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Abstract
This study is to verify the shopping tendencies on online shopping of fashionable clothing. This study selected
the convenience sampling method to verify online shopping behaviors among undergraduate college students,
who are completely comfortable with online technology. The purposes of this study were to explore how product
attributes style and brand attributes impact online purchasing intention among college students. This study
revealed that clothing involvement in style and brand attributes ultimately affecting internet shopping intention.
When college students were looking for their clothing through the internet, they first recognized the famous
brand names or the well-known brand products. However, when they made a purchasing decision online
shopping, the style attributes more strongly impacted on the online shopping intention rather than the brand
attributes. Hence, many college students show stronger clothing concerns associated with style attributes rather
than brand attributes before purchase decision. This study concludes that product attributes are the main factors
that improve online business among the college students.
Keywords: online shopping behavior, product attributes, clothing involvement, shopping intention, college
consumers
1. Introduction
The aim of this study is focus on African American college students to understand of their online shopping
behaviors in fashion since there is a little research about the target consumers. Knowing what product attributes
these young online consumers considers while purchasing their clothing will help online retailers improve their
clothing selection process. This study proposes an integrate model that demonstrates the effects of product
attributes and clothing involvement on online shopping.
Currently, online markets and stores has revolutionized shopping experiences for several customers. Especially
due to the Coronavirus 19 (COVID-19) pandemic, the popularity of online shopping has skyrocketed and has
become an integral part of everyday life. After all it is estimated that over 300 million Americans will shop
through online platforms by 2023, and that nine out of ten Americans (91% U.S. population) will do so with
electronic devices, such as cellphones, laptops, and i-pads (Ouellette, 2022; Mohsin, 2020). In addition, online
shoppers usually spend around $21.00 to $50.00 for fashionable clothing, footwear, and accessories (Sabanoglu,
2021).
African-American consumers are more frequently to shop online than the average Americans (Nielsen, 2020).
While African Americans consist only of 14% of the total population in U.S. (Cavill, 2019), their purchasing
power will reach $1.8 trillion in 2024, up from $1.4 trillion in 2019. Hence, African-American consumers are an
important market segment in an American economy as they shop for clothing, which is the number one item in
online shopping categories (Nielsen, 2020).
Additionally, college students and young consumers between the age of 18 and 34, which is 38% of the African
Americans population, greatly affect online markets and retails (Cavill, 2019). Many African Americans college
students buy many different categories of clothing from a variety of online applications (APPs) and marketplaces,
such as Amazon.com, Target.com, and Walmart.com, even if they cannot directly touch, feel, and try the
clothing (Pinkett, 2020; Sabanoglu, 2021; Ouellette, 2021).
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The market of African American college students is a big potential growth market. Especially since young
college consumers are growing up with high technology like computers, smartphone, electronic devices, and
internet, online shopping has become an integral part of college students’ social lives. In fact, among the online
fashion clothing shoppers, around 50% of college students actively use the fashion shopping applications (APPs)
to buy their clothing (Sabanoglu, 2021; Ouellette, 2021; Lissitsa, & Kol, 2016). Hence, as young consumers play
a great role in the consumption process of fashion products (Nielsen, 2020), it is rather important to especially
understand the online shopping behaviors of African Americans college students in order to prepare the future
online marketing strategies in fashion.
Hence, this study will focus on the online shopping behaviors in African American college, specifically in
fashion, which could tremendously help retailers.
2. Literature Review and Hypotheses Development
2.1 Involvement
Involvement is generally considered the most important concept to understand the consumers’ shopping and
purchasing behaviors in marketing and retailing research area over the last 6 decades (Krugman, 1965, Tigert et
al., 1976; Bloch et al., 1986; Rothschild, 1984; Zaichkowsky, 1986). Involvement is highly linked to consumers’
feeling of interest, inherent needs, values, and enthusiasm for various product categories (Tigert et al., 1976;
Rothschild, 1984; Zaichkowsky, 1986). Each person has the different degree of involvement in product
categories. The level of involvement is closely related to the personal relevance of objects, and is deeply
influenced by the consumers’ behaviors and attitudes (O’Cass, 2000). If consumers have a high level of product
involvement, they are searching for a product a long time with the help of various resources; these products tend
to be highly priced and durable (Tigert et al., 1976; Zaichkowsky, 1986; Evrard & Aurier, 1996; O’Cass, 2000;
Warrington & Shim, 2000; Seo et al., 2001; Michaelidou & Dibb, 2006; Seo & Namwamba, 2014; Seo, 2016;
Johnson et al., 2017; Dillahunty & Seo, 2019).
There are many methods of measuring involvement because involvement is related personal characteristics and
lifestyle. While it is hard to measure involvement directly, according to the results of Fairhurst, Good, and
Gentry’s research (1989), the Personal Involvement Inventory (PII) of Zaichkowsky (1986) has a highly reliable
and valid measurement for product involvement including clothing. Hence, this study uses PII of Zaichkowsky
(1986) for measuring clothing involvement. Within this measurement, the level of involvement is significantly
associated with product attributes, such as product style, brand image, brand preference, and brand loyalty
(Warrington & Shim, 2000; Chandrashekaran & Grewal, 2003; Seo & Namwamba, 2014).
2.2 Product Attributes
Clothing tends to have a high product involvement because of its durability, long-term ownership after consumer
purchase, and self-expression in everyday life. According to the results of Shim and Kotsiopulos (1992),
consumers who have a high-involvement are also likely to purchase brand names of clothing and aware of
fashion trend. Finally, research has shown that high levels of involvement is highly associated with the product
attributes. Consumers tend to pay attention to product attributes before or during purchasing their clothing such
as clothing style, fit, color, fashion brand, image, quality, design, and price (Shim et al., 1992; Warrington &
Shim, 2000; Seo et al.,2001; Jin et al., 2010; Lee & Nguyen, 2017; Seo & Namwamba, 2014; Johnson et al.,
2017; Samala & Singh, 2019). Even with the importance of product attributes, little is known in respect to
African-American consumers’ shopping behaviors. Thus, an empirical study is conducted to show the influence
of product attributes on the online shopping intention of African American online consumers.
3. Research Method
3.1 Research Hypotheses
This study investigates clothing involvement related to product attributes. In order to understand
African-American college students’ online shopping behaviors, the following hypotheses are suggested to
demonstrate the online shopping intention.
H1a. African-American college students with high Clothing Involvement tend to have a positive effect on Style
Attributes.
H1b. African-American college students with high Clothing Involvement tend to have a positive effect on Brand
Attributes.
H2. African-American college students’ positive Style Attributes highly lead to shopping intention online.
H3. African-American college students’ positive Brand Attributes highly lead to shopping intention online.
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To summarize, the hypotheses are constructed to be tested in a structural model with online shopping intention as
the performance variable (see Figure 1). The concept of online shopping intention is regarded as a planned
commitment.

