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Abstract

Purpose – The aim of the study reported in this article was to establish whether the quality of clothes of a
given brand is perceived and assessed by consumers at the same level. An additional purpose was to identify
the features that characterize the quality of popular, among Polish young female consumers, clothing brands
and to classify them according to their quality level (perceived and assessed).
Design/methodology/approach – The article presents two approaches to consumer assessment of the
quality of clothes: the surveymethod, in which the product qualitywas determined by 320 Polish female young
respondents (19–25) based on their own previous experiences and impressions related to a particular clothing
brand, and a direct assessment of shirts of selected brands using a sensory quality assessment method, a five-
point hedonic scale with the verbal anchor (115 evaluators).
Findings – The research has revealed a significant difference between the perception of selected quality
features of brands and the consumer assessment of the products. The perception maps developed based on the
PROFIT analysis (PROperty FITting) as well as on cluster analysis provided interesting information about the
situation of selected brands and their features in comparison with others and allowed to identify strong and
weak features characterizing a given category.
Research limitations/implications – This study has several limitations. First and foremost, the research
results cannot be generalized to all consumers because they encompass the results from one national context
and one population of respondents (young females). It should also be noted that the conducted research
comprises only the most popular clothing brands available on the Polish market, in particular, the fast fashion
segment brands. Furthermore, it would be advisable to carry out a sensory assessment of the quality of other
clothing items offered under the brand names investigated.
Practical implications – This research could be a valuable source of information for clothing company
managers, thanks to which they could better manage their brand and its position on the market. When
undertaking marketing activities consisting of building positive perceptions about the product, it is important
to make sure that the product offers an attractive sensory experience. When real quality deviates from
consumer perceptions about the quality, managers should take corrective actions to restore and even improve
the brand image in the eyes of the consumer, as well as to ensure the brand and the products offered under it a
stable position on the market.
Originality/value – By comparing two approaches to consumer quality assessment, discrepancies between
declared and real (sensory) quality of clothes have been identified and the distinctive features that differentiate
selected brands regarding their quality level have been indicated.
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1. Introduction
Clothing market is particularly characterized by strong competition, which is why its most
important value is the customer, who should be properly sought and retained. Therefore, each
enterprise building its marketing strategy should, above all, understand consumer behavior
and the principles that guide themwhenmaking purchasing decisions. The literature contains
a number of studies on this subject. An important area of research into consumer behavior on
the clothing market is the study of consumer attitudes toward product quality. Even a very
general literature review on this topic reveals that two terms, i.e. perceived and real (objective)
quality, quite often become themain focus of scientific interest. The perceived quality is defined
as a consumer’s judgment about a product’s overall excellence or superiority, while objective
quality refers to measurable and verifiable superiority over some predesigned standards
(Zeithaml, 1988). It is worth emphasizing that the perceived quality is treated as a subjective
category, characterized byhighvariability,while the objective one requires from consumers the
use of their own experience and knowledge to evaluate a product. The objective assessment,
referred to as observed quality, plays an important role during that stage of purchasewhen the
product is physically evaluated by the consumer, and it is connected with sensations (sensory,
emotional and expressive). Chi et al. (2009) indicate, however, that consumers seldom hold
enough knowledge to evaluate a product objectively. That is probably a reasonwhy the quality
of a product is more often investigated as a perceived one, using surveys and questionnaires
rather than experimental techniques (Chen-Yu and Kincade, 2001). A similar observation was
made by Astous and Kamau (2010) and Grigoras (2018), who noted that consumer research in
the discussed area focuses only on verbal information based on respondents’ own beliefs and
without any direct contact with the product. In other words, consumer declarations are
analyzed much more often on the basis of surveys and questionnaires centering around the
importance of individual factors, description of various dimensions of clothing quality and their
possible impact on purchasing behavior rather than based on the research in which consumers
are provided with clothing products of different quality, prices or brands, in order to perform a
direct assessment. Considering the fact that the clothing market abounds in a wide range of
products, confronting their perceived quality with the actual one, assessed by consumers,
seems to be an interesting research challenge. This issue might further be of particular
importance when comparing similar products of various brands.

The aim of this research was to find out whether brand-related consumer perceived
quality of a product matches the actual level of its quality determined on the basis of the
sensory assessment of a product. An attempt was also made to classify popular clothing
brands available on the Polish market, based on the product quality criterion and quality
parameters. Taking into account the literature sources, indicating a powerful force impact of
young people on fashion, culture, politics and marketing (Solomon et al., 2016), we decided to
perform the study just on these group of consumers. Besides, we narrowed this group down
on women aged 19–25 who are mainly responsible for clothing purchases (Van Staden et al.,
2017) and show a stronger interest in the clothing product category, visit clothing shopsmore
frequently to see the new arrivals, make more frequent clothing purchases and spend more
money on clothing Millan and Wright (2018).

