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ABSTRACT 

 
Growing businesses everywhere in the world have a far and wide 

objective of building up their brand image. This research will help 

in highlighting the defining factors of a brand in which marketers 

will know how to present their products to consumers which would 

influence their purchasing behavior. The quantitative research 

design was utilized together with survey questionnaires in the 

collection of required data of the respondents regarding the 

independent variables: brand image and consumer perceived 

value. The total sample size of 209 respondents was selected 

through a purposive sampling method, consisting of consumers 

that reside in Metro Manila with different backgrounds in terms of 

purchasing clothing lines of brands. The study has identified that 

brand image has a moderately significant effect on consumers’ 

purchasing behavior. The research has also shown that a 

consumer's perceived value has a significant but not strong effect 

on the consumer's purchasing behavior. In general, brand image 

and consumers’ perceived value only impact the purchasing 

behavior of consumers slightly. The consumers are not conscious 

in terms of the brand image of the clothes they buy as they also 

prefer cheap but good-quality clothing. This finding has important 

implications for companies in terms of deciding whether they need 

to majorly invest their resources in their brand image or not. Also, 

it aids them in planning in terms of fulfilling the customer's 

perceived value since it does not have a strong effect on their 

buying behavior.  
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INTRODUCTION 

 

Consumer behavior is one of the factors that marketers need to 

take into consideration when it comes to producing new products. 

To be able to learn the feasibility of the new products to be 

produced, a study or research is done in order to understand the 

consumers’ preferences and their buying behavior. This research 

aims to study the impact of the product brand image in consumer 

buying behavior for clothing lines where there are little to no 

studies about the impact of product brand image and perceived 

value in consumer buying behavior in the Philippines. Kaemingk 

(2019) said that brand image is the consumer's impression of a 

specific brand. As time passes by, the consumer’s impressions will 

evolve, and they will have different perspectives and impressions 

about the brand. Moreover, the perceived value is the consumer's 

own opinion about a certain product or service that is measured by 

the price that the consumers are willing to pay. The consumer's 

perceived value is also used as a comparison to the products of the 

competitor (Kopp, 2020).  

According to Gajjar (2013) consumers buy various products 

depending on their needs and wants, and so, products are 

especially designed and created for the consumers which yields 

satisfaction. Consumer buying decisions include a variety of steps 

with purchase behavior as its last post; steps like recognition of 

need, search for the information, evaluation of alternatives, 

selection. Consumer behavior is affected by a lot of factors that 

drive them toward buying. Growing businesses everywhere in the 

world have a far and wide objective of building up their brand 

image (Nasar et al., 2012). Producing the best quality brand yields 
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a positive brand on companies together with the assistance of 

legitimate and satisfactory brand positioning through advertising. 

By providing the best product or brand with a budget-friendly price, 

a company can attain maximum share.  

The research will show brands or companies the factors to help 

them construct a strong brand image and customer perception 

which they could individually focus on. Defining its factors may 

also help marketers decide on how to present their products to 

consumers which would influence the perceived value of the brand 

(Radu, 2021). Rahman, Haque, & Hussain (2012) analyzed that 

building a strong brand image is an important way for companies 

to distinctly acquire new customers and retain old customers. 

Moreover, implementing corporate social responsibility policies 

that are customer-based into organizational strategies may also 

provide a competitive advantage (Francés & Tomás, 2019).  

To understand the logic of target customers in the fashion 

industry, brands have to engage with meanings and symbols. 

Consumers are likely to purchase fashion brands that have a 

distinct brand image as it is important for a brand to generate what 

kind of factors a consumer would be influenced by to purchase a 

product where their wants and needs are created (Bilgin, 2018; Cho 

& Fiore, 2015). In determining consumers in the retail industry, 

Riaz (2015) gave the importance of perceived values in product 

brands wherein it is reflected in consumers' buying behavior 

towards the different brands. Perceived quality and price affects 

the purchasing behavior of consumers as most prefer high quality 

products with reasonable price range and product design (Joseph, 

2017).  

The objective of the research is to find out if the subscales have 

a positive or negative relationship between brand image and 

perceived value in order to answer their research questions. 

Specifically, they want to know which subscale do the respondents 
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feel highly satisfied with and determine how significantly brand 

image and perceived value affect the consumers’ purchasing 

behavior. The study also aims to determine the impact of brand 

image and perceived value on consumers’ purchasing behavior. 

The researchers aim to answer the following questions:  

Is there a significant effect between brand image and the 

buying behavior of consumers in connection with clothing lines? 

Is there a positive impact on consumer perceived value towards 

consumer's purchasing behavior? 

Is perceived value an important factor for consumers when 

purchasing from a clothing brand?  