Figure 1. Proposed hypotheses model of structural model for African-American college students’ online
shopping intention
3.2 Data Collection
This study used convenience sample of African-American college students from the randomly selected classes at
two universities in the Southeastern region in United States. A self-administered questionnaire was conducted for
this study. After deleting incomplete responses of questionnaire, 240 responses comprise the final samples for
this study. The responses spend 15 to 20 minutes to complete the questionnaire. The data are analyzed to explain
the unique online shopping intention among African-American college students using structure equation
modeling (SEM). The path coefficient in SEM is made to test the hypotheses.
3.3 Questionnaire Development
Multi-items scales were used to measure all independent variables. The short version of Zaichkowsky’s Personal
Involvement Index (PII) (1986) was used to measure clothing involvement. Participators were asked to evaluate
level of 7 items on 7-point bipolar scales by indicating their opinion about clothing involvement (e.g., “important
(7)” - “unimportant (1)”, “Valuable (7)” - “worthless (1)”, etc). Eight selected items were adopted from
Warrington and Shim (2000) to measure product attributes. Participants were requested to indicate their level of
the importance of each product attribute description on a 7-points Likert-type scale (1= “of no important” to 7=
“extremely important”). Four questions were employed to measure online shopping intention from the Georgia
Institute of Technology of Graphics Visualization and Usability (GVU) Center’s 10th WWW user survey (1998).
These four questions were modified by researchers to suite this study. Participants were requested to evaluate the
level of agreement on each statement utilizing a 7-point Likert scale of 1= “strongly disagree” to 7= “strongly
agree.” The questionnaire included 9 questions about demographic information.
4. Data Analysis and Results
The data of 240 questionnaire consisted of all African-American college students with various major areas. The
majority of participants were female (62.5%), and 89.2% of respondents were single within the range of 18
through 24 years old. In addition, 58.3% of participants were employed in part- or full-time job during their
academic year.
Principle component factor analysis with Varimax rotation was conducted to maintain the scale’s dimensionality.
The factor loading less than 0.50 were eliminated, and items with factor loading greater than 0.50 were retained
as a factor. As a result, a model of four factors with 16 items appeared. Every factor loading ranged from 0.76 to
0.96 was acceptable. If the loading values were lower than 0.70, the researcher eliminated three statements. All
factor loading were significant, exceeding 0.75, and t-values ranged from 3.57 to 21.97. To assess reliability of
observed items, Cronbach’s alpha (α) was calculated. The composite reliabilities ranged from 0.79 to 0.93. The
Cronbach’s alpha (α) values of all variables were greater than 0.79, which indicated that the items under
constructs had a strong reliability (Bagozzi & Yi, 1988). The average variance extracted (AVE) and the
composite reliabilities (CR) estimates of all indicators of constructs were calculated. All AVE were greater than
the threshold of 0.50. The results of the measurement model, including four latent constructs with 16 items as
shown in Table 1, exhibited an excellent model fit. The results of mean, standard deviation (SD), median, and
Cronbach’s alpha (α) are provided in Table 2. Discriminant validity of the model was tested by comparing
maximum squared correlations squared variances (MSV) with the AVE estimates. The all AVE estimates for all
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constructs (ranged from .81 to .91) exceeded the MSV estimates (ranged from .10 to .32) that suggest that all the
constructs are sufficiently distinctive from each other, which supports discriminant validity. A matrix of AVE and
MSV for discriminant validity is shown in Table 3.
Table 1. Results of measurement model
Latent Variables

