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ABSTRACT 

This research aims to investigate the relationships between some values (environmental, hedonistic, 

utilitarian), UD, and the intention to purchase customized clothing through the mechanism of attitude 

towards customized clothing. This quantitative research uses a questionnaire to obtain survey data 

from 1052 respondents in cities in Turkey. Structural equation modelling was used to test and validate 

the scale validity and relationship of the proposed model. As a result of the research, the following 

results were obtained. Utilitarian and hedonic values are positively related to attitudes towards 

customized clothing. In addition, attitudes towards customized clothing positively affect purchase 

intention. However, environmental values and desire for uniqueness do not have a significant effect 

on attitudes towards customized clothing. The research suggests marketing strategies to stimulate the 

intention to purchase customized clothing through advertising that emphasizes utilitarian and hedonic 

values, such as the pleasure of using customized clothing. 
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1. INTRODUCTION 
 

Today, some consumers do not demand ready-made clothes 

because their body size is non-standard [1], and some other 

consumers do not demand ready-made clothes because they 

are low quality and affordable, easily accessible clothes [2]. 

These consumers demand clothes that fit well and provide 

individuality, difference, uniqueness, and exclusivity [3, 4, 

5]. This demand has popularised the production of 

customized clothing (CC) in the clothing market, where 

producers produce according to the wishes of consumers, 

outside of the traditional ready-made clothing production 

relationship between producers and consumers [6, 7]. Due to 

the increasing demand for CC, many types of CC have 

started to be seen in the market [8]. For example, large 

sportswear businesses such as Nike and Adidas have started 

to offer customers customized sports shoes based on 

combinations of predefined parameters through online 

platforms [9]. Again in this context, in 2020, Amazon made 

Made for You, an online customized t-shirt application, 

available to consumers [10]. 

On the other hand, each generation has different views, 

tastes and values as well as different purchasing intentions 

[11]. The generations in our century are listed as follows: 

Silent Generation (1927-1945), Baby Boomer (1946-1964), 

Generation X (1965-1979), Generation Y (1980-1999) and 

Generation Z (2000 and after) [12]. Among these 

generations, Generation Z, which has the highest 

purchasing power [7], high education, technology 

knowledge, innovative, creative and intensive technology 

use, expects great things from manufacturers [13], does not 

trust brands [14], demands unique and customized products, 

and is preparing to become the main consumer generation 

[7], and makes the most CC purchases, has a special place 

[15]. According to 2022 data, Turkey's population is over 

85 million and the distribution of the population by age 

groups is shown in Figure 1 [16].  

According to Figure 1, a significant portion of Turkey's 

population consists of young people and the proportion of 

Generation Z is high among this population. This situation 

is important in terms of showing that the CC market in 

Turkey is a market open to development. 

There is no doubt that excessive competition in the 

international clothing market has led to a significant decrease 

in profit margins. Businesses must pay more attention to 

customer demands to maintain their competitiveness in the 

current market and increase their profitability. On the other 

hand, recent research clearly shows that demand for CC in 

the clothing market is on the rise. This trend is especially 
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prevalent among Generation Z, who are poised to become the 

primary consumer generation. The demand for CC will 

undoubtedly increase in the future. We can therefore predict 

that the clothing industries of countries such as Turkey, 

where both the traditional mass production of clothing and 

the ratio of Generation Z in the population is high, will 

undergo a transformation. This research has been conducted 

to attract the attention of clothing businesses towards the 

growing CC market and to determine the expectations of 

Turkish consumers from CC. By analysing their intention to 

purchase CC, we will be able to identify the main motivating 

factors for conducting this research. Furthermore, this 

research is significant because it is the first study to 

investigate Turkish consumers' purchase intentions for CC. 

Its findings will undoubtedly lead to new studies in the 

literature. 

 

Figure 1. Turkish population pyramid [20] 

This study addresses the research gap by using 

environmental values (EV), hedonic values (HV), 

Utilitarian Values (UV), and Uniqueness Desire (UD) to 

predict positive attitudes toward customized clothing 

(ACC) that influence purchase intention (PI); attitude is a 

strong predictor of (PI). There are not study on the 

relationship between these motivational shopping values 

and CC consumption in Turkey, and this research is 

intended to fill that void. In addition, this research guides 

CC manufacturers and businesses by revealing how 

consumers are affected by EV, HV, UV and desire to be 

unique factors during their clothing purchasing intentions. 

