
INTRODUCTION 
Consumer perceived value is a concept related to
marketing and branding strategy [1–2]. Based on the
theory of consumer perceived value, the success of
a product is largely relied on whether customers
believe it can satisfy their needs [3]. Consumer per-
ceived value emphasizes the importance of develop-
ing a market driven product development and mar-
keting strategy, in which customers ultimately deter-
mine how to interpret and react to marketing mes-
sages [4–5]. Existing research on consumer per-
ceived value focuses on services in purchasing such
as tourism, shopping mall service, tourism, mobile
shopping [6–7]. In this study, we focuses on the

development of a framework of consumer perceived
value on fashion purchasing. 
The concept of consumer perceived value was put
forward as a strategic imperative for producers and
retailers in the 1990s [8]. Evolution of this concept
has two phases. First, Zeithaml pointed out that con-
sumer perceived value should be obtained from the
comparisons between expectations and perceptions
[9]. She has suggested that perceived value could be
regarded as “consumer’s overall assessment of the
utility of a product (or service) based on perceptions
of what is received and what is given” [10]. After that,
Monroe put forward that consumer perceived value
should be defined as the ratio or trade-off between
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quality and price, which is a value-for-money con-
ceptualization [11]. Clearly, there are two dimensions
involved in consumer perceived value: quality and
price. Based on the definition of consumer perceived
value, Woodruff have demonstrated that the frame-
work of consumer perceived value follows a hierar-
chical structure [12], in which the consumer per-
ceived value can be found on the root, dimensions of
consumer perceived value are on the branches, and
the indicators affecting these dimensions are on the
leaves. These dimensions and indicators are inde-
pendent to each other. However, existing studies on
consumer perceived value are too general, especial-
ly about the content of the dimensions of consumer
perceived value. More specific dimensions of con-
sumer perceived value should be defined.
In this study, in order to overcome the current limita-
tions of the consumer perceived value, we develop a
new framework with a hierarchical structure, capable
of defining the dimensions of consumer perceived
value in fashion products purchasing. The rest of this
study is organized as follows. In Section 2, the gen-
eral framework of the proposed consumer perceived
value is outlined. Two experiments are presented to
explain how to define the dimensions of the pro posed
framework and their relative weights. Experiment
subjects are female college students from France.
Section 3 discusses the experiment results and pro-
vides suggestions for fashion brands. Section 4 con-
cludes this paper. 

METHODOLOGY AND EXPERIMENTS
Experiment I: Knowledge-based conjecture of the
proposed consumer perceived value framework
The collection of the raw data has been carried out in
two steps. A group of experienced fashion marketing
managers have been invited for the identification of
the dimensions of the proposed consumer perceived
value framework (figure 1). The invited marketing
managers have met the following three requirements:
(1) he/she work in fashion marketing for more than 10
years; (2) the selected people are top managers or
high-level managers in the company; (3) the selected
people are specialists in consumer behavior analysis.
Finally, 20 fashion-marketing managers were selected.
Prior to data collection, a training section was carried
out to avoid cognitive confusions and better under-
standing of the purpose of the research by the
involved fashion-marketing managers. First, each of
the invited fashion-marketing managers was asked to
give in-depth interviews on an exhaustive list of the
relevant dimensions of consumer perceived value
framework for fashion, based on their professional
knowledge and experience. The dimensions should
satisfy the several requirements, including: (1) the
selected dimensions must be the key of the con-
sumer perceived value related to fashion; (2) only the
quantifiable (measurable) dimensions can be select-
ed; (3) the definition and the measurement method of
these dimensions must be stable. Secondly, a screen-
ing was performed by a “round table” discussion
among all the invited fashion-marketing managers, to
select the most appropriate dimensions. Finally, a
set of 4 dimensions was selected. Using the same
method, 26 indicators were selected. 
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Fig. 1. Knowledge-based conjecture of the proposed consumer perceived value framework



Experiment II: Demonstration and adaptation
of the conjecture
In Experiment II, a questionnaire concerning the impor-
tance of the selected 26 indicators was released to
350 female college students from 15 different cities in
France. The questionnaire was made from the 26
indicators and uses the SD method to describe each
indicator. In order for the participants to answer in a
more assertive way, an importance on a 5-point bipo-
lar adjective scale with a neutral point at the middle
(quite unimportant, slightly unimportant, normal,
slightly important, quite important) was employed.
Besides, education background, average monthly liv-
ing expense and average monthly fashion expense
were also collected in the questionnaire. After the
survey, 325 (92.3% of the whole 350 answers) prop-
er answers were obtained.