CFA
Items

α

Clothing
Involvement

t-value

.93

CR

AVE

.93

.81

.94

.89

.88

.84

.90

.91

Clothing is:
Important

.87

-

Essential

.87

18.03***

Valuable

.84

16.95***

Needed

.80

15.40***

Concerns

.78

14.89***

Matters

.77

14.58***

Beneficial

.76

14.56***

.96

21.97

***

.89

19.17***

.87

-

.85

17.88***

Good Match to my image and figure

.87

14.09***

Nice Color and stylish design

.86

13.95***

Good Fit

.80

-

Well-Known brand

.82

3.57***

Brand Symbol affixed to clothing

.80

-

Internet Shopping
Intention

Loading

.94
Future:
I intend to purchase from the internet apparel (clothing)
retailer in future.
Business:
I have a favorable attitude toward continuing to do
business with the internet apparel (clothing) retailer over
the next few years.
Visit:
I intend to continue to visit the Internet apparel
(clothing) retailer’s site in the future.
Years:
I intend to continue doing business with the Internet
apparel (clothing) retailer over next few years.

Style Attributes

.88

Brand
Attributes

.79

Notes.

Standard estimate, χ² = 181.58 (df= 96), p< .0001; AGFI= .88, GFI= .92, NFI = .94, CFI = .97; Standardized SRMR= .05;
RMSEA= .06, **p < 0.05; **p < 0.05, ***p < 0.001
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Table 2. Descriptive statistic results of variables
Variables

Mean

SD

Median

Cronbach’s

Clothing Involvement

5.60

1.45

6.00

0.93

Style Attributes

5.99

1.25

6.50

0.88

Online Shopping Intention

4.43

1.71

4.50

0.94

Brand Attributes

4.35

1.70

4.50

0.79

Notes: Scores ranged from 1 (Of No Important) to 7 (Extremely Important) or Scores ranged from 1 (Strongly Disagree) to 7 (Strongly
Agree). Correlation is significant at the 0.05 level (2-tailed).

Table 3. Discriminant validity assessment matrix of the measurement model
Clothing
Latent Variables

Style Attributes

Online Shopping Intention

Brand Attributes

Involvement

Clothing Involvement

0.81

Style Attributes

0.10

0.84

Online Shopping Intention

0.10

0.32

0.89

Brand Attributes

0.08

0.24

0.19

0.91

Notes: Boldfaced: Average variance extracted (AVE). Other estimate are Maximum Shared squared Variances (MSVs)

