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Abstract 
The types and proper arrangement of furniture can assist those who did households chores 
to perform efficiently and effectively.  Thus, it is important especially for working women to 
be satisfied with their furniture as they come back from work and continue doing home 
activities. This paper presents the values that influence working women in Jeddah region, 
Saudi Arabia in their home. Quantitative approach using model of consumption values was 
adopted for this study.  A sample of 350 Saudi working women selected from those working 
for the government sectors in Jeddah. Questionnaire was sent to these respondents through 
their respective e-mails.  Data collected were later test for normality and reliability and 
multiple regression analysis was conducted in SPSS to test on the predictors of the 
consumption values on furniture satisfaction. The results show that, functional, emotional, 
and conditional values had a significant positive relationship, while social and epistemic 
values did not show significant relationship with home furniture. Hence, by gaining better 
insights and understanding of consumption values, it will be able to exhibit and enhance more 
working women lifestyle in Jeddah, Saudi Arabia and help them achieve work life balance 
between work and home through the use of home furniture. 
Keywords: Consumption Values, Home Furniture, Satisfaction, Saudi Working Women, Work 
Life Balance 
 
Introduction 
Home is the physical structures where people raise families and live comfortably and safely, 
physically, emotionally and spiritually far from all the distractions of the world (Othman et.al, 
2015 & Handel, 2019). In Saudi Arabia, home is considered a symbol of individuality and self-
identity within society (Almehrej, 2015). Therefore, they decorate their homes in a way that 
reflects their personality and satisfy their needs (Al-Otaibi, 2006; Al-harkan, 2017). The 
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apartment is a popular housing type among Saudis nowadays especially among Saudi middle-
class families with small families (Awliya, 2017; Al harkan, 2017). Due to this development, it 
necessitates the need to develop furniture that meets the need for this type of housing. 
Furniture has been described as a moving piece equipment made to assist human in their 
daily activities such as a chair to sit, beds to sleep, and a wardrobe for storing things (Velkova 
et al., 2019). Another important issue in-relation to types of houses and furniture is that the 
changes in the family structures, where the number of women going out working is increasing, 
especially in Jeddah, Saudi Arabia.  Traditionally, Saudi women position is initially as a wife, a 
mother and nurturer to their children, and being responsible for taking care of family 
members (Fatani, 2008). Their main role is to maintain the structure of the family and 
performing tasks which include cooking and cleaning, ironing, whereas Saudi men are the 
breadwinners (Rajkhan, 2014). This mean s that the women will stay at home andi f they were 
to go out they have to wear hijab and accompanied by others. However, these has changes 
where the number of women working outside their homes has increased tremendously. 
According to the statistic on the labor market release for the year 2019 shows that the 
number of working women in Saudi Arabia have shown a steep increase from 13.4% in 2009 
to 34.6% in 2019 (General Authority for Statistic, 2019).  Majority of Saudi’s women works in 
the public sector organizations, especially in the Ministry of Education and the Ministry of 
Health (Al Rajhi et al., 2012). However, even though they are working, they still need to play 
their role as the manager of the house, which includes taking care of the husband’s and 
children’s welfare and they also decide what should come in and out from the house. As 
mentioned by Tawfek (2019), Saudi’s women, even if they are career women, they are still 
responsible for managing home activities, choosing, arranging furniture and determining its 
arrangement within the home spaces. 
 
These working women spend most of their days during the weekdays working in their 
workplace and need to do the home activities after coming back from works (Yuhaniz, 2016). 
Therefore, what needed is something that could help them work at ease when performing 
their role as housewives and mothers (Priyadarshini & Behera, 2018). One way of achieving 
this is by having furniture that that they are satisfied with because it can help reduce the 
physical stress and overcome the psychological pressures they face when coming back after 
working long hours at their work place.  
 