Verification of the selected indicators

In order to verify if the selected 26 indicators are effi-
cient, calculations of Common Factor Variance (CFV)
were performed. Common Factor Variance has been
verified for its potential in identifying if one indicator is
relied on the common factor among all the indicators
or not. If the CFV value of one certain indicator is too
small, it should be considered to be an unreasonable
indicator. Normally, the value of CFV of one indicator
should be higher than 0.4. After the calculation of the
CFV values, the whole 26 selected indicators are
proved to be reasonable, which demonstrate the con-
jecture about the selection of 26 indicators is reason-
able.  

Verification of the selected consumer perceived

value dimensions

In order to verify the selected value dimensions,
Principal Component Analysis (PCA) was performed.
PCA is a statistical procedure that uses an orthogo-
nal transformation to convert a set of observations of
possibly correlated variables into a set of values of
linearly uncorrelated variables called principal com-
ponents [13]. Since indicators of consumer perceived
value has been verified, this section was designed to
verify if principal components obtained from PCA will
support the previous conjecture gained by experts
based on their experience. 
After the analysis, there are seven principles whose
Initial Eigenvalue is greater than 1. It means there are
seven principle components can be selected. Figure
2 presents the result of the PCA. From figure 2, we
can find out that, the first principal components have
the largest eigenvalue. From the second principal
component to the seventh component, the value of
eigenvalue reduces gradually. From the eighth princi-
ple component, the rest eigenvalues are rather small.
In this condition, we define seven principle compo-
nents based on the static analysis, which is different
from the conjecture. 
In order to validate the independence of the selected
seven principle components, Component Score
Covariance (CSC) of these principle components
were analyzed [13]. Using CSC analysis, it found that

there is no linear correlation among the selected
seven principle components. It can be concluded that
all these principle components are independent. Let
F1, F2, F3, F4, F5, F6 and F7 be the new dimensions
of the proposed consumer perceived value. 
Adaptation of the structure of the proposed

framework

Since the branch of the proposed hierarchical frame-
work is modified, belongings of different indicators to
different dimensions should be modified. 
Table 1 presents Ingredient matrix composed of the
capacity factor, which means the relationship
between all the indicators and the selected principle
components. When the value of one indicator on one
certain principle component is higher, it means that
this indicator is more greatly influenced by this princi-
ple component. For example, F3 strongly influences
the indicator “Good price”, “Discount”, “Store design
and display”, “Well reputation of the brand”, “Well
reputation in the social group of the consumer”,
“Good advertisement” and “Convenient payment
method”. However, F4 also has impacts on “Discount”,
“Good VIP system”, “Sales staff can provide profes-
sion suggestions”, “Well reputation of the brand”,
“Fashion style fits the perception of consumers” and
“Good price”. One indicator can be greatly influenced
by two or more principle components. In this situa-
tion, Maximum Variance Rotation Method was
applied to solve this problem [14]. After that, the
whole 26 indicators are distributed to the seven prin-
ciple components. Based on the distribution of the
indicators, it is possible to redefine the seven princi-
ple components, as presented in table 2. 
F1 refers to 8 indicators: “Convenient payment
method”, “Convenient location of shops”, “Sales staff
help to try-on during the shopping”, “Sales staff can
provide profession suggestions”, “Beautiful pack-
age”, “Quick response of the sales staff quick during
the shopping”, “Good after-sales service” and “Sales
staff are very friendly”. All of these indicators are
related to the service provided in store. In this condi-
tion, F1 is named as “Service”. F2 refers to 5 indica-
tors: “Making the consumer feeling confident when
try-on”, “Fashion style fits the personality of con-
sumers”, “Color range of items”, “Fashion style fits
the perception of consumers”, and “Well designed
clothing style”. All of these indicators are related to
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Fig. 2. PCA of the selected indicators