2. CUSTOMIZED CLOTHING  

Customized production is production carried out under the 

guidance of customer demand [17]. Customized production 

is more preferred for products with frequent changes in 

product specifications [18]. Clothing is one of the most 

suitable products for customized production [19]. CC 

production is a production method that has different 

features from other clothes in terms of design, material, fit 

and meets the personal needs of the customer as much as 

possible [20, 21]. In order to meet the increasing demand 

for CC, clothing manufacturers have started to adapt their 

production systems to the production of these products [22]. 

However, the production of CC can be realised through a 

very simple adaptation of the clothing to the customer or 

through a complex application involving the entire supply 

chain such as design, product development, production and 

delivery [23]. In the past, CC production could not compete 

with ready-to-wear clothing production due to the fact that 

it requires face-to-face communication between the 

manufacturer and the customer, the existence of a long 

production process and the high cost of the clothes 

produced [24]. However, in the past few decades, fast, 

flexible digital production technologies (3D printers, laser 

cutting machines, digital printing, weaving, embroidery 

machines, etc.), 3D human body measurement technology, 

virtual reality technologies such as Virtual Reality and 

Augmented Reality [25] and the development of Web 2.0 

have accelerated, facilitated and promoted the production of 

CC [26]. Thanks to these technologies, the customer can 

participate in the production stages of CC (pattern creation, 

design, style and fabric selection, production planning, 

assembly, delivery, sales and purchasing) [27]. Moreover, 

"customized production" ranked first in the top 10 most 

important technologies that will change the future research 

conducted in the USA [28]. For all these and other reasons, 

the production of customized products in the categories of 

everyday clothing such as denim trousers, T-shirts, blouses, 

skirts and trousers is increasing today [29]. 

2.1. Consumer Attitude 

An attitude is a definitive, positive or negative evaluation of 

an object or concept [95]. People acquire attitudes because 

they know they will help them fulfil their needs and achieve 

their goals [96]. People acquire attitudes from childhood 

onwards. These are formed through experience, learning 

and reinforcement. Attitudes can be changed throughout 

life. The formation of attitudes is shaped by three key 

elements: direct personal experience, family influence, and 

the influence of people around the individual, including 

those in the family and in the school environment [97-99]. 

A positive attitude towards a product means consumers are 

more likely to purchase it [100]. It is crucial to understand 

consumer attitudes to reach, influence and change 

consumer behaviour and to develop effective product 

strategies [101-102]. 

2.2. Customized clothing purchase intention 

The process between consumers evaluating a product or 

service and making a purchase is referred to as PI [30]. PI 

occurs when there is a chance or desire to purchase, and the 

greater the desire to purchase, the greater the likelihood that 

the product will be purchased [31]. Customers' positive 

feelings and attitudes towards a product and service 

positively affect purchase intention [32]. Generally, 

shopping satisfaction occurs according to the level of 
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satisfaction of a product with the customer's needs [33]. 

The purpose of personalisation is to ensure customer 

satisfaction and create superior customer value by 

personalising products [34].  

CC creates a sense of individuality and quality with a 

customized emphasis [35]. In addition, consumers generally 

want the clothes they wear to have unique features that are 

suitable for their body shape and tastes [36]. Through CC, 

manufacturers offer their customers a wide range of 

possibilities, such as the ability to apply their identity and 

popular elements to their clothes and to have unique 

clothes. Customers can thus achieve a high level of status, 

flexibility and satisfaction [22, 37, 38, 39]. As a result, 

consumers having a unique product that reflects their own 

style and having this experience positively affects the PI 

[40]. For these reasons, consumers' demand for CC is 

increasing [41]. Research has shown that consumers are 

more likely to buy CC than standard clothing and are 

willing to pay more for it [34]. According to Deloitte's 

research, half of US consumers are interested in customized 

products. It was also found that these consumers are willing 

to pay more and wait longer for clothes in which they take 

an active role in the design [42].  

2.3. The Role of purchase intention factors in clothing 

customization 

Many factors affecting consumers' PI are included in the 

literature. This study focuses on environmental, hedonistic, 

UV and the desire to be unique, which affect the consumer's 

intention to purchase CC.  