 

LITERATURE REVIEW 

 

Brand image is a group of associations which makes 

discernment about an offering within the intellect of the target 

consumers. The consumer’s mindset about a brand shows that 

there is a certain type of brand that consumers have in their mind. 

Similarly, it is formed through the consumer in which includes the 

overall appeal, ease of use, functionality, fame and overall value 

from the consumers’ point of view (Arora, 2018). The perceived 

image incorporated evaluative, but indefinitely conscious, 

considerations of the respective strengths and weaknesses of a 

certain brand.  On the other hand, perceived value is the tradeoff 

between what the consumer will receive and the price that they are 

willing to pay for a product or service. It is the inherent value that 

consumers perceive the product or service to be where subjectivity 

is determined (Chahal & Kumari, 2012). Brands disseminate 

information about their products and create associations that 

affect the consumer’s view in the purchase process (Chovanová et 

al., 2015). Consumer perception is essential to decision-making as 

perception is strongly affected by branding (Guliyev, 2017). 
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Brand Image 

Brand image is significant in light of the fact that it impacts 

customers' buying behaviors (Bian & Moutinho, 2008). Djatmiko 

and Pradana (2015), likewise, reasoned that brand image 

essentially impacts buying choices. Albari & Safitri (2018) further 

supported brand image impacting customers' buying decisions to 

purchase notable imitations, either somewhat or at the same time. 

The independent variable of brand image fundamentally impacts 

the buying decisions of purchasers by accentuating item quality, 

giving certified data about the item's attributes, and subsequently 

diminishing apparent dangers (Huang & Sarigollu, 2014).  

Ferrinadewi (2008) stated that the brand image is an idea made 

by customers for reasons abstract and individual feelings. Added 

brand image has three measurements: Image creator, store picture 

and product image. Purchasing behavior is the mental, social and 

financial circumstance of the customers to purchase marked 

clothes. Customer conduct of buying marked clothes is at risk to 

change because of numerous elements. The idea of style industry 

wheeled on the lot of web-based media, web and TV which lead to 

roll out quick improvements in this area. Marked clothing is a 

significant part of the current design industry. Notwithstanding 

creating self-assurance, the marked clothes foster uplifting 

perspective and superficial points of interest among clients. 

Keeping this in view, the current investigation was intended to 

archive the various variables that influence the level of shopper's 

purchasing conduct for marked clothes. The design industries are 

prescribed to take brand image into account while outlining 

appropriate approach measures to improve level of shopper's 

purchasing conduct towards marked clothes (Kumar, 2018). 

Consumer behavior incorporates the practices of people or 

gatherings of customers in evaluating a thing to be purchased 

(Pavlou, Liang, & Xue, 2007). Additionally, it is affected by 
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different components, like instructive level, age, pay level, taste, 

etc. As per Sasmita and Suki (2015), purchasing choice is impacted 

by brand image. In the interim, as indicated by Alwi et al. (2016), 

purchasing choice is affected by brand trust. Moreover, Beneke et 

al. (2013) found that purchasing choice is impacted by the quality 

and cost. 

Consumers interpret inclusivity and diversity of a brand based 

on their own personal experiences, culture and beliefs, and 

background. Concerning the connection of consumers to the brand, 

it was argued that a brand must integrate and incorporate the 

products and services into the culture or factor of inclusivity for the 

brand to align from a consumer's perspective (Pang, Slaton, & 

Chung, 2019; Grassi & Wigley, 2018). Buyers give significance to 

brands and relate their notoriety with various other brands. They 

see brands in alternate points of view and anticipate better quality 

brands. With the progression of time assuming brands fulfill the 

needs of the consumers, they become faithful with the brand and 

fabricate a long-life relationship with that particular brand (Riaz, 

2015).  

Consumers' associations to the brand is in consideration of the 

brand's corporate social responsibility (CSR) which is based on the 

brand image of the company in the fashion industry (Djatmiko & 

Pradana, 2015). Perceived relationship quality and relationship 

strength essentially affected purchasing expectation, and 

purchasing aim and relationship strength fundamentally affected 

by behavior. A superior relationship quality prompted a more 

grounded buy aim for consumers with more vulnerable relations 

with the retailer, while a more grounded goal prompted more buy 

conduct for consumers with a more grounded connection with the 

retailer (De Cannière, 2010).  
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On the other hand, there has been no recent studies or articles 

supporting that there is a negative relationship between brand 

image and consumer purchasing behavior. 

H1: Brand image has a significant effect on consumer 
purchasing behavior. 

H01: Brand image has no significant effect on consumer 
purchasing behavior. 