Satisfaction with thier furniture is very important since the product might be expensive 
especially sofa, wardrobe, cupboards and bed and might have some impact on the family 
finance and also these furniture’s will be used for a long time (Khojasteh-Khosro et al., 2020). 
Therefore, consumer need to choose furniture’s that are affordable, comfortable and 
appropriate for its purpose and at the same time there must be enough space for the 
furniture, and convenience for the family. One way of ensuring that consumer is satisfied with 
their decision on having certain products is that the products fulfil the consumer consumption 
values. Sheth at el. (1991a), suggested that there are five consumption values that could 
affect consumer satisfaction towards the product they bought.  The five values are functional 
value, emotional value, social value, epistemic value and conditional value. This paper focuses 
on women because according to Hareri (2018), Saudi’s women have more power and a 
greater role in home than men and they are the one who made decision when it comes to 
choosing furniture’s. 
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Objectives 
The specific objectives are as below: 
1. To examine the level of home furniture satisfaction among Saudi working women in Jeddah. 
2. To examine the relationship between the five consumption values (emotional, social, 
functional, conditional values and epistemic value) with home furniture satisfaction among 
Saudi working women in Jeddah.  
3. To identify the predictive model for consumption values and home furniture satisfaction 
among working women in Jeddah. 
 
Literature Review 
House Furniture and Working Women Satisfaction 
Furniture items used in homes varies in styles, sizes and shapes from time-to-time (Oladoyin 
& Onwuakpa, 2020). Furniture has been described as a moving piece made to assist human 
in their daily activities such as a chair to sit, beds to sleep, and a wardrobe for storing things 
(Hussein, 2021). It is also referring as a functional equipment used for increasing life comfort 
within spaces where people perform physical, social and cultural activities (Oztop et al., 2008).  
Home furniture is also seen as among the important factor in the design and arrangement 
space in the house, and also helps in performing household activities in a more comfortable 
way (Akyüz et al., 2019). Home furniture is an industry where consumer   choose the products 
that could express themselves, addresses practical issues, and relates to consumer sentiment 
(Burnsed and Hodges, 2014). Home furniture allow consumers to “dress” their homes, as they 
do themselves, with fashion and lifestyle brands and products (Hasan, 2019 and Kizito, 2009). 
Many homeowners refer to their homes furniture as their personal sanctuary, with an 
emphasis on comfort and safety and it can have evoked deep feelings within the house 
residents through bonding or achieving “relationships” with certain pieces (Ponder, 2013). 
 
Kizito et al (2012) defined consumer satisfaction with furniture as ‘‘the overall contentment 
felt by the consumer as a result of a furniture product fulfilling the consumers’ expectations 
and needs in relation to the purpose for which the furniture product was purchased’’. Thus, 
furniture must meet several criterial to ensure satisfaction to it users: it must be comfortable 
and fit for purpose, it should be practical for multi-purpose use, there should be enough space 
for furniture; it should be easy to maintain and, finally, and it should be affordable (Oztop et 
al., 2008; Nowakowski, 2019).  
 
Saudi women in Jeddah nowadays care about the expression of their identities in choosing 
furniture and putting their stamp and personal footprint on the home environment. Hareri 
(2018) stated that even though choosing an ideal piece of furniture can be an exciting activity 
for women and family, it can also be a complex and stressful activity because of it significant 
commitment with a long-lasting consequence.  
 
Theory of Consumption Values  
Theory of consumption value has been extensively acknowledged and utilized to predict 
consumer behaviour (Zailani et al., 2019). According to Sheth’s et al. (1991a) the theory of 
consumption value explains what values consumer’s use in deciding whether to buy (or not) 
a product or service.  It can be described as a function of multiple consumption value 
dimensions in influencing consumer preferences (Candan, et al., 2013; Andleeb, 2016). The 
usefulness and strength of this theory lie in its simplicity as it is simpler in comprehending 
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customer perceived value through searching its dimensions (Aulia et al., 2016).  This model is 
also excellent in assessing the diverse traits and attributes of products through exploring 
customers’ judgement (Chen et al., 2017). By identifying the values influencing consumers’ 
decisions, marketers may be able to appropriate their marketing efforts to the right areas and 
improve the dismissed values of products (Hur et al., 2012). Therefore, this theory of 
consumption values is considered one of the most crucial contributors to studies of customer 
perceived value (CPV) for two reasons.   First, the theory explains why consumers choose to 
buy or not buy a specific product, why consumers choose one product type over another, and 
why consumers choose one brand over another. Secondly, the theory can be applied to a full 
range of product types (consumer nondurables, consumer durables, and industrial goods) and 
services (Sheth et al., 1991b). According to Sheth et al. (1991b), there are five consumption 
values that affect consumer preference: functional value, emotional value, social value, 
epistemic value, and conditional value (Fig. 1). This theory rests on three fundamental 
propositions: (1) consumer choice is a function of multiple consumption values; (2) the values 
make differential contributions in the choice situation; and (3) the values are independent of 
each other. Thus, all or any of the consumption values can influence a decision and can 
contribute additively and incrementally to choice (Long & Schiffman, 2000). 
 