Hedonic values (HV). Focuses on seeking and/or satisfying 

one's own pleasure [43]. Therefore, HV are concerned with 

the pleasure, enjoyment, fun and entertainment aspects of a 

product [44]. As they are related to the emotional state 

resulting from the experience, they include all elements that 

cause a state of pleasure, such as colour and other design 

elements [45]. HV are subjective and personal [46]. The 

most important HV are adventure/exploration authority and 

status [47]. Hedonic products are products that satisfy 

consumers' aesthetic and sensory tastes, fantasies or 

entertainment [48]. They usually represent desires and are 

consumed for pleasure [49]. Luxury and customized 

products are hedonic products that appeal emotionally to 

consumers [50]. Clothes are also hedonic products [51]. CC 

satisfies consumers' hedonic needs, such as membership in 

a particular social status or social group, flexibility and 

satisfaction [22, 38], shopping experience [27], functional 

and/or artistic desires. Therefore, consumers form strong 

emotional bonds with CC. These bonds, in turn, lead 

consumers to value and protect customized products [52]. 

Based on these arguments, the first hypothesis for this study 

is: 

H1. Hedonic values positively affect attitudes towards 

customized clothing. 

Utilitarian values. UV consists of the difference between 

the benefit the customer receives and the total cost paid by 

the customer [46]. UV can be categorised based on 

convenience, cost savings, information availability, choice 

and customized products or services [47]. In short, 

utilitarian products are products that fulfil needs [49]. 

Producers create UV by supplying consumers with clothing 

that best meets their preferences, has better functional fit 

and/or aesthetic features such as style, colour and design 

[53]. Utilitarian consumers give importance to the 

usefulness of the product rather than the brand and design 

of the product they will buy [54]. Utilitarian customers also 

pay more attention to the customization of clothes 

according to their wishes and desires [18]. In addition, the 

production of CC increases the utility of the clothes by 

combining both aesthetic and functional harmony [55]. For 

example, color is a crucial factor generating positive 

approach behaviors for utilitarian clothing, while style and 

quality are core factors influencing the approach behaviors 

of hedonic products [56]. Thus, they cause consumers to be 

willing to pay more for CC [55]. CC generates UV by 

satisfying individual needs and wants [27]. Based on these 

arguments, the second hypothesis for this study is: 

H2. Utilitarian values positively affect attitudes towards 

customized clothing. 

Environmental values. Individual and shared community or 

societal beliefs about the importance and condition of the 

natural environment and how it should be viewed and 

addressed by people [57]. Therefore, production should be 

carried out in accordance with EV. Clothes are one of the 

products that cause the most damage to the environment 

through the wastes they generate both during production 

and during the cleaning phase after use. For example, a 

150-gram shirt creates a water footprint of 2.194L [58]. 118 

billion cubic metres of water will be consumed for global 

clothing production in 2030 [59]. This excessive 

consumption causes a significant reduction in the world's 

natural resources, minimising the restoration of the natural 

environment and negatively affecting the ecosystem [60]. 

This production approach leads to environmental 

degradation, causing environmental problems to attract 

worldwide public attention and more and more consumers 

to become more aware of environmental issues [61]. Young 

consumers in particular have a strong interest and concern 

for the environment [62]. For example, having become 

aware of the environmental impact of clothing consumption 

during the COVID-19 pandemic, many young consumers 

expect socially responsible practices to help make their 

purchasing behaviour more ethical and reduce the 

environmental damage produced by the clothing industry 

[63]. Consumers have a personal attachment to customized 

styles and well-fitting clothes [55]. In addition, CC is 

almost never abandoned and is often used, even if it does 

not fully fulfil the need or is not aesthetically pleasing [64]. 

For this reason, clothing manufacturers offer their 

customers the option of creating CC, which extends the 
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lifespan of these garments [55]. Consumers thus demand 

less clothing, contributing to a reduction in the amount of 

clothing production [65]. CC production is an 

environmentally friendly production method that personali 

environmental impacts by reducing overproduction due to a 

fixed number of orders for specific consumers [64]. Based 

on these arguments, the third hypothesis of this study is as 

follows: 

H3. Environmental values positively affect attitudes toward 

customized clothing. 