4.1 Hypotheses Testing
The paths to be tested were four hypotheses, which were evaluated within the model as a whole. The dependent
variable was online shopping intention. The overall Structural Equation Modeling (SEM) model fit was adequate:
χ² = 181.58, df= 96, p= .000; AGFI= .88, GFI= .92, NFI = .94, CFI = .97; Standardized SRMR= .05;
RMSEA= .06. The result indicated that the relationship between clothing involvement and style attribute (H1a)
was not significant (β= 0.10, p= 0.142); however, the significant effect of clothing involvement on the brand
attributes (H1ab) was identified (β= 0.18, p< 0.05). Therefore, H1a was not support, and H1b was supported.
Interestingly, there was a strong positive affect of style attributes on online shopping intention (β= 0.29, p< 0.001)
in H2. The result of H2 was significant and supported. The result of H3 demonstrated that brand attributes had a
significantly positive impact on online shopping intention (β= 0.16, p< 0.05). Therefore, H3 was supported. The
results of the hypotheses are displayed in Figure 2.
5. Discussion
As predicted by the hypotheses model of SEM, clothing involvement and product attributes (style and brand
attributes) had the most influences on online shopping intention. The study finds that most African-American
students have highly involvement with clothing. The mean score of clothing involvement is 5.60, which is higher
than the median of 4 of 7-point bipolar scale, indicating African-American students’ strong interests in clothing
and fashion. This study obtains that the median score of clothing involvement is 6.00, and standard deviation of
clothing involvement is 1.45 as shown in Table 2. Hence, this study confirms the previous research (Shim &
Kotsiopulos, 1992; Seo & Namwamba, 2014; Seo et al., 2001; Johnson, et al, 2017) that the clothing is an
essential and important product in the life of college students. College students consider that clothing is
beneficial and needed item to express their personality among their aged group.
An interesting find within this study is that when African-American college students search and browse the
internet for clothing, they first consider well-known brand clothing and brand symbol. Young college consumers
tend to trust that well-known brand companies carry high quality, fashionable, and trendy products. They also
believe that the brand named clothing with brand symbol can support developing personal image. Consistent
with Warrington and Shim (2000), there is a positive relation between high level of product involvement and
brand commitment.
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Figure 2. Results of hypotheses testing for African-American College Students’ Online Shopping Intention
Note: Dotted lines indicate non-significant Relationship; Structural paths in bold represent significant. χ² = 196.85 (df= 98), p= .000,
AGFI= .87, GFI= .91, NFI = .93, CFI = .97; Standardized SRMR= .05; RMSEA=.07. ** p < 0.05, *** p < 0.001.