 
Figure 1: Consumption Values That Affect Consumer Behavior 
Source: Sheth et al (1991a) 
 
Functional value is the perceived utility acquired from an alternative’s capacity for functional, 
utilitarian, or physical performance. Social value is the perceived utility acquired from an 
alternative’s association with one or more specific social groups.  Emotional value is the 
perceived utility acquired from an alternative’s capacity to arouse feelings or affective state.  
Epistemic value is the perceived utility acquired from an alternative’s capacity to arouse 
curiosity, provide novelty, and/or satisfy a desire for knowledge. Lastly, Conditional value is 
the perceived utility acquired by an alternative as the result of the specific situation or set of 
circumstances facing the choice maker (Sheth et al., 1991b). Therefore, this theory will explain 
on the important values that influence working women in Saudi in their home furniture 
preferences. 
 
Consumption Values and Housing Furniture Satisfaction (DV) Among Saudi Working Women 
The determinants of choosing furniture and furnishings depend on multiple factors and these 
determinants are the main factors that lead to perceived customer values which could affect 
their satisfaction in a positive way. To achieve this, researchers have studied the effect of 
consumption values on customer satisfaction. Most of the results found that perceived value 
positively affects customer satisfaction (Malik, 2012).  Troin (2011) stated that, others factors 
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such as technological, economic, social, and cultural changes could also influence individuals’ 
attitudes and satisfaction towards the adaptation process to the changes in their 
environment. 
 
Therefore, consumer choose their furniture that they prefer according to different values to 
match their lifestyle, comfort, time, energy and money that they have at that point in time 
(Oztop et al., 2008). Thus, suitability to the needs of the family, availability, right and 
affordable price, prior knowledge as well as quality and brand awareness are all essential 
criteria’s in fulfilling their preferences for home furniture (Al-Sour, 2019). 
 
Methodology 
Data was collected from different education institutions and health institutions in the public 
sector within the Jeddah region in Saudi Arabia. According to Ramady, (2013), Saudi working 
women prefer to work in the public sector either as teachers, lecturers or health 
professionals.  The main reason for many Saudi women chooses to work in these institutions 
because they believed that they can maintain gender separation easily and fewer gender 
barriers.  
 
Location of the Study 
Saudi Arabia is the second largest land area within the Middle East and occupies 
approximately 80% of the Arabian Peninsula. According to Khubrani el at., (2018), there are 
total of 13 administrative Provinces in Saudi Aribia and is divided into a number of 
governorates, Central (Riyadh, Al- Qassim), Northern (Northern borders region, Tabuk, Al-Jwf 
and Hail), Southern (Asir, Jazan, Bahah and Najran), Eastern (Eastern province) and Western 
(Mecca and Medina) as can be seen in figure 2 below. 
 

 
Figure 2: Saudi Arabia, Illustrates the Kingdom’s Regions 
 
The administrative division of the Kingdom is divided into a number of governorates with 
number of regions which varies from one region to another. The region also divided into 
centre’s which linked with the governorate or the Emirate of the region. The population of 
Saudi Arabia has grown very rapidly since 1980. In1990, the population was 16,139,000. By 
the next decade, the population grew by 24.2% with the total number counted at 20,045,000 
in 2000.The recent estimates for 2010 indicate the total population has grown to 29,195,895. 
In Mid-year of 2019 the total population has become 34,218,169 with the number of male 
19,739,056 and female 14,479,113 (General Authority for Statistic, 2019).  
 
Jeddah is the second largest city in Saudi Arabia after Riyadh, and it placed in the west side of 
Hijaz region, through a coastline on the Red Sea, Jeddah are considered as the tourism and 
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economic capital of the Kingdom of Saudi Arabia and is the major urban centre of western 
Saudi Arabia (Baik et al., 2014). It is the largest city in Makkah Province (Salamah, 2018).  The 
City is also the welcoming port to the two holy cities “Islam of Madinah and Makkah” 
(Telmesani et al., 2009).  
 