Desire to be unique. According to the theory of uniqueness, 

people feel dislike towards others and try to be different 

from them to a certain extent [66]. Consumers seek to 

satisfy their desire to be unique by acquiring and using 

products to differentiate themselves from others [67]. Some 

studies have concluded that consumers with a high need for 

uniqueness tend to have a high interest in new products and 

brands and are constantly looking for products that 

differentiate themselves [68]. Consuming customized 

products also provides the consumer with experience and 

uniqueness [69]. Some of the consumers who have this 

desire tend to distinguish themselves from others with 

accessories and clothes [70]. Thus, clothes have become an 

important element for consumers to achieve uniqueness 

[71]. As consumers’ desire for uniqueness increases, so 

does their demand for personalized clothing [72]. Based on 

these arguments, the fourth hypothesis of this study is as 

follows: 

H4. The desire to be unique positively affects attitudes 

towards customized clothing. 

Attitudes toward customized clothing. Attitudes refer to the 

mental framework or individual tendency to like or dislike 

an object and to approach or avoid it [73]. The preferences 

and expectations of consumers with increasing economic 

opportunities are constantly changing, mass-produced 

clothes with the same shape, function and colour are boring 

the consumers, consumers cannot tolerate others showing 

the same appearance or lifestyle as themselves [8]. For the 

reasons mentioned here and for other reasons, consumers 

demand more CC [74]. However, the production of CC 

requires the cooperation of both the clothing producer and 

the consumer. This situation causes the consumer to place a 

higher value on customized clothes than other clothes they 

buy. Moreover, consumers value simpler clothes that they 

take part in their own production rather than clothes that are 

well designed by an expert [75]. Increased voluntary 

participation in the process increases consumers' subjective 

ownership of the customized product, which in turn leads to 

more positive consumer attitudes towards the product [73]. 

For example, it has been found that customers in countries 

such as the USA, Germany, Saudi Arabia, China, Taiwan 

and South Korea are beginning to show interest in 

customized their clothing [76]. Based on these arguments, 

the fifth hypothesis of this study is as follows: 

H5. Attitude toward customized clothing has a significant 

positive relation to purchase intention. 

Based on the literature review, this study offers a research 

framework, depicted in Figure 2, theorizing the effect of 

EV, HV, UV and UD on PI through ACC. 

3. METHOD OF THE RESEARCH 

Within the scope of this research, a survey has been used as 

the data collection method. This survey has been consisted 

of HV, EV, UV, ACC, and UD scales and demographic 

information questions.  The EV scale has been created 

using four items (EV1, EV2, EV3, and EV4) from 

Aprianingsih et al., 2022. The HV scale has been created 

using four items (HV1, HV2, HV3, and HV4) from 

Aprianingsih et al., 2022. The UV scale has been created 

using four items (UV1, UV2, UV3, and UV4) from 

Aprianingsih et al., 2022. The UD scale has been created 

using four items (UD1, UD2, UD3, UD4, UD5, UD6, UD7, 

and HV8) from [67]. The ACC scale has been created using 

four items (ACC1, ACC2, ACC3, and ACC4) from 

Aprianingsih et al., 2022, and the PI scale has been created 

using four items (PI1, PI2, PI3, and PI4) and three items 

(PI1, PI2, PI3, and PI4) from Aprianingsih et al., 2022. PI1, 

PI2, PI3 and PI4). PI5, PI6 and PI7) from [41] (see Table 

2). Each scale has assessed on a seven-point Likert scale 

ranging from (1) strongly disagree to (7) strongly agree. 

Several demographic questions have been included at the 

end of the questionnaire, including gender, age, education 

level, and income.    

 

 

Figure 2. Research framework  
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The population of this research consists of approximately 

85 million people who are potential customers of 

personalized clothing [91]. Raosoft, a readily available 

sampling calculator online, has been used to verify the 

minimum amount of sample size that is needed for this 

study [92]. Considering that the sample size does not vary 

much for populations greater than 20,000 at the 95% 

confidence level, Raosoft has indicated that a sample size 

of 385 participants would be sufficient for this study [93]. 