However, when African American college students make a purchasing decision through internet, the factor of
style attributes strongly impact on the online shopping intention rather than the brand attributes. After all,
clothing is one of tools to show off consumers’ unique personal styles, appearance, and self-confidence. Thus,
these college students mainly consider three variables: good fit of clothing, color, and good match of unique
personal image. Good fit is one of the important variables when college students purchase their clothing online
since they do not want to wear clothing that does not fit properly. The results of this study confirm the previous
results of Zhang et al., (2002).
Additionally, the results of SEM model indicate that African-American college students’ attitude toward to buy a
clothing has the positive online shopping intention in the future as shown in Figure 2. One of the reasons might
be that African-American college students are satisfied with their online shopping experience; hence, they would
like to maintain their online shopping behaviors, and online shoppers would have to take note of this trend.
Overall, this research has identified that the level of clothing involvement and product attributes (brand and style
attributes) as significant factors to consumers’ online shopping intention. This result is important for retailers as
they can improve their clothing selection process in order to result in higher sales; after all, knowing what the
consumer wants as a seller is important.
6. Conclusion
With the increasing popularity of online shopping, it is important to understand the consumer’s intentions. This
study determined African-American college students’ clothing involvement and online shopping behaviors. The
model is composed of four latent variable with sixteen indicators. The result of SEM model fit reveals that the
level of clothing involvement, which is one of the strong determinant factors in style and brand attributes,
ultimately affecting the internet shopping intention. The factor of style attributes is more likely to influence than
the factor of brand attributes when African-American college consumers are making an online shopping decision.
African-American college students highly intend to continue purchasing their clothing through the online
markets and have a unique purchasing pattern when they are shopping online.
7. Implications
The internet retailers should consider a niche market for African-American young consumers because these young
consumers may hold a big potation of online consumption in the future. This study enhances the importance of
clothing involvement and product attributes in African-American college consumers’ online shopping intention.
In order to develop long-term business relationship with African-American young consumers, online clothing
retailers should include in their website their brand image, product information, such as size, color, material, and
style, user-friendly directions, and different delivery options in order to increase online shopping experiences and
sales.
8. Limitations and Future Research
This study have several limitations. This research focuses only single product, which is clothing. Also, geographic
and racial differences among college students can affect individual’s value weights which can influence
purchasing behavior. Future studies could include other factors, such as price, quality, and online feedback, which
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may influence the online shopping intention. In addition, future research would test the relationship between
online and offline purchasing intention to understand consumers’ online shopping behaviors.
Acknowledgments
This work was supported by the USDA National Institute of Food and Agriculture, Evans-Allen project
accession number: 1016007.
References
Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural models. Journal of the Academy of Marketing
Science, 16, 74-94. https://doi.org/10.1007/BF02723327
Bloch, P. H., Sherrell, D. L., and Ridgway, N. M. (1986). Consumer search: An extended framework. Journal of
Consumer Research, 13(1), 119-126. https://doi.org/10.1086/209052
Cavill, S. (Feb. 27, 2019). The spending and digital habits of black consumers present opportunities for
marketers.
DMS
Insights.
Retrieved
from
https://insights.digitalmediasolutions.com/articles/black-consumers-digital#:~:text=The%20Spending%20A
nd%20Digital%20Habits%20Of%20Black%20Consumers%20Present%20Opportunities%20For%20Marke
ters,-February%2027%2C%202019&text=The%20108%25%20increase%20in%20Black,)%20during%20t
he%20same%20period.%E2%80%9D
Chandrashekaran, R., & Grewal, D. (2003). Assimilation of advertised reference prices: the moderating role of
involvement. Journal of retailing, 79(1), 53-62. https://doi.org/10.1016/S0022-4359(03)00002-2
Dillahunty, T. J., & Seo, J. I. (2019). Clothing Involvement Profiles of African-American Students for Marketing
Strategies. International Journal of Marketing Studies, 11(1), 1-10. https://doi.org/10.5539/ijms.v11n1p10
Evrard, Y., & Aurier, P. (1996). Identification and validation of the components of the person-object relationship.
Journal of Business Research, 37(2), 127-134. https://doi.org/10.1016/0148-2963(96)00054-9
Fairhurst, A. E., Good, L. K., & Gentry, J. W. (1989). Fashion involvement: An instrument validation procedure.
Clothing and Textiles Research Journal, 7(3), 10-14. https://doi.org/10.1177/0887302X8900700302
GVU’s 10th WWW user survey general demographics summary (October, 1998). GVU’s WWW user surveys
Retrieved from https://www.cc.gatech.edu/gvu/user_surveys/survey-1998-10/questions/purchase.html
Jin, B., Park, J. Y., & Ryu, J. S. (2010). Comparison of Chinese and Indian consumers' evaluative criteria when
selecting denim jeans: A conjoint analysis. Journal of Fashion Marketing and Management: An
International Journal, 14(1), 180-194. https://doi.org/10.1108/13612021011025492
Johnson, C., Banks, L., Smith, D., & Seo, J-I. (2017). The effect of product involvement on store preference and
clothing benefits sought for African-American female students. Journal of Applied Business Research,
33(1), 107-114. https://doi.org/10.19030/jabr.v33i1.9871
Krugman, H. E. (1965). The impact of television advertising: Learning without involvement. Public Opinion
Quarterly, 29(3), 349-356. https://doi.org/10.1086/267335
Lee, J., & Nguyen, M. J. (2017). Product attributes and preference for foreign brands among Vietnamese
consumers.
Journal
of
Retailing
and
Consumer
Services,
35,
76-83.
https://doi.org/10.1016/j.jretconser.2016.12.001
Lissitsa, S., & Kol, O. (2016). Generation X vs. Generation Y–A decade of online shopping. Journal of Retailing
and Consumer Services, 31, 304-312. https://doi.org/10.1016/j.jretconser.2016.04.015
Michaelidou, N., & Dibb, S. (2006). Product involvement: an application in clothing. Journal of Consumer
Behaviour: An International Research Review, 5(5), 442-453. https://doi.org/10.1002/cb.192
Mohsin, M. (2020). 10 social media statistics you need to know in 2020”, Retrieved from
https://www.oberlo.com/blog/social-media-marketing-statistics#:text5Here’s%20a%20summary%20of%20
the,are%20active%20social%20media%20users
Nielsen. (Oct. 19, 2020). The African American Diverse Intelligence Series 2020: Power of the Black
Community-From
movement
to
movement.
Retrieved
from
https://www.aaccnj.com/uploads/1/1/9/3/119359461/oct_2020_african_american_diverse_intelligence_repo
rt.pdf