The total population of Jeddah 3,457,794 people, with the female total Saudi population in 
Jeddah is 609,001 (48% ) (General Authority for Statistics, 2016). The increase in the number 
of people is due to internal migration from villages to Jeddah seeking job opportunities and 
better life, causing an increase in housing demand, which forced the state to start providing 
new housing types such as apartment and build more roads (Al-harkan, 2017).  As per Jeddah 
urban observatory survey carried out in 2018 indicated that Jeddah households living in 
apartment or floors represented 64.4% of the housing stock. Most of the housing stock 
consists of small units. Residential units consisting of one or two bedrooms represent 64.3% 
of the total housing stock 19.1% those with three bedrooms 19.1%; and 16.6% with larger 
units (more than three bedrooms) (Ministry of Economy and Planning, 2018). 
 
Target Population  
The population for this study is working women in Jeddah, Saudi Arabia. Based on the data 
provided by Saudi General Authority for Statistic, 2019, The total number of women who is 
15 years or more (married, divorced, and widowed, single) is 609,001 (General Authority for 
Statistic, 2019).  
 
Looking at the large pool of possible participants, this research narrowed down to target 
population who meet some pre-set certain criterion. The inclusion and exclusion criteria for 
the study as shown in Table 1. 
 
Table 1:  
Inclusion and Exclusion Criteria 

S/No Inclusion criteria Exclusion criteria 

1 Saudi working women who live in Jeddah district only Saudi working 
women living in 
Jeddah villages 

2 Saudi working women who are living in apartment 

3 Saudi working women with 2 and above children or family 
members 

4 Saudi women working in the Education and Health 
Institution 

 

 
Sampling Techniques 
A multi-stage sampling technique was adopted in identifying the respondents for this study 
due to the disperse nature of the population. In multi-stage sampling, a hierarchical 
arrangement of sampling units is made from which the first stage, sampling units M are 
randomly selected from an initial un-stratified sample. From the sampling units randomly 
selected, the sampled unit itself is divided into Ni secondary units and another sample Ni is as 
well randomly selected. It must be noted that in multi-stage sampling Ni < N.  
  
 
 
 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 1 , No. 12, 2021, E-ISSN: 2222-6990 © 2021 
 

607 
 

Table 2:  
Population Cluster Across Jeddah Region 

Region  University School Hospital 

East 0 183 2 
North 1 190 4 
South 0 182 2 

Middle 1 147 6 
TOTAL 2 702 14 

 
In this study, a two-stage sample is considered. A sample of university, school and hospital 
were selected from the total of combined number in universities, schools and hospitals in the 
Jeddah region as shown in the Table 2.  
 
The two universities that exists in Jeddah were selected, and 23 schools were selected from 
the 702 schools in Jeddah region. In addition, seven hospitals were selected from the 14 
hospitals currently in Jeddah region to complete the second stage of the multi-stage sampling. 
All the selection is across the four regions of Jeddah (North, South, East and West regions). In 
the final stage, approximately 186 questionnaires were sent to each cluster (universities, 
schools and hospitals) through the various Saudi working women organizational forums. A 
total of 356 responses were returned out of 557 distributed. 

 
Table 3: 
Distribution and Returned Questionnaires 

 
Questionnaire Design 
The first page of the questionnaire is attached with a cover page bearing the identity and 
information of the researcher, including the assurance of confidentiality to motivate the 
respondents to answer the questionnaire. This study is moulded on a structured 
questionnaire consisting of 53 statements that represented all the variables and close-ended 
multiple-choice questions. Furthermore, the questionnaire was divided into three sections 
(demographic information, perceived values, and housing furniture satisfaction). 
 
The first section comprises 8 questions on demographic information of the respondents (age, 
years married, work sector, education level, total family income, year’s married, family 
members, and number of rooms in the house). 
 
The second section is the independent variables which comprises of 41 statements.  The 
variables are divided into five perceived values that affect the working woman when she 
chooses home furniture, which is include of value (functional, emotional, social, epistemic, 
conditional) adapted from (Ponder, 2013; Candan et al., 2013; Alsusi, 2015). 
 

No Cluster No.  Distributed 
questionnaires 

Returned 
questionnaires 

Response rate  

1 University 2 186 102 55% 
2 School 23 185 143 77% 
3 Hospital 14 186 111 60% 

Total 36 557 356 64% 
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The fourth section is the dependent variables comprises of 4 sentences to understand the 
extent of the working woman's satisfaction with her choice of home furniture and were 
adapted from (Chai et al., 2018; Gan and Wang, 2017). 
 