Before administering the survey within the scope of the 

research, permission dated 20.11.2023 and numbered 2023-

12 has been obtained from Marmara University Faculty of 

Technology Scientific Research and Publication Ethics 

Board. The survey has been then published on the Google 

survey page. According to the convenience sampling 

method, the survey link has been started to be sent to the 

samples via social media, text message, and WhatsApp as 

of 22.11.2023. As the sample size increases, less error and 

better representation ocur [94]. For this reason, the survey 

answering process was terminated on 12.12.2023, with the 

number of surveys expected to exceed 1000. Then, the 

hypotheses established within the scope of the research 

have been tested by applying Structural Equation Modeling 

(SEM) to the data obtained through the survey. 

4. FINDINGS OF THE RESEARCH AND THEIR 

ANALYSIS 

Within the scope of the research, data has been collected 

from 1052 participants. The demographic characteristics of 

the participants are given in Table 1. 

According to Table 1, 598 of the participants are men 

(56.84 percent) and 454 are women (43.16 percent). The 

majority of participants 441 (41.92 percent) are between 24 

and 43 years of age, 333 participants (31.65 percent) are 

between 44 and 58 years of age, 225 (21.39 percent) are 

between 8 and 23 years of age, and, finally, 53 (5.04 

percent) are between 59 and 77 years of age.   

 

Table 1. Demographic characteristics of participants 

Categories Subcategories N (%) 

Gender 

Male  598 (56.84) 

Female  454 (43016) 

Total  1052 (100.00) 

Age group 

8–23 (Generation Z) 225 (21.39) 

24–43 (Generation Y) 441 (41.92) 

44–58 (Generation X) 333 (31.65) 

59–77 (Baby Boomer) 53 (5.04) 

78–96 (Silent Generation) 0 (0.00) 

Total  1052 (100.00) 

Education level 

Uneducated 6 (0.57) 

Primary school 5 (0.48) 

Junior high school 11(1.05) 

Senior high school 226 (21.48) 

Diploma degree 69 (6.56) 

Bachelor degree 532 (50.57) 

Master and Doctoral degrees 203 (19.30) 

Total 1052 (100.00) 

City of respondents 

İstanbul 209 (19.87) 

Antalya 46 (4.37) 

İzmir 40 (3.80) 

Ankara 39 (3.71) 

Bursa 29 (2.76) 

Konya 22 (2.09) 

No answer 23 (2.19) 

Other cities 644 (61.22) 

Total 1052 (100.00) 
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The education levels of the participants are as follows: 

Uneducated (n=0.57 percent), Primary school (n=0.48 

percent), Junior high school (n=1.05 percent), senior high 

school (n=21.48 percent), bachelor’s degree (n=50.57 

percent), master’s and doctoral degree (n=19.30 percent). 

The majority of the participants are from Istanbul (n=19.87 

percent), followed by Antalya (n=4.37 percent), Izmir 

(n=3.80 percent), Ankara (n=3.71 percent), and Bursa 

(n=2,76 percent). The remaining participants are from 

various cities in Turkey (n=61.22 percent). When the 

distribution of the participants is examined, it can be said 

that the sample represents the Turkish consumer.  

Table II indicates the mean and standard deviations of the 

different variables used. The variables have moderate to 

high mean values. The variable with the highest mean of 

6,24 is EV4 (“I am an environmentally conscious person.”) 

and that with the lowest of 3,54 is UD8 (“When the style of 

clothing I have becomes too ordinary; I usually give it up”). 

The mean for the UD items is generally lower than that for 

other items and ACC. 

The SEM was analysed with the partial least squares 

approach using the R Studio software language SEMinR 

package [77]. The difference of this method from the others 

is that SEM with the Partial Least Squares approach 

(PLSA) estimates model parameters (path coefficients, 

indicator weights or loadings-explanatory power) using a 

sequence of least squares regression and weighted sums, 

and works on a multi-stage algorithm. SEMs work with 

covariance and variance based algorithms. PLSA, on the 

other hand, analyses the data with a variance-based 

algorithm [79, 80]. In recent years, PLSA - SEM is a 

frequently preferred method in marketing, psychology, 

sociology and management and organisation research. This 

method allows complex models such as 

mediation/regulation to be analysed by using a large sample 

and offers the advantage that assumptions such as normal 

distribution can be ignored [81]. 