77

ijbm.ccsenet.org

International Journal of Business and Management

Vol. 17, No. 9; 2022

O’Cass, A. (2000). An assessment of consumer’s product, purchase decision, advertising and consumption
involvement in fashion clothing. Journal of Economic Psychology, 21(5), 545-576.
https://doi.org/10.1016/S0167-4870(00)00018-0
Ouellette, C. (January 6, 2021). Online Shopping statistics you need to know in 2021. Optinmonster. Retrieved
from https://optinmonster.com/online-shopping-statistics/
Ouellette, C. (January 7, 2022). Online Shopping Statistics You Need to Know in 2022. Optinmoster. Retrieved
from
https://optinmonster.com/online-shopping-statistics/#:~:text=General%20Online%20Shopping%20Statistics
&text=And%20in%20the%20US%20alone,at%20least%20once%20per%20month.
Pinkett, J. (2020). Students shopping report: US edition. Student B beans. Retrieved from
https://s3.lightboxcdn.com/vendors/fa326600-3d11-46ca-9bff-f8d76abc17a3/uploads/6212062a-00a5-4780bd06-30bad6162d0a/StudentShoppingReportUS2020.pdf
Rothschild, M. L. (1984). Perspective in involvement: current problems a future direction. Advance in Consumer
Research, 11, 216-217. Retrieved from https://www.acrwebsite.org/volumes/6245/volumes/v11/NA-11/full
Sabanoglu, T. (Mar. 1, 2021). Fashion e-commerce in the United State Statistics & Facts. Statista. Retrieved
from https://www.statista.com/topics/3481/fashion-e-commerce-in-the-united-states/
Samala, N., & Singh, S. (2019). Millennial’s engagement with fashion brands: A moderated-mediation model of
brand engagement with self-concept, involvement and knowledge. Journal of Fashion Marketing and
Management: An International Journal, 23(1), 2-16. https://doi.org/10.1108/JFMM-04-2018-0045
Seo, J. I. (2016). Internet shopping behaviors of generation Y African-American based on apparel product
involvement. International Business Research, 9(9), 64-77. https://doi.org/10.5539/ibr.v9n9p64
Seo, J. I., & Namwamba, G. W. (2014). The Investigation of Product Involvement in Shopping Behaviors among
Male
College
Students.
Atlantic
Marketing
Journal,
3(3),
81-101.
https://digitalcommons.kennesaw.edu/amj/vol3/iss3/6
Seo, J. I., Hathcote, J. M., & Sweaney, A. L. (2001). Casualwear shopping behavior of college men in Georgia,
USA.
Journal
of
Fashion
Marketing
and
Management,
5(3),
208-222.
https://doi.org/10.1108/EUM0000000007288
Shim, S., & Kotsiopulos, A. (1992). Patronage behavior of apparel shopping: Part I. Shopping orientations, store
attributes, information sources, and personal characteristics. Clothing and Textiles Research Journal, 10(2),
48-57. https://doi.org/10.1177/0887302X9201000208
Shim, S., Morris, N. J., & Morgan, G. A. (1989). Attitudes toward imported and domestic apparel among college
students: The Fishbein model and external variables. Clothing and Textiles Research Journal, 7(4), 8-18.
https://doi.org/10.1177/0887302X8900700402
Tigert, D. J., Ring, L. J., & King, C. W. (1976). Fashion Involvement and buying behavior: Methodological
study.
Advances
in
Consumer
Research,
3,
46-52.
Retrieved
from
https://www.acrwebsite.org/volumes/5822/volumes/v03/NA-03Advancesin
Warrington, P., & Shim, S. (2000). An empirical investigation of the relationship between product involvement
and
brand
commitment.
Psychology
&
Marketing.
17(9),
761-782.
https://doi.org/10.1002/1520-6793(200009)17:9<761::AID-MAR2>3.0.CO;2-9
Zaichkowsky, J. L. (1986). Conceptualizing involvement.
https://doi.org/10.1080/00913367.1986.10672999

Journal

of

advertising,

15(2),

4-34.

Zhang, Z., Li, Y., Gong, C., & Wu, H. (2002). Casual wear product attributes: A Chinese consumers’ perspective.
Journal of Fashion Marketing and Management: An International Journal, 6(1), 53-62.
https://doi.org/10.1108/13612020210422464

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.
This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/4.0/).
78

