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Abstract

Consumer interest has been moving progressively toward local regional clothing products in many countries.
Hence, this study endeavours to examine consumer perception and purchase intention, and their interrela-
tionship in the context of regional clothing products. A framework built on the basis of a C-A-B model and
a questionnaire were used to collect data through online and offline sources. The proposed model was em-
pirically evaluated based on 407 respondents. The results reveal that both consumer perception and the per-
ceived value of regional clothing products have a positive influence on consumers’ purchase intentions, while
perceived value also plays a role in the purchase process. Nevertheless, word-of-mouth plays a predominant
role among other influential factors of consumer perception, such as uniqueness and regionality.
Keywords: regional clothing products, consumers’ perception, C-A-B model, purchase intention

Izvlecek

V Stevilnih drzavah je bilo opaziti, da se zanimanje potrosnikov za izdelke iz blaga iz njihove regije postopoma po-
vecuje. Zato si v tej Studiji avtorji prizadevajo preveriti zaznavanje in namero potrosnikov in njihovo povezavo v okvi-
ru regionalnih oblacil. Za zbiranje podatkov so bili uporabljeni ogrodje, ki temelji na modelu C-A-B, ter vprasalniki
po spletu in brez povezave. Predlagani model je bil empiricno ovrednoten, podatke pa je zbiralo 407 anketirancev.
Rezultat razkriva, da tako zaznavanje potrosnikov kot zaznana vrednost regionalnih oblacilnih izdelkov pozitivno
vplivata na kupceve namene, medtem ko zaznana vrednost posreduje pri nakupu. Kljub temu ima ustno sporocilo
prevladujoco viogo med drugimi vplivnimi dejavniki dojemanja potrosnikov, kot sta edinstvenost in regionalnost.
Klju¢ne besede: regionalni oblacilni izdelki, dojemanje potrosnikov, model C-A-B, namen nakupa

1 Introduction contributes increasingly to the accessibility of re-

gional clothing products, which helps lift geographi-

The prospering economy and the growing desire for
regional clothing products have attracted growing
interest in recent years. The online revolution also
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cal limits on regional clothing products to make
them more visible to consumers around the country
[1, 2]. The improving reputation of regional clothing
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products has also been strengthened by more con-
venient modes of transportation and the telecom-
munications network [3—6]. It has thus become es-
sential to have a better understanding of how the
perception of the value of regional clothing products
influence consumers’ purchase intentions.

Every city or region across the country has its own re-
gional clothing products rooted in the regional envi-
ronment. Whatever the categorisation of those re-
gional clothing products may be, they are
distinguished by their uniqueness [7, 8]. Numerous
researchers define regional clothing products in many
different contexts as they relate to products manufac-
tured locally with special characteristics in terms of
style or artisanship [4, 9—11]. In China, however, re-
gional clothing products comprise the Guangzhou
Baima Costume Market, Shenzhen Yiwu Smallware
Wholesale Mansion, Ladies Market, Huangyuan
Wholesale Garment Market-Jardine’s Crescent Mar-
ket and many more. In a word, regional clothing
products have recognisable characteristics in terms of
locality, nationality, unique processing technologies,
unique and innovative handling techniques, histori-
cal preservation and a rich cultural legacy [12-14].
Most recent studies focus on packaging design and
brand marketing, and neglect the uniqueness of re-
gional clothing products [15-19]. It therefore makes
sense to construct a framework based on the cogni-
tion-affect-behaviour (C-A-B) model. The C-A-B
model is an information-processing approach,
where the purchase decision and brand choice are
the key outcomes. This interpretation of responses
is closely aligned with, but expands on, the behav-
iour component of the C-A-B model, which focuses
on brand choice or purchase decisions to study the
factors that affect consumers’ purchase intentions
and a company’s marketing strategy in an effort to
promote the relationship between companies and
consumers, and boost regional clothing products
[20]. This study entails two contributions: (1) an
analysis of the uniqueness of regional clothing prod-
ucts and how word-of-mouth influences perceived
value and consumers’ purchase intentions; and (2)
the application of the C-A-B model to explore fac-
tors that influence consumers’ purchase intentions,
with the aim of expanding the applicability of the
C-A-B model.