Data Collection Procedure 
Due to the pandemic COVID19 which causes lockdown everywhere, questionnaire was send 
to the respondents through their respective e-mails. The respondents could answer the 
questions and e-mail back the responses to the researcher. Both sending and responding 
became simplified and cost effective. Other benefits were increase in geographical spread of 
respondents, the response is almost immediate where the respondents can begin 
immediately once they open their email and elimination of time zone hassles for individuals 
in different geographic areas (Kaputa et al., 2018). Therefore, for the e-mailed survey the 
following steps were taken:  Questionnaires attached with a cover letter through email of the 
557 selected working women in Jeddah. In the cover letter, the objective the study was listed 
and confidentiality of the participants. The respondents were asked to fill – in the 
questionnaire and returns back to sender's e-mail address within 4 weeks. The survey was 
conducted during the period from 23 February to 23 July (approximately 20 weeks).  
 
Data Analysis 
Demographic Characteristics of the Respondents    
The respondents were working women in Jeddah, Saudi Arabia. The results of the frequency 
descriptive analysis for Table 4 below show the statistical information on the demographic 
characteristics of working women in Saudi Arabia such as age, marital status, marriage, 
education level, work sector, number of rooms in the house, number of family members and 
total monthly women income.  
 
Most of the working women participating in this study are in the age group of 34 to 41 years 
(38.9%), married (58%) and 46.6% has been married for 8 years and. In terms of educational 
level, 60.9% are with bachelor's degree and 57.2% with an income of 6000 Riyals or more. In 
terms of number of rooms in the houses, majority of respondents (64.6%) own a five rooms 
apartment and 35.5% with family size between 4 or 5 members. 
 
  



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 1 , No. 12, 2021, E-ISSN: 2222-6990 © 2021 
 

609 
 

Table 4:  
Demographic Profile of the Respondents (n = 350) 

Note:1USD=SR3.75 
 

Variables Frequency % 

Age Group (Years)   

18 – 25  40 11.4 

26 – 33  92 26.3 

34 – 41  136 38.9 

42 and more  82 23.4 

Marital status   

Married   203 58 

Widowed 21 6 

Divorced 46 13.1 

Single  80 22.9 

Years of marriage   

Not married 80 22.9 

2 – 3 years 26 7.4 

4 – 5 years 37 10.6 

6 – 7 years 44 12.6 

8 years and above 163 46.6 

Education level   

High School 35 10 

Diploma 34 9.7 

Bachelor degree 213 60.9 

Postgraduate 68 19.4 

Work sector   

General Education 122 34.9 

Higher Education 115 33.9 

Health  113 32.3 

Number of rooms in the house   

2 Rooms 4 1.1 

3 Rooms 53 15.2 

4 Rooms 67 19.1 

5 Rooms 226 64.6 

Number of family members   

2 – 3  76 21.7 

4 – 5 124 35.5 

6 – 7  109 31.1 

8 and above 41 11.7 

Total monthly women income *(SR)   

≤ 3, 000 SR  26 7.4 

3, 001 – 4, 000 SR  29 8.3 

4, 001 – 5, 000 SR 48 13.7 

5, 001 – 6, 000 SR 47 13.4 

>6000 SR 200 57.2 
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Table 5 show that the highest mean was functional value with (M = 4.32; SD = 0.55) out of a 
maximum 5 making up 86% which indicated that functional value is the most perceived value 
associated with home furniture. This is followed by conditional value (4.32), emotional value 
(4.04) and epistemic value (3.97).  While, social value had the lowest mean with 3.93 out of a 
maximum 5 making up approximately 78% which indicated that social value is the least 
associated value with home furniture in Saudi context.  For furniture satisfaction, it has a 
mean value of 4.30. Therefore, the result of this study indicated that most of the respondents 
are generally satisfied with their home furniture. 
 
Table 5:  
Descriptive Statistics for Perceived Values Variables 

Variables Minimum Maximum Mean Percent Std. Deviation 

Functional Value 2.29 5.00 4.3224 86% .54615 

Emotional Value 2.00 5.00 4.0429 80% .69093 

Social Value 1.25 7.50 3.9379 78% .80442 

Epistemic Value  1.25 5.00 3.9736 79% .68799 

Conditional Value 2.25 5.00 4.3207 86% .56855 

Housing Furniture 
Satisfaction 

2.58 5.00 4.3033 86% .47462 

Overall  2.56 5.10 4.1195 82% .45522 

 
Pearson Correlation Analysis 
Pearson correlation coefficients were used to determine on the relationship between 
independent variables and the dependent variable. The results indicated that are significant 
relationship for all the independent variables (FV, CV, EV, EPV and SV) as shown in Table 6.  
 
