture satisfaction.
Table 3: Descriptive Statistics results
Variables
Conditional Value
Emotional Value
Epistemic Value
Functional Value
Social Value
Living room Furniture Satisfaction

Code
CV
EV
EPV
FV
SV
LFS

N
350
350
350
350
350
350

Max.
5.00
5.00
5.00
5.00
5.00
5.00

Min.
2.20
2.14
1.17
2.50
1.50
2.25

Mean
4.23
3.95
3.68
4.22
3.66
4.44

SD
0.60
0.63
0.70
0.52
0.67
0.52

3.2 Correlation Test Analysis
The correlation between independent and dependent variables was examined using
Pearson's correlation test. According to Table 4 results, the relationship between all independent
variables (CV, EPV, FV, and SV) is significant except for the emotional value variable (EV). The
conditional value (0.791) and satisfaction with the furniture were significantly correlated.
Therefore, if the correlation analysis shows a positive coefficient, a direct relationship exists
between the independent and dependent variables.
Table 4: The results Correlation test between the variables of consumption value and furniture satisfaction in
the living room
Variables
LFS
FV
EV
Living room Furniture Satisfaction (LFS)
1
Functional Value (FV)
.538**
1
Emotional Value (EV)
.022
-.1001
Social Value (SV)
.198**
.206**
-.017Epistemic Value (EPV)
.207**
.184**
-.064Conditional Value (CV)
.791**
.435**
-.052**. Significant correlation at 0.01 level (2-tailed).

SV

EPV

CV

1
.689**
.285**

1
.311**

1

3.3 Normality Test
The normal distribution is the most widely used among statistical distributions (Alasmri et
al., 2019). The normal distribution shape depends on the results of standard deviation and mean.
The standard deviation results in Figure 3 with a value of about 0.993 are considered closed.

3.4 Linearity
Linearity refers to how closely the correlation between the dependent variable change and
the change in independent variables (Betemariam & Mesfin, 2018). Figure 4 shows that the
collected data exhibits a normal distribution of residuals around a mean of zero since each point
lies near or along the regression line. Though, a slight misalignment can be seen at the mid-point
and top-right points, which are still within the tolerance range.
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Frequency

Mean = -9.11E-15
SD = 0.993
N = 350

Regression Standardised Residual

Figure 3: Regression standardised residuals plot (Dependent Variable: Living room Furniture Satisfaction).

Expected Cum Prob

Normal P-P Plot of Regression Standardised Residual
Dependent Variable: Living room furniture satisfaction

Observed Cum Prob

Figure 4: Regression standardised residuals results for living room Furniture Satisfaction

3.5 Test of Multicollinearity
Table 5 shows the tolerance and VIF for the latent variables. The diagnostic test for multiple
collinearities did not indicate significant collinearities between the study variables, as all values of
tolerance are between 0.509 and 0.986 and greater than 0.10. Also, all values of VIF are between
1.015 and 1.966 and less than 10 (Sekaran, 2003).
Table 5: The results of Tolerance and VIF for Variables
Collinearity Statistics
Code
Tolerance
FV
0.797
Functional Value
EV
0.986
Emotional Value
SV
0.515
Social Value
EPV
0.509
Epistemic Value
CV
0.752
Conditional Value
a. Dependent Variable: Living room Furniture Satisfaction (LFS)
Variables

VIF
1.255
1.015
1.941
1.966
1.329

3.6 Multiple Linear Regression Analysis
Cohen et al. (2003) explain that multiple regression is the sample squared correlation
coefficient between the response variable and the predicted value of the regression model. Gujarati
(2004) states that the value of the R-square should be a minimum of 60% for all variables. For
significant F, the results should be between 0.01 and 0.05 (Blackwell, 2008). The value of Durbin
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Watson should be between 2.5 and 1.5 (Bakon & Hassan, 2013). Table 6 shows that the model result
of the adjusted R2 is 0.677, and the R2 value is 0.681, which indicates 68% of the influence on living
room satisfaction.
Another 32% of the space is unspecified using the current model with the current
independent variables including functional, conditional, emotional, social, and epistemic values.
Therefore, other important variables in explaining furniture satisfaction have yet to be considered
in this research. It is suitable for the model with the F of [F (5, 344) = 146.989] and a p-value of less
than 0.001; the independent variables describe the dependent variables very well. Using Durbin
Watson, the autocorrelation for the sample of respondents picked for this study is 1.780, which
should be between 1.5 and 2.5. Hence, all independent variables investigated in this study are
strongly correlated with the dependent variable, and they are the factors affecting the satisfaction
with living room furniture among working women, as presented in Table 6.
Table 6: Results of Linear Regression Analysis
Model
1