Holbrook [21] proposes an innovative model to de-
scribe consumer’s behaviour, a process that ranges
from perception to behaviour. Consumers are
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thought to be target-oriented problem solvers who
search for product information, weigh all available
evidence and then make a purchase decision after
several rounds of reconsideration. Degirmenci [22]
believes that consumers are logical thinkers whose
aim is to select the best available products from dif-
ferent options. Hirschman [23] proposed that cog-
nition in the C-A-B model is only one component
of the psychological factors that affect consumers’
behaviour. Cognition embodies concepts, ideas or
perceptions that derive from interaction with prod-
ucts (merchandise, service, consumption environ-
ment, etc.) and the process of handling less impor-
tant information (advertisement, reviews from
friends, blogs, online merchandise reviews, etc.)
[24]. However, as part of the information-process-
ing based C-A-B model, effect differs from emotion.
Effect is defined as a favourable disposition toward
a stimulus that leads to a relative preference for
stimulus from a group of options. Blackwell et al.
[25] and Andrei et al. [17] proposed a multi-dimen-
sional construct for behavioural intentions com-
posed of word-of-mouth, price insensitivity, pur-
chase intentions, and complaint behaviour toward a
retailer. The approach response has also been opera-
tionalised as a measure of satisfaction with the
shopping experience and brand loyalty.

2 Research hypothesis and model
building

2.1 Unigueness

Regional clothing products are unique, which might
be attributable to a specific natural environment,
history, a special processing technique or art. Tian
[26] and Liu [27] find that product uniqueness re-
lates to the perceived attributes consumers feel that
can distinguish a product from generic merchan-
dise. Eisend [28] and Jang [29] find that highlight-
ing the specific uniqueness of a certain product
could reduce the risk associated with the launch of a
new product on the market. For this reason, empha-
sising product uniqueness becomes an inseparable
part of building a brand asset. Product uniqueness
is a vital component of a brand asset, which presents
uniqueness by virtue of an exclusively possessed at-
tribute or excellence. When consumers have certain
demands, distinctive products easily stand out. By
and large, a product brand is also useful in practical
terms. Markets test a product category, and con-
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sumers’ loyalty and trust might derive from such a
test. Irmak [30], as an advocate of cognition theo-
ry, claims that augmenting product uniqueness
will promote consumers’ purchase intentions. This
means that consumers have a distinctive purchase
motivation to separate themselves from ordinary
consumers through purchase choices. Thus, unique-
ness in regional clothing products will influence
consumers’ purchase intentions. Wu [31] finds
that product uniqueness becomes a predominant
factor in determining what motivates consumers
to make purchase decisions. Barat [32] asserts that
the scarcity perceived by consumers will influence
perceived uniqueness, which in turn is very influ-
ential in purchase decisions. The uniqueness of re-
gional clothing products can be attributed to a
specific environment, meaning product scarcity is
the result of the inability to mass produce a prod-
uct or products. We thus hypothesise that unique-
ness and scarcity will influence consumers’ trust in
product quality and have a positive influence on a
brand.

H1: The uniqueness of regional clothing products has
a positive influences on consumers’ perceived value.
H2: The uniqueness of regional clothing products
has a positive influences on consumers’ purchase
intentions.

2.2 Regionality

Regionality refers to the features that distinguish a
product from others, and can be attributed to the
distinctiveness of a certain region’s specific natural
or cultural environment. Nallaperuma [33] argues
that regionality is found to have a special appeal to
consumer in marketing regional clothing products.
When consumers are insufficiently familiar with
products, Ehmke [34] finds that they are unable to
make informed decisions about such products and
are prone to make inferences about quality in terms
of a manufacturing region’s image. For regional
clothing products, natural and geological conditions
are a decisive factor in the perceived quality and
taste of manufactured products. Terano et al. [35]
find that regionality might improve product image
and thus influence consumers’ purchase decisions:
the better a region’s image is, the better consumer
reviews tend to be, and that all beliefs regarding a
product will influence the overall opinion about that
product. Knight [36] and Bosona [37] determined
that consumers have different attitudes regarding
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regional clothing products from various regions,
Bloemer [38] determined that, depending on per-
ceptions brought about by regional attributes, con-
sumers’ ultimate purchase intentions are influenced
by perceived values. For this reason, regional cul-
tural products must take regionality into considera-
tion to help consumers distinguish regional cloth-
ing products from others, and to link consumers
with other relevant regional cultural images. Cul-
tural images are, to a great extent, intangible or vir-
tual, which thus literally mirrors the in-depth psy-
chological demand of consumers.