As seen in Table 2, the factor loadings of the observed 

variables EV1 (0.659), UV4 (0.390), UD1 (0.677) and UD8 

(0.647) were lower than the threshold value of 0.70 [82]. In 

the study conducted by Afthanorhan et al. (2020) in R 

software for factor loadings, the analysis was renewed by 

removing UV4 (0.390) variable from the structural model 

with the view that the threshold value can be taken as 0.60. 

After the renewed analysis, all of the factor loadings of the 

observed variables in the structure were above the threshold 

value of 0.60 [83].  

Cronbach's Alpha values of the variables in the structural 

model vary between 0.728 and 0.964. The composite 

reliability values ranged between 0.830 and 0.971. The 

average variance extracted (AVE) values vary between 

0.551 and 0.833. Therefore, the reliability of the 

measurement model is supported. 

Figure 3 shows the results of the Structural Equation 

Analysis of the model created within the scope of the 

research. According to these results; The relationship 

between HV and attitude towards customised clothes is 

significantly positive (H1). Customised clothes attitudes are 

significantly and positively influenced by UV (H2). EV do 

not affect ACC (H3). The desire to be unique does not 

affect ACC (H4). Finally, attitude towards CC has a 

positive and significant relationship with PI (H5).  

This study investigates the factors affecting ACC leading to 

PI. Unlike previous studies, this study uses partial least 

squares-structural equation modelling. In addition, this 

study also included EV, HV and UV as well as desire for 

uniqueness as factors influencing consumer attitudes. The 

results contribute to the body of knowledge by showing 

how these values simultaneously influence attitudes. 

Therefore, this study emphasises the importance of both 

HV and UV in developing consumer ACC.  

Within the scope of this research, the effect of attitude 

towards customised clothes and PI on attitude towards 

customised clothes and PI was measured. SEM was used as 

the measurement method. The hypothesis results of SEM 

are presented in Table 4.  
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Table 2. Constructs, items, descriptive statistics and measurement model results  

Constructs and items Means SD FL 

Hedonic values (CR = 0.965; AVE = 0.875)    

HV1. Customized clothes make me feel good. 5,59 1,72 0.923 

HV2. Customized clothing is a product that I would like. 5,60 1,69 0.950 

HV3. Customized clothing makes me want to use it. 5,42 1,76 0.933 

HV4. Customized clothes give me pleasure. 5,45 1,78 0.935 

Utilitarian values (CR = 0.918; AVE = 0.788)    

UV1. A good outfit is a customized outfit. 4,73 2,05 0.827 

UV2. It's worth the price I paid for customized clothing. 4,62 1,97 0.910 

UV3. In general, customized clothing has a higher value for me. 4,86 1,97 0.904 

UV4. I buy customized clothes only when I need thema. 5,49 1,64 0.390 

Environmental values (CR = 0.830; AVE = 0.551)    

EV1. I consider the environmental impact of my clothes while shopping. 4,77 1,95 0.659  

EV2. The future well-being of the planet is important to me. 6,06 1,50 0.749 

EV3. I think my actions can make a difference to the health of the planet. 5,42 1,69 0.792 

EV4. I am an environmentally conscious person. 6,24 1,24 0.754 

Uniqueness Desire (CR = 0.929; AVE = 0.622)    

UD1. When an outfit becomes too popular, I lose interest in it. 4,44 2,07 0.677 

UD2. I avoid the clothing that has been recognised or purchased by many consumers. 4,38 1,99 0.760 

UD3. When an item of clothing I own is used a lot by other consumers, I start to use that item less. 4,24 2,17 0.833 

UD4. I usually try to avoid clothes that I know are bought by many consumers. 4,34 2,06 0.856 

UD5. In principle, I don't like clothes that are accepted and bought by everyone. 4,12 2,05 0.847 

UD6. I give up clothes that become popular with everyone after purchase. 3,69 2,03 0.849 

UD7. Clothes are not worth much to me if they are bought regularly by everyone. 3,93 2,06 0.809 

UD8. When the style of clothing I have becomes too ordinary, I usually give it up. 3,54 2,07 0.647 

Attitude toward customized clothes (CR = 0.952; AVE = 0.833)    

ACC1. I have a very positive attitude towards customized clothes. 5,03 1,74 0.918 