Change Statistics
Adjusted R Standard Error
Durbin-Watson
R Square
Square
of the Estimate
F Change df1
df2 Sig. F Change
Change
0.825a
0.681
0.677
0.29681
0.681
146.989
5
344
0.000
1.780
Predictors: (Constant), Conditional Value, Functional Value, Social Value, Emotional Value, and Epistemic Value
b. Dependent Variable: Living room Furniture Satisfaction (LFS)
R

R Square

3.7 Multiple Regression Coefficients Analysis
The Multiple Regression Coefficient Beta was employed to define the independent variable's
predictive ability on the dependent variables. According to Green and Salkind (2005) and Lee
(2010), each individual or condition in multiple regression analysis contains scores of the multiple
independent and dependent variables. Therefore, independent variables of the multiple linear
regression equations are the consumption values; namely, functional value (FV), emotional value
(EV), social value (SV), epistemic value (EPV), conditional value (CV), and the dependent variable
of the multiple linear regression equations is living room furniture satisfaction (LFS). As shown in
Table 7, the collinearity statistics analysis has the VIF value range of 1.015 to 1.966 and a tolerance
range of 0.50 to 0.98. Accordingly, the VIF and tolerance values indicate no serious
multicollinearity problem with this analysis.
Based on Table 7, the results of the regression analysis referred to the conditional value (B =
0.615, p< 0.05), the functional value (B = 0.253, p < 0.01), and the emotional value (B = 0.067, p <
0.05), which only has a significant influence on working women’s satisfaction with living room
furniture. However, working women’s satisfaction with living room furniture was not significantly
affected by the two other consumption values, epistemic value (B = -0.024, p > 0.05) and social
value (B = -0.024, p > 0.05). The women stated that the furniture's aesthetics and functionality in
the living room are two important values. They also emphasised the importance of having
appropriate furniture in the living room and enough numbers for their family members. Previous
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studies have similar findings (Öztop et al. 2008; Saruwono et al. 2012; Lee et al. 2017; Hareri 2018;
Esen and Uysal 2019).
Table 7: The results of multivariate regression coefficients with the Livingroom Furniture Satisfaction
variable
Model
1

(Constant)
Conditional Value
Functional Value
Epistemic Value
Emotional Value
Social Value

Unstandardised
Standardised
Coefficients
Coefficients
B
Std. Error
Beta
t
Sig.
0.681
.192
3.553
.000
0.615
.031
.704
20.061
.000
0.253
.034
.252
7.378
.000
-.024.032
-.032-.747.456
.067
.025
.081
2.634
.009
-.024.033
-.031-.729.466
Dependent Variable: Living room Furniture Satisfaction (HFS)

Collinearity Statistics
Tolerance

VIF

0.752
0.797
0.509
0.986
0.515

1.329
1.255
1.966
1.015
1.941

Generally, the regression analysis results revealed that conditional value, emotional value,
and functional value significantly influence the satisfaction of working women with living room
furniture. Conversely, epistemic value and social value have an insignificant influence on the
satisfaction of working women with the furniture in the living room.

4 Conclusion
The living room is the centre of the house and makes up the central space within a Saudi
household in the furniture purchasing decision-making process. The study reveals that the basic
arrangement of furniture is highly controlled by the restricted area of the living room. Due to the
minimal space provided, working women need to consider the sizes and types of furniture they
choose because it should consider their individuality and reflect their daily lifestyle. The study was
conducted to bridge the gap between consumption values and working women's satisfaction with
living room furniture. These results reinforce the role of the Theory of Consumption Values in
determining living room furniture satisfaction among working women. The study provides insight
into working women by investigating values that can influence their satisfaction, such as
conditional, functional, and emotional values. Therefore, Saudi women are the key decision-makers
in determining the style, shape, design, and colour of the living room furniture to ensure the proper
distribution of every piece according to the size and function. The research findings have practical
implications in that Saudi working women, in general, can now clearly identify the significant
factors that can significantly affect their satisfaction with furniture in the living room. Thus, this
study can provide knowledge of consumption values and consequently allow them to improve and
display more women's lifestyles and effectively balance work and home activities.
This research can be applied to policymaking with the help of research-based decisionmaking and to develop and implement programs that help working women choose furniture for
their homes that best suits their lifestyle and activities at home. Additionally, this study can help
professionals interested in designing and marketing furniture (furniture companies, retailers, and
designers) by creating markets targeted at increasing furniture sales and women's satisfaction with
furniture quality.
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5 Availability of Data and Material
Data can be made available by contacting the corresponding author.
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