H3: Regionality has a positive influence on consum-
ers’ perceived value.

H4: Regionality has a positive influence on consum-
ers purchase intentions.

2.3 Word-of-mouth

In the 1960s, Arndt [39] pointed out that word-of-
mouth (interpersonal and non-commercial verbal
or non-verbal communication about certain prod-
ucts) could promote the marketing of products or
services. In marketing, promotion refers to any type
of marketing communication used to inform or per-
suade target audiences of the relative merits of a
product, service, brand or issue. The aim of promo-
tion is to increase awareness, create interest, gener-
ate sales or create brand loyalty.

In the social network of consumers, Anderson [40]
finds that word-of-mouth carries verbal informa-
tion and has a major influence on word-of-mouth
communication because consumers are not only pi-
oneers in sharing their experiences regarding prod-
ucts or services, but also serve as administrators of
information communication. Due to asymmetric
information, potential consumers’ cognition about
products could be enhanced by word-of-mouth
through the effort of those pioneering consumers
whose behaviour reduces that asymmetry. Cheva-
lier [41] finds that this increases consumers™ per-
ceived value and improves product marketing.
Gupta [42] finds that word-of-mouth is the most
powerful motivating factor in consumers” purchase
intention among marketing approaches. Word-of-
mouth reduces consumers’ risk and uncertainty in
making purchase decisions. Lee [43] finds that over
half of US consumers asked friends or relatives for
advice when purchasing durable consumer goods,
while more than one third of consumers consulted
with family members about the durable consumer

Tekstilec, 2019, 62(3), 219-228



222

goods of a certain brand. The power of word-of-
mouth is that much more important in the purchase
of regional clothing products or services.

H5: Word-of-mouth has a positive influence on
consumers’ perceived value

H6: Word-of-mouth has a positive influence on
consumers’ purchase intentions.

2.4 Perceived value and purchase intentions
There is a great deal of literature about perceived
value and purchase intentions, which justifies the
choice to focus our study on purchase intentions.
Tam [44] finds that perceived value is the primary
factor influencing consumers’ purchase intentions.
Zeithaml [45] concludes from abundant research
that the better consumers’ perception about a prod-
uct or service is, the more value they feel, which in
turn enhances consumers’ purchase intentions. Hsu
[46] notes that consumer’s satisfaction is important,
but that perceived value is the ultimate trigger in
consumers’ purchase behaviour. El-Adly [47] notes
that purchase intention is determined by perceived
values. In his research, Huijgens [48] points out that
consumers’ purchase behaviour is motivated more
by perceived value than consumer satisfaction. In a
word, contemporary research has confirmed that
consumers’ purchase intentions are decided by the
perceived value of perceived benefits and potential
costs. From the point of view of consumers, the
more perceived benefits there are, the higher per-
ceived value is, and the higher perceived value is,
the stronger the purchase intention will be.

H?7: Perceived value has a positive influence on con-
sumers’ purchase intentions.

2.5 Model building

Based on all proposed hypothesis, a conceptual mod-
el involving cognition, perceived value and purchase
intention was constructed, as shown in Figure 1.

Uniqueness |

T ———
\ Perceived Purchase
-

5 value intention

i

Word of mouth /

Regionality

Figure 1: Model of conceptual framework
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2.6 Research design

2.6.1 Questionnaire

In order to achieve an accurate measurement of
regionality (R), uniqueness (U), word-of-mouth
(WOM), perceived value (PV) and purchase inten-
tion (PI), this study developed and used a scale in
which items were tested, refined and purified. The
final scale was developed in the form of a Likert
five-point scale, where 1 means ‘strongly disagree’
and 5 means ‘strongly agree, using 16 refined items.
Regionality, a key variable, is measured using a scale
developed by Nallaperuma [33]. Word-of-mouth is
measured using a scale developed by Arndt [39] and
perceived value is measured based on a modified
scale developed by Zeithaml [45]. Purchase inten-
tion is measured using a modified scale proposed
by Tam [44]. This study used SPSS 23 and SmartPLS
3.0 software to process and analyse data.