ACC2. I think it's very wise to wear customized clothes. 4,60 1,89 0.904 

ACC3. I think customized clothes are very suitable for me. 4,72 1,87 0.934 

ACC4. I feel very nice when I wear customized clothes. 5,07 1,83 0.894 

Purchase intention (CR = 0.971; AVE = 0.825)    

PI1. I plan to buy customized clothes in the future. 4,50 1,93 0.894 

PI2. In the future I will tell my friends about customized clothes. 3,91 2,05 0.824 

PI3. I think it's a good idea to buy customized clothes. 4,52 1,95 0.928 

PI4. I will prioritise customized clothes over other clothes. 4,32 1,99 0.924 

PI5. I'll probably buy customized clothes. 4,26 1,96 0.943 

PI6. The next time I need clothes, I will most likely buy a customized outfit. 4,08 2,01 0.909 

PI7. I am likely to buy customized clothing in the future. 4,34 1,98 0.932 

Notes: aItem deleted in the validation process. 

CR: composite reliability; AVE: average variance extracted; SD: standard deviation; FL: factor loading 
a UV4 was excluded from the analysis and CR and AVE values were obtained again  

The discriminant validity of the scale was found using the hetero trait single trait ratio (HTMT) as shown in Table 3. Hair et al. (2016) 

supported the discriminant validity of the measurement model by finding that all values of the HTMT in this study were less than 0.90 

(the HTMT value between the variables UV and attitude toward customized clothes was calculated as 0.902 and was accepted at the 

threshold value) [84]. As a result, the measurement model of the study was confirmed to be reliable and valid. 
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Table 3. Heterotrait–monotrait ratio results  

 ACC HV UV EV PI UD 

ACC       

HV 0.804      

UV 0.902 0.781     

EV 0.214 0.263 0.304    

PI 0.887 0.678 0.812 0.148   

UD 0.390 0.385 0.440 0.075 0.405  

As shown in Table IV, HVs (β =0.372, t =12.319, p= 0.000) and UVs (β =0.551, t = 18.3478, p= 0.000) have significant and positive 

effects on attitude towards CC and ACC (β =0. 843, t =75.6770, p= 0.000) has significant and positive effects on PI. Thus, hypotheses 

H1, H2 and H5 are supported. However, since EVs (β =-0.003, t =-0.167, p= 0.566) and UDs (β =-0.013, t =-0.655, p= 0.256) have no 

significant effect on attitude towards CC, hypotheses H3 and H4 are rejected. 

 

Figure 3. Research model 

Table 4. Results of the structural model assessment   

Hypothesis 
β 

Values 

T 

Statistics 

p 

Values 
R2 f2 Hypothesis 

H1: Hedonic values → attitude toward customized clothing  0.372 12.3190 0.000 0.373 0.266 Supported 

H2: Utilitarian values → attitude toward customized clothing 0.551 18.3478 0.000 0.552 0.570 Supported 

H3: Environmental values → attitude toward customized clothing -0.003 -0.1670 0.566 -0.003 0.000 Not supported 

H4: Uniqueness Desire → attitude toward customized clothing 0.013 0.6555 0.256 0.013 0.001 Not supported 

H5: Attitude toward customized clothing → purchase intention 0.843 75.6770 0.000 0.843 2.456 Supported 

As a result of SEM analysis in Table 4, three of the five hypotheses (H1, H2 and H5) were supported while two of them (H3 and H4) 

were not supported. R2 value and f2 values should also be taken into consideration in the interpretation of hypothesis results. Coefficient 

of determination R2 is a measure that expresses the predictive accuracy of the model. R2 represents the total effect of the exogenous 

variable on the endogenous value. This effect gives an estimated accuracy between 0 and 1 [78, 89].  Another effect size coefficient is the 

f2 coefficient. If the f2 coefficient takes a value of 0.02 and above, the effect of the variable on the model is small, if it takes a value of 

0.15 and above, its effect on the model is moderate, while a value of 0.35 and above indicates that its effect on the model is high [90]. 