the emotional needs of the consumers. As this one
doesn’t exist in the conjecture, based on the context,
F2 is named as “Emotion need”. F3 refers to 3 indica-
tors: “Nice stitching of the products”, “Good material”
and “Products are very comfortable”. All of these indi-
cators are related to the internal properties of the
product. In this condition, F3 is named as “Product
internal properties”. F4 refers to 2 indicators: “Store
design and display” and “Good advertisement”. All of
these indicators are related to the visual image of the
brand. In this condition, F4 is named as “Brand visual
image”. F5 refers to 3 indicators: “Easy to clean and
wash”, “Products are easy maintenance” and “Products
are easy to be matched”. All of these indicators are
related to if the products of the brand can save time
and energy for the consumer. In this condition, F5 is
named as “Non-monetary costs”. F6 refers to 3 indi-
cators: “Discount”, “Good price” and “Good VIP sys-
tem”. All of these indicators are related to the price of
products. In this condition, F6 is named as “Price”. F7
refers to 2 indicators: “Well reputation of the brand”

and “Well reputation in the social group of the con-
sumer”. All of these indicators are related to the rep-
utation.

RESULT DISCUSSIONS AND SUGGESTION
Result discussion
The final seven principle components, namely the
dimensions of the proposed consumer perceived value
framework, extracted by factor analysis are service,
emotion need, product internal attribute, brand visual
image, non-monetary cost, price and brand reputa-
tion. After empirical research, compared with the con-
jecture model, the final obtained model are more pre-
cise in the dimension division. Then final model can
be regarded as the extension of the conjecture
model. 
The dimension of “Service” has not been changed.
The dimension of “Product” is refined into “Product
internal attribute” and “Brand visual image”. The
dimension of “Relationship” has been changed to
“Emotion need”, which better reflects the relationship
between consumer and product. The dimension of
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Selected indicators
Capacity factor of each indicator on each

principle components
F1 F2 F3 F4 F5 F6 F7

Good after-sales service 0.70 0.02 0.00 –0.14 0.04 –0.16 0.09

Quick response of the sales staff quick during the
shopping 0.65 –0.12 0.08 –0.10 0.13 –0.02 0.09

Products are easy to be matched 0.64 0.01 0.00 –0.12 0.18 –0.16 –0.54

Beautiful package 0.62 –0.39 –0.19 0.15 –0.25 –0.16 0.18

Products are easy maintenance 0.60 –0.29 –0.19 –0.04 0.29 –0.23 –0.24

Sales staff help to try-on during the shopping 0.60 –0.42 –0.63 0.04 –0.30 –0.05 0.14

Nice stitching of the products 0.60 0.21 –0.27 –0.16 0.34 –0.14 0.29

Convenient location of shops 0.58 –0.39 0.17 –0.09 –0.17 –0.05 –0.04

Fashion style fits the perception of consumers 0.57 0.22 0.16 –0.35 –0.30 0.15 –0.13

Good material 0.57 0.27 –0.24 –0.04 0.31 –0.15 0.26

Fashion style fits the personality of consumers 0.56 0.31 –0.04 –0.08 –0.42 0.17 –0.15

Products are very comfortable 0.55 0.25 –0.23 0.06 0.41 –0.14 0.06

Convenient payment method 0.55 –0.29 0.31 –0.12 –0.14 –0.26 0.00

Making the consumer feeling confident when try-on 0.54 0.54 0.06 –0.10 –0.23 0.20 –0.12

Sales staff are very friendly 0.53 –0.04 0.21 –0.27 0.17 0.10 0.08

Good VIP system 0.51 –0.14 0.13 0.51 –0.09 –0.24 0.07

Good advertisement 0.51 –0.44 –0.32 0.24 0.03 0.39 0.02

Sales staff can provide profession suggestions 0.46 –0.22 0.33 –0.40 0.03 –0.04 0.21

Store design and display 0.46 -0.23 –0.45 0.37 –0.10 0.36 0.00

Color range of items 0.51 0.58 –0.15 0.11 –0.13 0.10 0.09

Well designed clothing style 0.42 0.54 –0.22 0.06 –0.23 –0.07 0.20

Good price 0.24 0.39 0.53 0.30 0.00 –0.11 –0.05

Discount 0.27 0.17 0.49 0.64 0.04 –0.20 –0.02

Well reputation of the brand 0.39 0.55 0.34 0.10 0.37 0.05 0.14

Well reputation in the social group of the consumer 0.38 –0.19 0.48 0.02 0.25 0.46 0.05

Easy to clean and wash 0.54 0.35 –0.22 0.09 0.17 0.05 –0.57

Table 1



“Budget” is refined into “Price” and “Non-monetary
costs”. Although the results of empirical research and
the conjecture are different, but they both grasp the
same understanding customer perceived value. The
result affirms that conjecture is reasonable.