2.6.2 Data collection

The population of our study comprises self-earning
and self-spending people. This study follows a
quantitative method, while a combination of online
and oftline methods at retail outlets that sell region-
al clothing products was used to obtain data from
customers who had bought regional clothing prod-
ucts. Data was collected from customers in the pe-
riod April to June 2018. Data were collected in the
Hubei province of China. A total of 407 responses
to our questionnaire were received. Of that number,
375 were considered correct and used in further
analysis. After eliminating unqualified question-
naires, the effectiveness rate was 92% of the total. In
terms of respondents, 45.78% were male and
54.22% were female. Those 18 years and younger
accounted for 10.42% of respondents, those 18—30
years age for 51.87%, those 31-40 years of age for
24.74%, and those 41-50 years of age for 12.97%. A
total of 5.32% of respondents’ per capita household
income was below €125 (RMB), 35.57% of respond-
ents’ per capita household income ranged from
€125-379 (RMB), 41.94% of respondents’ per capi-
ta household ranged from €380-570 (RMB), and
17.27% of respondents’ per capita household in-
come was higher than €570. A total of 4.63% of re-
spondents finished primary school, 11.35% of re-
spondents finished middle school, 26.32% of
respondents finished high school or three-year ter-
tiary education, and 57.70% of respondents finished
higher tertiary education.
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Table 1: Measurement items and content
Variable Measu- Content
rement
Uniqueness | Ul Regional clothing products are different from other similar products
) U2 Regional clothing products stand out from other similar products
U3 Regional clothing products are unique compared with other similar products
Regionality | R1 I can identity the majority of familiar regional clothing products with the
(R) region to which they belong
R2 I can place regional clothing products I am are familiar with in the region to
which they belong
R3 Regional clothing products are judged by their location
Word of WOM1 | Itend agree with people familiar with purchasing regional clothing products
mouth WOM?2 | 1would recommend regional clothing products to others
(WOM) WOM3 | Iwould recommend regional clothing products to those who ask for
purchasing advice
Perceived PV1 I like regional clothing products very much
value (PV) | py I think a specific local product is superior to other products of the same type
PV3 I think a specific local product is of superior quality at a reasonable price
PV4 I think regional clothing products are of good quality
Purchase PI1 Regional clothing products are highly attractive to me
intention PI2 I think it pays to purchase regional clothing products
(PD) PI3 I would recommend regional clothing products to others
3 Results values to examine the inter-item consistency of

3.1 Reliability and validity test

Bartlett’s test of sphericity and the Kaiser-Meyer-
Olkin (KMO) test preceded the principal compo-
nent analysis (PCA) to test if the KMO value was
relevant for the PCA that followed. The results
showed that the value of KMO was 0.824 and
KMO test significance was 0.001, meaning that the
PCA was suitable. After rotating the factor loading
matrix, five factors were extracted, while the per-
cent variance was 69.499%. As a rule, the AVE val-
ue, as a base criterion, should be more than 0.5,
while the total variance explained should be high-
er than the base standard of 50%, and factor load-
ing should be higher than 0.5. The results using
SmartPLS 3.0 software showed that Cronbach’s al-
pha values for uniqueness, regionality, word-of-
mouth, perceived value and consumer purchase
intention were 0.795, 0.808, 0.814, 0.741 and 0.837
respectively. Cronbach’s alpha coeflicient was uti-
lised in this study, together with composite reliability

the measurement of items. The Cronbach’s alpha
and composite reliability (CR) values should be
higher than 0.70 [49]. With respect to Cronbach’s
alpha and composite reliability value, Koonce and
Kelly [50] pointed out that a reliability value in ex-
cess of 0.9 is regarded as excellent, a value higher
than 0.8 is good, a value higher than 0.7 is ade-
quate, a value higher than 0.6 is doubtful and a
value lower than 0.5 is substandard. This demon-
strated the good internal consistency of question-
naire items. Thus, items in this scale were deemed
highly reliable.