Accordingly, it is seen that the explanatory value of the HV variable in terms of R2 is at a medium level in terms of the f2 value, the effect 

of the UV variable in terms of the f2 value of the prediction accuracy is at a large level, and the effect size of the prediction value (R2) of 

the ACC value on the PI variable is at a very high level.   
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5. CONCLUSION AND SUGGESTIONS 

5.1. Conclusion 

According to this research results;  

The relationship between HV and ACC is significantly 

positive. This result supports the thesis that clothes have 

high HV [85]. In addition, this result is consistent with 

Varshneya and Das's (2016) finding that HV have a positive 

effect on ACC [86] and Arianti and Hadiprawoto's (2024) 

finding that HV of fashion brands further strengthen the 

positive effect of fashion brands on consumer PI [87]. 

Customised clothes attitudes are significantly and positively 

influenced by UV. This is consistent with the finding that 

UV significantly influences consumers' intention to 

purchase fashion products [88]. On the other hand, Najib et 

al (2022) found that UV do not influence consumers' 

intention to purchase head-covering garments [46]. 

EV do not affect ACC. This result contradicts with Lin et 

al. (2023) who found that young consumers are expected to 

engage in practices that will help reduce the environmental 

damage caused by the clothing industry [63]. 

The desire to be unique does not affect ACC. This result 

contradicts Choi's (2014) findings that clothing is an 

important factor for consumers to be unique [71] and Tran's 

(2015) findings that consumers' desire for uniqueness 

increases the demand for personalized clothing [72]. 

Finally, ACC has a positive and significant relationship 

with PI. This result is similar to Seo and Lang's (2019) 

finding that consumers' perception of personalization and 

intention to purchase CC are positively related [64]. 

This research confirmed that HV and UV affect ACC. 

These results show that consumers' ACC can be influenced 

by offering hedonic and utilitarian opportunities. This 

suggests that the production of customised clothes in a way 

that the color and design features of customised clothes 

meet the hedonic desires of consumers such as pleasure, 

enjoyment and entertainment can positively support 

consumers' ACC. It also shows that the production of 

customized clothes in accordance with UV such as high 

quality, affordable and long-lasting will positively support 

consumers' ACC. 

EV do not affect ACC. This result does not support the 

generally accepted finding that "as the EV of consumers 

increases, their ACC will also increase". In other words, 

consumers' EV do not affect their ACC. UD does not affect 

ACC. This result contradicts the view that consumers have 

positive ACC to be unique. In summary, it shows that 

consumers' desire to be unique does not affect their ACC. 

5.2. Suggestions 

From now on, ACC can be seen as a mediator variable with 

positive effects on the intention to purchase CC. This 

finding suggests that increasing the intention to purchase 

CC requires that companies increase the positive attitudes 

of consumers. For example, consumers need to be 

convinced that CC is fashionable and worth buying. 

Improving the attitudes of consumers in this way will, in 

turn, increase their intention to purchase CC. 

Some of the limitations of this study are as follows; it is 

based on data obtained from only 1052 Turkish consumers. 

Different results can be obtained when the sample size is 

increased. In addition, since this research was carried out 

specifically for Turkish consumers, different results may be 

obtained when applied to other countries.   

In the future of this issue; since the CC production sector in 

Turkey is not sufficiently developed, consumers' 

perceptions towards customised clothing are not 

sufficiently developed. For this reason, this study can be 

repeated in the future with a larger sample population, and 

comparing Turkish consumers with other consumers will 

lead to more reliable results. In addition, the attitudes of 

generations towards CC can be compared. 

This research is the first study that links HV, UV, EV, and 

UD with ACC in Turkey. This study contributes to the 

literature by determining that there is no relationship 

between EV and UD with ACC. There are several 

managerial implications of this study. In Turkey, interest in 

purchasing CC is increasing. CC manufacturers who want 

to take advantage of this situation should know what to pay 

attention to in their advertising and promotional activities. 

Since HV and UV affect consumers' intention to purchase 

CC, businesses should appeal to these values in the 

production and marketing of CC. For this reason, 

manufacturers should emphasise hedonic features such as 

pleasure, pleasure and entertainment in the advertisement 

and promotion of CC. However, since hedonic features 

such as pleasure, enjoyment and entertainment are brought 

to customized clothes by colour and design, they need to 

improve themselves in this regard. On the other hand, 

consumers expect high quality benefits from customized 

clothes. For this reason, businesses should prioritise quality 

in the promotion of customized products. Therefore, they 

should give importance to high quality in production.  
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