Functional value beta coefficient value is 0.941 with a significant value of 0.001 indicating this 
value has a strong relationship with working women furniture satisfaction.  This finding is 
similar to the previous researches of (Hussein, 2021; Jošt et al.,2020; Zailani et al., 2019).  
 
While conditional value also shows a positive significant relationship with respondents’ 
furniture satisfaction with coefficient value at 0.635 and p<0.001. Emotional value beta 
coefficient value is 0.395 and with a significant value of 0.001 indicating a positive and 
significant relationship on respondents’ furniture satisfaction. Thus, the finding is in line with 
prior research of Akyüz et al (2019); Poon (2017) which found that emotional value has  
significant impact on customer satisfaction. Epistemic value beta coefficient value is 0.325 
with p<0.001, indicating a positive significant relationship with respondents’ furniture 
satisfaction. This finding is in line with prior study of Oblak et al (2017); Sakpichaisakul (2012) 
when they found that epistemic value is positively and significantly impact with customer 
satisfaction. Social value beta coefficient value of 0.215 also at p<0.001 again indication a 
positive significant relationship between respondent’s furniture satisfaction. Olgun and 
Erdoğan (2016) found that there is no significant and least impact of social value on customer 
satisfaction. However, Akyüz et al (2019); Hareri (2018b); Al-harkan (2017) gave a different 
result when they found that social value has significant and positive impact on customer 
satisfaction in their research study.  
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Table 6:   
Correlation Matrix of Independent Variables and Furniture Satisfaction 

Variables HFS FV EV SV EPV CV 

HFS(Home Furniture 
Satisfaction) 

1      

FV (Functional Value) .941** 1     
EV (Emotional Value) .395** .310** 1    
SV (Social Value) .215** .187** .332** 1   

EPV (Epistemic Value) .325** .290** .322** .591** 1  
CV (Conditional Value) .635** .477** .330** .243** .306** 1 

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

Multiple Linear Regression Analysis 
The other important step before running the regression analysis is to examine on the 
normality of the data. The collected data exhibits a normal distribution judging from the bell-
shaped curves where the most of the value are within the bell curve with an overall mean 
value of (-2.22E-15) and standard deviation value of 0.993 which lead to infer that the residual 
(disturbance or errors) are normally distributed.  
 
Test of multicollinearity diagnostic show that there is no evidence of significant 
multicollinearity among the research predictor variables that is because all tolerance values 
are above 0.10, and ranged from 0.602 to 0.931 and also all VIF values are less than 10 and 
ranged from 1.074 to 1.660 (Sekaran, 2003).  Based on the Durbin Watson score of 1.850 
shows that it falls in the acceptable range (it should be 1.5 to 2.5), indicating that there is no 
autocorrelation between the residuals (Bakon and Hassan, 2013). Also, the model result for 
the value of R square is 0.93 indicating that 93% of the dependent variable changes (women 
satisfaction with furniture) can be expected by the independent variables, the adjusted R 
square is 0.933 indicating that the model is appropriate, as the value is greater than 0.60 
(Gujarati, 2004). This is interpreted as that 7% of the variance in furniture satisfaction can be 
attributed to other variables that were not taken into account in this study. Therefore, the 
listed five independent variables have better relation with the dependent variable to be the 
values which affects furniture satisfaction of women 
 
Table 7:  
Model Summary 

 
 
 

Model Summary  

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 
Durbin-Watson 

1 .967a .934 .933 .12268 1.850 

a. Predictors: (Constant), mean functional value, mean emotional value, mean social 
value, mean epistemic value, mean values conditional 
b. Dependent Variable:  housing furniture satisfaction 
 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 1 , No. 12, 2021, E-ISSN: 2222-6990 © 2021 
 

612 
 

Analysis of Variance (ANOVA) 
Analysis of variance (ANOVA) is shown in Table 8 below, the results are statistically significant 
[F(5, 344) = 957.823  p = .000) with a p-value of less than 0.001, so any given change in one of 
the independent variables such as functional value, emotional value, social value, epistemic 
value  and conditional value will always produce a corresponding change in the dependent 
variable (housing furniture satisfaction), thus all independent variables were confirmed by 
the analysis to have strong impact on dependent variable.  
 
Table 8:  
Analysis of Variance (ANOVA) 

Model  Sum of 
Squares 

df Mean 
Square 

F Sig.  