In terms of discriminative validity, if the square
root of AVE for every factor is higher than coeffi-
cient of the factor to other factors, this means that
the test items in this scale demonstrated good dis-
criminative validity. Table 3 shows that values in
diagonal lines are higher than the values in the
same volume, which demonstrates good discrimi-
nant validity.
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Table 2: Reliability and validity analysis

The Influence of Consumers’ Perception on Perceived Value and
Purchase Intention with respect to Regional Products Based on
a C-A-B Model

Variable Measurement | Standard load AVE? CRY Cronbach’s alpha
Uniqueness Ul 0.762 0.711 0.880 0.795
) U2 0.873

U3 0.783
Regionality R1 0.802 0.722 0.886 0.808
R) R2 0.840

R3 0.797
Word-of- WOM1 0.838 0.728 0.889 0.814
mouth WOM2 0.840
(WOM) WOM3 0.730
Perceived PV1 0.690 0.560 0.836 0.741
value (PV) PV2 0.828

pPV3 0.709

PVv4 0.642
Purchase PI1 0.806 0.754 0.902 0.837
intention (PI) | p12 0.826

PI3 0.807

a) Average variance extracted; » Composite reliability.

Table 3: Discriminant validity

Con- 1 15 | gv |womo| PV | P
struct

U 0.853

R 0.308 | 0.849

WOM | 0.410 | 0.277 | 0.748

PV 0317 | 0.388 | 0.286 | 0.843

PI 0.451 | 0.346 | 0.391 | 0.346 | 0.868

) Uniqueness; ?) Regionality; © Word-of-mouth;
d) Perceived value; © Purchase intention.

3.2 Hypothesis test

This SEM iteration operation using Smart PLS 3.0
software showed that iteration convergence occurs
after seven hypothesis operations. It also showed the
obtained significance and path coeflicient values il-
lustrated in Table 4 and Figure 2.

The first hypothesis is uniqueness (U), which has a
positive influence on perceived value (PV), while
literature usually supports this relationship. Simi-
larly, the relationship between these constructs
was also deemed significant (8 = 0.144, t = 2.945,
p < 0.005) in the context of clothing products. The

second hypothesis of uniqueness (U) had a posi-
tive and significant impact on purchase intention
(PI). The findings showed that the path coefficient
from U to PI was statistically significant with a
very strong standardised estimation, as well as a
high t-value of more than 2.58 (p < 0.001). The co-
efficient between regionality (R) and perceived val-
ue (PV) was (8 = 0.124, t = 2.345, p < 0.023). That
value indicated that regionality (R) has a positive
influence on perceived value (PV). The fourth hy-
pothesis of regionality (R) had a positive influence
on purchase intention (PI). The results obtained
from Smart PLS software indicated that there was a
significant connotation between regionality (R) and
purchase intention (PI) (P < 0.005). The coefficient
between word-of-mouth (WOM) and perceived val-
ue (PV) was (8 = 0.329, t = 6.755, p < 0.000). That
value demonstrated that word-of-mouth (WOM) has
a positive influence on perceived value (PV). The
coefficient between word-of-mouth (WOM) and
purchase intention (PI) was (8 = 0.279, t = 5.030,
p < 0.000). That value showed that regional cloth-
ing products have a positive influence on purchase
intention. The last hypothesis (H7) postulates a
significant relationship between perceived value
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(PV) and purchase intention (PI), where past studies
typically support this relationship. Similarly, the re-
lationship between these constructs was also found
to be significant (8 = 0.194, t = 3.735, p < 0.000) in
the context of clothing products. The value showed
that perceived value (PV) has a positive influence on
purchase intention (PI).