 
Consumer Perceived Value 

Purchasers are extremely reasonable with regards to judging 

what benefits they wish to get from purchasing items or 

administrations they pay for (Al-Mamun & Rahman, 2014). Price 

perception extraordinarily influences a customer's choice to buy an 

item. The impression of price clarifies data about an item and gives 

a profound significance to the buyers (Kotler et al., 2016). Faith 

and Agwu (2014) found price as a significant factor in purchasing 

behavior, particularly for items that consumers have a long time to 

decide on and thus, it impacts the decisions of the consumers in 

which store, item, or brand to perceive. Data from several studies 

also suggest that the most important factors that influence a 

consumer’s final decision in purchasing a product are the price and 

quality (Ismail et al., 2012; Parson & Vancic, 2020). Since the 

buyers typically partner the price of the brand with its quality, a 

brand priced too low could be perceived as an inferior quality item 

of a brand (Amron, 2018). 

To better understand the influence of consumer perception and 

its effects, Amini et al. (2014) analyzed that the perceived value of 

a product influences the purchasing behavior of the consumer in 

regards to their first impression of the product. Based on different 

brands that sells similar offerings with no difference in prices, 

perceived price of the consumers will have a negative impact as 

brand this will give the consumers the opportunity to switch 
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brands and demand for lower prices on high-quality clothes (MTI, 

2020; Chinomona, 2016; Das, 2016; Mathew & Thomas, 2018). In 

this particular situation, it will make it harder for clothing brands 

to acquire loyal customers. On the other hand, Zalis (2019) 

indicated that some issues emerging from brands recognizing 

perceived quality relates specifically to brand engagements and 

advertisements that enhance consumers' brand perceptions in 

which it also increases the purchase intent and loyalty of 

consumers. This view is further supported by Ghosh et al., (2016) 

who concluded that the performance of a brand establishing a 

product to an inclusive market will be determined by the 

relationship of the consumers' perceived value of the brand and the 

brands actions. 

H2: Consumer perceived value has a positive impact on 
consumer purchasing behavior. 

H02: Consumer perceived value has a negative impact on 
consumer purchasing behavior.  

 
METHODOLOGY   

 

Quantitative research design was used to determine the impact 

of brand image and consumer perceived value on consumers’ 

purchasing behavior of clothing brands. Survey questionnaires 

was utilized for the collection of required data of the respondents 

regarding the independent variables: brand image and consumer 

perceived value. The questionnaires contain questions that are 

fairly like each other (same question, different wording) in order to 

ensure that the responses are consistent as their answers will be 

based on a Likert scale (4 = Strongly Agree; 3 = Agree; 2 = Disagree; 

and 1 = Strongly Disagree). For the data gathering process, Google 

forms were utilized in distributing the questionnaires to the 
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respondents. Journal articles were used for the organization of the 

results and updates on the research. 

The respondents were selected through the purposive sampling 

method, a total sample size of 209 respondents that consists of 

consumers that reside in Metro Manila regardless of gender with 

different backgrounds in terms of purchasing clothing lines of 

brands. The Raosoft sample size calculator was used to determine 

the sample size of 209 respondents with a 6.93% margin of error 

and an alpha at .05 level of significance. The sample size was also 

based on previous studies with a similar range of population 

(Amron, 2018; Sallam, 2016). The reliability test was conducted for 

determining the consistency of survey questionnaires in which the 

researchers used Cronbach’s alpha which resulted in a 0.93 value 

or excellent internal consistency. The process of the research paper 

includes organizing the data for analysis (data preparation), 

describing the data, and interpreting the data (assessing the 

findings against the adopted evaluation criteria) through Pearson’s 

r, Analysis of Variance (ANOVA), and regression analysis as 

statistical treatments. 

 

FINDINGS  

 

In order to assess the significance of the variables, Pearson’s 

correlation coefficients were used. The results of the correlational 

analysis of consumers’ knowledge of brand image and consumer 

purchasing behavior are shown in Table 1 where the value of 0.561 

is considered to have a moderately strong correlation. Table 2 

shows ANOVA results for the model validity. In Regression 

Statistics of table 3, Multiple R is the correlation which was 

mentioned earlier that results in moderately strong correlation 

between the brand image knowledge and brand image on consumer 

behavior. The coefficient of determination or the R square is the 
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effect of the brand image on consumer purchasing behavior which 

is 31.40%. Through ANOVA, with 0.000 P-value or Significance F, 

this will accept the Regression Analysis. Thus, brand image 

knowledge (BIK) has a significant effect on consumer purchasing 

behavior (BICB).  