Suggestions to fashion brands
Based on the hierarchical model of fashion-based
consumer perceived value for female college students
in France, this section puts forward the correspond-
ing marketing strategy for fashion brands from the
aspects of service, product and price.

Service strategy

“Service” is the most influential dimension of female
college students on fashion-based consumer per-
ceived value. Indicators related to “service” can be
classified into two groups: one is related to the con-
venience of consumption, another is related to the

sales staff. For the aspect of the convenience of con-
sumption, fashion brands should try to provide prod-
ucts in a fast and convenient manner. 
On the other hand, regarding the sales staff, a pro-
fessional training of the sales staff should be carried
out especially about the professional skill and man-
ner in service. In this context, fashion brands should
provide good services to improve their consumers’
perceived value. For example, carefully select the
location of shops and try-to provide O2O service. 

Product strategy

Based on the experiment data, “product” is also a
dimension, which is very influential in consumer per-
ceived value. In fashion marketing, “product” cannot
be simply understood as “sell products”. It refers to
the product itself, but also has the extension of the
promotion of the brand. Currently, French brands are
strong in product design and development, but some
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Dimensions Selected indicators of consumer perceived value
Capacity factor of each indicator on each

principle components
F1 F2 F3 F4 F5 F6 F7

F1: Service

Convenient payment method 0.72

Convenient location of shops 0.68

Sales staff help to try-on during the shopping 0.66

Sales staff can provide profession suggestions 0.64

Beautiful package 0.61
Quick response of the sales staff quick during the
shopping 0.55

Good after-sales service 0.50

Sales staff are very friendly 0.41

F2: Emotion
need

Making the consumer feeling confident when try-on 0.78

Fashion style fits the personality of consumers 0.74

Color range of items 0.67

Fashion style fits the perception of consumers 0.64

Well designed clothing style 0.61

F3: Product
internal 
properties 

Nice stitching of the products 0.79

Good material 0.76

Products are very comfortable 0.69

F4 : Brand
visual image

Good advertisement 0.82

Store design and display 0.78

F5: Non-mon-
etary costs

Easy to clean and wash 0.77

Products are easy to be matched 0.74

Products are easy maintenance 0.57

F6: Price
Good price 0.87

Discount 0.65

Good VIP system 0.60

F7: Brand
reputation

Well reputation in the social group of the consumer 0.78

Well reputation of the brand 0.74

Eigenvalues 7.4 2.5 1.8 1.5 1.4 1.2 1.1
Explained
variance 14.2 11 10 8.7 7.2 6.8 6.7

Cumulative
variance 14.2 25 35.2 44 51 58 64.6

Table 2



of the local French brands have the problem of ambi-
guity of brand position and style. The relationship
between “design” and “brand position” is not clearly
verified. In this context, fashion brands should focus
not only product development, but also built up good
brand image. For example, seize the advantage of
local culture, and promoting cultivates innovative
design talents.

Price strategy

Due to the increasing competition, the market share
of the female college students should be well captured
by fashion brands. In the final obtained model, per-
ceived value about “price” of female university stu-
dents includes monetary cost and non-monetary
cost. Different female university students’ percep-
tions of non-monetary cost are different. At the same
time, monetary cost becomes the main factor, which
has a direct impact on the purchase decision of
female college students. In this situation, developing
a reasonable price range should be well considered

by fashion brands. Discount promotion can also be
considered.

CONCLUSION
This paper analyzes the framework of fashion-based
customer perceived value of French female college
students. The analysis begins with knowledge-based
theoretical conjecture, realized by experts based on
their professional knowledge and experience. The
conjecture framework is then validated and modified
by experimental results. 
Finally, we obtained a framework of consumer per-
ceived value for French female college students,
which contains 7 dimensions and 26 indicators. The
proposed framework can be future applied to con-
sumer behavior analysis, marketing strategy and
product development planning. 
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Fig. 3. Final consumer perceived value framework
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