This study finds that cognition of regional clothing
products influences perceived value and purchase
intention. Based on the data we obtained, we built
a model to study cognition impact on purchase in-
tention in terms of the C-A-B model. The empiri-
cal study showed that uniqueness, regionality and
word-of-mouth have a significant influence on
perceived value and purchase intention, which il-
lustrates the cognition level of consumers in their
purchase decision behaviour. This conclusion is in
line with studies conducted by other researchers.
It could be explained by the fact that the more
consumers know about regional clothing prod-

Table 4: Summary of the direct results of hypotheses
testing

31}2:25- Path B t-value | p-value
H1l |U? —PVD | 0.144 2.945 0.005
H2 |U— PP 0.134 3.212 0.001
H3 |RY > PV 0.124 | 2.345 0.023
H4 |R—>PI 0.150 2.762 0.005
H5 |WOM® — 0.329 6.755 0.000
PV

H6 |WOM — 0.279 5.030 0.000
PI

H7 |PV—>PI 0.194 3.735 0.000

) Uniqueness; ) Perceived value; © Purchase intention;
9 Regionality; © Word-of-mouth

0.150*

|
Unigqueness T O34
N 0144 e
: »
= 124"\ Perceived i Purchase
— Regionality = —b/ value intention
7 7
oz
y 0.279"
Word of mouth

Figure 2: PLS algorithm results
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ucts, the more they will realise the advantages of
regional clothing products, and the stronger their
purchase intentions might be.

4 Conclusion

The marketing strategy associated with regional
clothing products should focus more on uniqueness
to reinforce consumers’ purchase intensions. Brand
names could deliver the unique value of regional
clothing products to consumers, which in turn can
help to increase their worth and identity. Regional
clothing product companies must improve overall
product image through an innovative packaging
strategy to reinforce the uniqueness of regional
clothing products. It should be emphasised that
overall product image, in particular visual identity,
name and packaging, are fundamental for building
a brand image, which in will turn help consumers
to distinguish a product from others and also sup-
port companies in the establishment of their own
unique image.

Consumers’ perceived value for regional clothing
products can be greatly improved by enhancing a
regional clothing product design. Regional clothing
products could reflect the local culture, which ap-
peals to a growing number of consumers. It should
to be pointed out that regional clothing products
could deliver a unique culture that endorses region-
al properties. From the consumers perspective,
consumers purchase not only the product itself; cul-
tural value also leads to increased consumption. Re-
gional clothing products could explore regional and
historical culture based on geographical and cultur-
al conditions in order to find a niche that could sat-
isfy\ both consumers and companies.
Word-of-mouth can be used as a marketing strategy
to attract consumers. The media can contribute posi-
tively by helping to create an agreeable image about
regional clothing products through word-of-mouth
publicity and thus induce positive comments about
products. Those strategies can greatly enhance con-
sumers cognition about regional clothing products
and enhance their purchase intentions. However, TV
ads, search engine rankings, public advertisement
boards, tourist spot marketing, trade fairs and sales
exhibitions are useful tools to promote the image of
regional clothing products. To make this approach
more operational, the promotion of local cultural
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customs and geological features should be encour-
aged. The Wuhan Municipal government serves as a
very successful example in this respect by promoting
Wuhan clothing and the Xinyang clothing culture
through marketing activities. Another good example
comes from Hubei, which promotes hundreds of de-
signed artworks for different countries. All designs
have been positively accepted by the market.

One considerable limitation to this study is the fact
that there is very limited literature available with in-
depth discussions relating to this target area. In most
previous studies, the consumption pattern is not stat-
ed as a variable in constructing any model. Although,
in theory, correlation with purchase intention pre-
cedes purchase behaviour, we should still consider
the fact that behaviour might counteract attitude.
Thus, for future research, it is strongly recommended
that the behaviour factor be included in model con-
struction to gain more insightful understanding. The
small amount of data might also influence the validi-
ty of model construction, while point-to-surface data
analysis is still disputable. It is thus quite difficult to
propose operational strategies with great pertinence.
Lastly, this empirical and hypothetical study only
constructed a framework of consumers’ purchase in-
tentions, which calls for the inclusion of additional
variables to build innovative models. We therefore
think that future research could focus on including
consumers emotions and attitudes in a model, and
introduce additional medium and moderating varia-
bles to better explain consumers’ behaviour.
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