 

Table 1. Correlation analysis of BIK and BICB 

Variables 
Brand Image 

Knowledge 

Brand Image on 

Consumer 

Behavior 

BIK 
1 

 
 

BICB 0.561 1 

BIK: Brand Image Knowledge, BICB: Brand Image on Consumer 

Behavior 

 

Table 2. ANOVA of BIK and BICB 

 
df SS MS F p 

Regression 

Residual 

Total 

1 

207 

208 

18.214 

39.738 

57.952 

18.214 

0.192 

  

94.880 

  

0.000 

  

 

Table 3. Regression analysis of BIK and BICB 

 Coeff Std Error t  p 

Intercept 1.381 0.164 8.444 0.000 

BIK 0.513 0.053 9.741 0.000 

Multiple R = 0.561, R Square = 0.314, Adjusted R Square = 0.311, 

Standard Error = 0.438, Observations = 209 
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According to these data, we can infer that the alternative 

hypothesis of brand image has a significant effect on consumer 

purchasing behavior in which it is further supported by past 

research. Based on the result of coefficient of determination or the 

R square on the effect of brand image on consumer purchasing 

behavior, with a value of 31.4%, it slightly complies with the study 

of  Bian & Moutinho (2008). In which it stated that brand image is 

significant in light of the fact that it impacts customers' buying 

behaviors; since the Pearson's correlation showed that brand 

image only has a moderately strong correlation meaning it's still 

significant but not strong. Likewise, Bilgin (2018); Djatmiko and 

Pradana (2015); Huang and Sarigollu (2014) confirm that 

consumers are likely to purchase fashion brands that have a 

distinct brand image (Bilgin, 2018). 

 

Table 4. Correlation analysis of PVI and PVCB 

 Perceived Value 

Importance 

Perceived Value on 

Consumer Behavior 

PVI 1  

 

PVCB 0.624 1 

PVI: Perceived Value Importance, PVCB: Perceived Value on Consumer 

Behavior 

 

Table 5. ANOVA of PVI and PVCB 

 df SS MS F p 

Regression 

Residual 

Total 

1 

207 

208 

18.210 

28.514 

46.724 

18.210 

0.138 

  

132.198 

  

0.000 
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Table 6. Regression Analysis of PVI and PVCB 

 Coeff Std Error t p 

Intercept 1.269 0.151 8.421 0.000 

PVI 0.495 0.043 11.498 0.000 

Multiple R = 0.624, R Square = 0.390, Adjusted R Square = 0.387, 

Standard Error = 0.371, Observations = 209 

 

The results of the correlational analysis of consumers’ 

knowledge of perceived value and consumer purchasing behavior 

are shown in Table 4 where the value of 0.624 is considered to have 

a strong correlation. It is also apparent from table 6 that the 

independent variable of consumer perceived value has a 39.00% 

chance of affecting the dependent variable of consumer purchasing 

behavior. Furthermore, the results of the ANOVA on consumers’ 

perceived value and consumer purchasing behavior are shown in 

Table 5 where the Significance of F shows a value of 0.000 

indicating that it's statistically significant. This indicated that 

perceived value and consumer purchase value may predict the 

purchasing behavior of consumers. Thus, a consumer’s perceived 

value (PVI) has a significant effect on consumer purchasing 

behavior (PVCB) as shown in Table 6.   

These results show support to the alternative hypothesis of 

consumer perceived value having a positive impact on consumer 

purchasing behavior. The independent variable of perceived value 

importance has a strong relationship and influence in affecting the 

purchasing behavior of the consumer. Additionally, based on the 

result of coefficient of determination or the R square on the effect 

of consumer's perceived value on consumer purchasing behavior 

with a value of 39%, it slightly complies with the study of Faith 

and Agwu (2014); Kotler et al., (2016) in which they stated that 
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they found price as a significant factor in purchasing behavior. The 

impression of price clarifies data about an item and gives a 

profound significance to the buyers.  

 

CONCLUSION  

 

As previously mentioned, the aim of the present research was 

to examine the effect of brand image and consumers’ perceived 

value on consumers’ purchasing behavior. The study has identified 

that brand image has a significant but not strong effect on 

consumers’ purchasing behavior with a 31.4% coefficient of 

determination. The research has also shown that a consumers’ 

perceived value has a significant but not strong effect on the 

consumer's purchasing behavior with a 39% coefficient of 

determination.  

These findings suggest that in general, brand image and 

consumers’ perceived value only impact the purchasing behavior of 

consumers slightly. The consumers are not conscious in terms of 

the brand image and perceived value of the clothes they buy as they 

also prefer cheap but good-quality clothing. The significance of the 

study will allow companies to use these results in terms of deciding 

if they need to majorly invest their resources on their brand image 

or not. This will also help aid them in planning in terms of fulfilling 

the customer's perceived value since it does not have a strong effect 

on their buying behavior.  

For future research, the researchers recommend broadening 

the area of respondents in which the sample size can represent a 

general population. This information can be used to develop 

targeted comparisons of age and gender in terms of brand image 

and perceived value as they affect consumer purchasing behavior. 

Moreover, qualitative research should be used in future research 

to further support the interpretation of the current findings.  
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