1 Regression 73.438 5 14.688 975.823 .000 

Residual 5.178 344 .015   

Total 78.616 349    

 
Multiple Regression Coefficients 
Multiple Regression coefficient beta was used to determine the predictive ability of functional 
value, emotional value, social value, epistemic value, and conditional value on furniture 
satisfaction. Regression Model consists of five predicting variables namely; functional value 
(X1), emotional value (X2), social value (X3), epistemic value (X4), and conditional value (X5) 
regressed with furniture satisfaction as shown in the equation below: 
Ŷ = b0 +b1FV + b2EV + b3SV + b4EPV + b5CV + ei...............................….… (1)     
 
Conditional value beta coefficient value is 0.189 and with a significant value of 0.000 which is 
lower than 0.05. Hence, conditional value is found to has a positive and significant impact on 
customer satisfaction. Moghimi et al. (2017) have done a similar research and found that 
conditional value has significant impact on level of customer satisfaction. 
 
Table 9:  
Multivariate Regression Coefficients with Housing Furniture Satisfaction (HFS) As Dependent 
Variable 

 Unstandardi
zed 
Coefficients 

Unstandardiz
ed 
Coefficients 

   95.0% 
Confidence 
Interval for B 

Model B Std.  
Error 

Beta t Sig.  Lower 
Bound 

Upper 
Bound 

(Constant) .260 .064  4.043 .000  .134 .387 

Functional Value(FV) .705 .014 .811 50.13 .000  .677 .733 

Emotional Value(EV) .049 .011 .072 4.639 .000  .029 .070 

Social Value (SV) -
.012 

.010 -.021 -1.180 .239  -.032 .008 

Epistemic Value 
(EPV)  

.006 .012 .009 .522 .602  -.018 .031 

Conditional Value 
(CV) 

.189 .014 .227 13.89 .000  .163 .216 
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a. Dependent Variable: Housing Furniture Satisfaction(HFS) 
 

Overall, the result of regression analysis indicated that only functional value, conditional 
values, and emotional value were found to have significant impact on working women 
satisfaction of home furniture. The other two indicators of consumer perceived values (CPV) 
(social value and epistemic value) have found to be not significant on working women 
satisfaction for home furniture. Table 9 shows a summary of the results related to all 
hypotheses tested.  
The estimated multiple linear regression equation is as follows 
Ŷ = b0 +b1X1 + b2X2 + b3X3 + b4X4 + b5X5 + ei ……………….… (1) 
 HFS =0.260+ (0.705)FV + (0.049)EV + (0.189)CV 
 
Conclusion 
The findings from the multiple regression analysis indicated that functional, emotional and 
conditional values had significantly positive influence on housing furniture satisfaction, while 
social value and epistemic value has no significant influence on housing furniture satisfaction 
among working women in Jeddah, Saudi Arabia. Thus, the result of the regression analysis 
indicated that only conditional value and functional values that prediction for furniture 
satisfaction among Saudi women.  The outcome of this study contributes to women workers 
and women in general in Saudi Arabia with a clearer understanding of prominent factors that 
have a significant influence on furniture that make them satisfied in Saudi Arabia house. 
Hence, by gaining better insights and understanding of perceived values, which is will be able 
to exhibit and enhance more women lifestyle and making them balance between work and 
home. 
 
The Saudi Arabia Ministry of work should pay more attention and focus more on women 
workers aspects with a vision to enhance and improve their satisfaction by providing practical 
solutions that can make them balance between life and homework. The relevant ministries 
should provide and facilitate all programs and equipment such as furniture, transport,..etc. 
that enable women workers to enhance their satisfaction Furthermore, all furniture 
manufacturing should create and provide a new machine or furniture it is in line with the 
needs of working women in Saudi Arabia, on the other hand, should establish a conducive 
competitive environment to allow firms to be more proactive in initiatives and taking more 
risks by creating new products/services and establishing new furniture products. In addition, 
the Saudi government should take care of women workers in the plan of work and in the 
future vision, and that by making special time to them that makes them be comfortable and 
satisfied in their life. The findings would help families, government, to understand women 
workers needs and providing them tested outcomes on some intangible resources and 
determinants of satisfaction for them to better comprehend the influences of perceived 
values   on improving house furniture satisfaction. Moreover, the findings could help the 
furniture manufacturers to develop some furniture that can help women workers in the 
future. 
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