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The Moderating Effects of Brand Familiarity in the Relationship between
Perceived Value of Eco-friendly Apparel Products and Purchase Intention
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Abstract

This study aims to explore the moderating effects of brand familiarity in the relationship between perceived value
of eco-friendly apparel products and purchase intention. We formulated a survey that targeted shoppers between twenty
and thirty-nine years of age who had purchased apparel products online within the past six months. The survey was
administered to a web panel through a company specialized in market research. Online consumer panels were randomly
recruited via an email introducing the survey, and those who were interested in taking it could do so by accessing
it through a provided URL. A total of 190 questionnaires were collected. A possible moderating effect of brand familiarity
on the influence that functional value, hedonic value, and social value exert over purchase intentions was tested via
the inclusion of interaction terms between brand familiarity and independent constructs. To control for the effects of
socio-demographic variables on purchase intentions, we also included covariates such as age, education, household
income, and shopping experiencein the regression model. The results showed that perceived values (i.e., functional
value, hedonic value, and social value) of eco-friendly apparel products had significant effects on purchase intention,
Brand familiarity was shown to moderate the influences of perceived hedonic and social value on purchase intention.
However, there was no significant moderating effect of brand familiarity on the relationship between perceived functional
value and purchase intention.
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892 UERTh o]M¥ RE wWger] AlExrt A
YERon <Table 1>elX= 2 wWgEe] Al=4d A
AIE HolFaL it

>
£

(Table 1) Scale items and construct evaluation

X2 = 150.25 (df = 66, p <.001)°] Rt

et}

BE

kA X2 ARE(DE WHe QFtel 2272 3Mch
A UEht 8% wE sEolglon], GRI — .
AGFI = 85, CFI = .97, NFI = .94, RMR = .

RMSEA = 082 ueh} u|ia £

[¢]
X SR e Egh SRl E.

A== el

FHEEAS AelEtgon], 3 dAE=(CR)Y
TEAZEZ(AVE)o] Z4zb 703} 5001402 whE3hik
gk FEo|odtt. <Table 2>¢l AAEGISE0] 2 Q2le]

FRENEE ol BEdRArET 2 2 g

3]

=4

Factor

Construct and Items . CR AVE a
Loadings
Factorl: Functional Value
This product would have consistent quality. .90
This product would be well made. .88 .87 .70 .90
This product would have an acceptable standard of quality. .85
Factor 2: Hedonic Value
This product would be one that I would enjoy. .84
This product would make me want to wear it. .88 .84 .56 92
I would feel good if I buy this product. .83
Purchasing this product would give me pleasure. .85
Factor 3: Social Value
This product would help me to feel acceptable. .87
This product would improve the way I am perceived. .84 .79 .50 91
This product would make a good impression on other people. .85
If I purchase this product, it would give me social approval. .83
Factor 4: Purchase Intentions
I would be willing to buy this product for myself. .85
I would be willing to recommend this product to other people. 91 .76 .52 .89
I would be willing to buy this product for my family or .84

friends.

X = 15025, df = 66, p <.001

GFI = .90; AGFI = .85; CFI = .97; NFI = .94; RMR = .07, RMSEA = .08
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(Table 2) Construct means, standard deviations, and correlations

Correlations
Model Constructs Mean SD
1 2 3 4

1. Functional Value 5.31 1.10 1.00
2.  Hedonic Value 4.86 1.31 .67 1.00
3. Social Value 4.63 1.34 .61 75 1.00
4.  Purchase Intentions 4.77 1.50 .67 74 71 1.00
All significant at p < .001.
2. Fled olRAMEe X[ZtEl AH|ZIX[ZF FoHelT FFo] = A= UERTh ol Park¥ Lee(2015)9]

of ojxl= A& =

A7 e HS3s] H*}Cﬂ ASH 3AENE A
stom, o 1 gog =AY 2E Wes 74 2y
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A v 4zt 2haTE dolrr] $JsiA 370

1991; Verhoef et al.,

o] 7Hx8R1F HAE FsEol FsAg HyE 59
Hye2 FoJetlal, ojuf &st Bl 18 353}
] ke BA=E 09 LS Hos) ﬂ(Alken & West,

1991).
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(Table 3) Hierarchical regression model

Step Variables (;E) B R® AR F Change
Age .02(.02) .06
Education Year -.06(.12) -.04 .01 .0 0.36
1 Household Income .01(.05) .02
Online shopping experience -.06(.07) -.06
Age .01(.02) .03
Education Year -.04(.07) -.03 70 .69 105.17°
Household Income -.02(.03) -.03
) Online shopping experience -.01(.04) -.01***
Functional Value .32(.08) .23
Hedonic Value 34(.09) 307
Social Value A41(.08) .40
Brand Familiarity -.10(.13) -.03
Age .01(.01) .02
Education Year -02(.07) -.01 g1 .01 2.16"
Household Income -.02(.03) -.04
Online shopping experience -.01(.04) -.01
Functional Value 3111 237
3 Hedonic Value 51(13) 447
Social Value 30(.09) 297"
Brand Familiarity 44(.63) .14
Functional Value" Brand Familiarity -.02(.16) -.03
Hedonic Value® Brand Familiarity -.34(.17) -.61"
Social Value" Brand Familiarity 27(.11) 46
a. We used a dummy variable: Brand familiarity
(0 = unfamiliar brand, 1 = familiar brand)
p <05 "p<.o0l " p<00l
A= ek ARl el felsbl 4 vl tha @ 2t wWEke goldh Famrt ke Foe
s Aolt). o)t Bettmans} Park(1980)°] Aoldel  Hal malsel dAE o cuASe] HEg Fold
o] FlsebA] 2 BHi=e) %Eﬂﬁlﬁﬁéoﬂ/‘i” 2 o® whes 3l Qlo], Aniaph Balled oigk 4
Ak Aol ARl oo AFES WEA 1 AFA RS Wol ol A& o] B2 Bo|BES Fh=
IMARRE A2E R o @%6}‘32 et 72 ofF Bls=dd gigk Aol Fufefwrt Eobxitk(Seo
7F B 3A AZtEs Aol & 4 Qltk whHel %l<e & Hwang, 2009). wihA Bale e 31873 A
3 mal=e] A9 A8A AF] ASA A} Tele]  Eeol ASH el felst ARAAZ 2 Hr] B
o JFo] frofatA Axltks ARE SRR A dAFEAE olE ARga & & 9t

Folt}. o] Niinimaki(2010)7} Z3tAHolgl= &4 A
A7} QA olebucks Eelel ejo]g AUz of

et A1EA el anAEe] ARG 2HE fud
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Figure 2, Moderating effects of brand familiarity
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