2. Background of the study
The quality of a product is one of the most important features determining consumer
purchasing decisions. Research on the behavior of consumers in relation to clothing products
indicates that, next to the price, the quality plays a key role in the consumer decision-making
process (Brijball, 2003; Palmowska and Karasek, 2019). Yet, it is quite difficult to define the
quality of clothes and the attributes determining it, especially regarding consumers’ point of
view. This issue is widely but differently presented in the literature.
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The majority of scientists distinguish two basic sets of attributes of clothing products that
affect how consumers perceive and assess their quality. These are so-called intrinsic and
extrinsic attributes of a product (e.g. Davis, 1985; Zeithaml, 1988; Fiore and Damhorst, 1992;
Abraham-Murali and Littrell, 1995; Saricam et al., 2012). According to the above-mentioned
authors, intrinsic attributes are mainly physical features such as design/style, fabric type,
fabric content, physical and chemical properties, materials and construction details,
workmanship in sewing, as well as performance features such as aesthetics, or usefulness
and functional aspects of clothing. These features are taken into account during physical
contact with the product when the objective quality is evaluated. As mentioned before,
consumers focus rather on intrinsic features of the product, which pertain to so-called observed
quality, connected with sensations (visual and touch) (Zeithmal, 1988; Cho and Workman,
2011). It is also worth mentioning that intrinsic features may affect the perceived quality of the
products in the future as a result of the accumulation of consumers’ own experiences. In turn,
extrinsic attributes are of subjective character and include a brand name, suitability to
individual preference and fashionability or trendiness, price, package and store image.

Intrinsic and extrinsic attributes are of different values for consumers making their
purchasing decisions. Considering the consumers’ approach to quality features, two basic
categories of the values can be pointed out, i.e. performance and emotional values.
Performance values are associated with satisfying the user’s functional needs (e.g. comfort of
use, reliability, durability, etc.), while emotional values are associated with satisfying the
nonfunctional needs (e.g. the aesthetic value of the product). Depending on which values
consumers prefer more, the set of product attributes (intrinsic and extrinsic) that consumers
will pay attention to when assessing products in a subjective way will be different. Which, in
turn, will have a direct impact on the perceived level of product quality (Acquila-Natale and
Iglesias-Pradas, 2020).

Considering the above, there are various theories regarding the role of attributes
determining product quality; therefore, defining a universal set of consumer quality features
seems rather difficult. In this situation, it is worth focusing on those qualitative features that
will help to achieve a specific research goal and can be verified for the needs of the analyzed
hypotheses.

Apart from the quality, also a product brand plays an increasingly important role in the
purchasing behavior of the modern-day consumer. In a very competitive global market,
branding is the mechanism by which a company creates and manages the brand and
communicates its messages and values to its clients, and therefore represents an important
strategic activity for companies that want to distinguish their products (Posner, 2019). They
also aim to captivate new consumers and engage them in narratives personifying the values
to which they aspire and perform by purchasing and wearing the brand (Peirson-Smith and
Hancock, 2017).

According to Horvath and van Birgelen (2015), consumers’ attitude toward the brand
results from their personality. Noncompulsive buyers develop their brand trust, attachment
and higher willingness to pay for their favorite brand than for other brands, but they seem to
appreciate and focusmainly on functional benefits of branded products and avoid buying the
unbranded ones; whereas compulsive buyers engage in more brands, value emotional and
social benefits but often decide to buy “more and cheaper” items to achieve a variety in their
purchases. In turn, Hoeffler and Keller (2003) point to the role of consumer knowledge about
products. In their opinion, when deciding to buy a known brand, consumers assume that in
this way they will reduce the risk of dissatisfaction. Moreover, products labeled well-known,
especially perceived as a luxury brand, provide much more than functional benefits to
consumers. They are products that consumers use to project an image of themselves to the
public as an expression of their true selves or their ideal selves (Okonkwo, 2007). Such
behavior may suggest that consumers equate a well-known brand with high quality of its
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products, which is consistent with research results reported by Maran et al. (2017) who,
examining the relationship between perception and satisfaction, indicated the quality factor
as a decisive attribute taken into account in assessing satisfaction with a branded product.
In other words, brand names are powerful sources of inferences concerning the quality of
products (prestige, durability, etc.) (Dodds andMonroe, 1985; d’Astous and Saint-Louis, 2005;
Keller, 2008). AsGonz�alezMieres et al. (2006) claim, the level of a consumer’s familiaritywith a
brand has a positive effect on perceived quality. The question then arises whether this
perceived quality is equal with the real one.

Considering the above, it should be stated that the literature seems to be dominated by
studies in which the emphasis is placed on the perception of the quality of clothing, defining
the parameters and the importance of the product brand in the purchasing behavior of
consumers. These are usually conducted with the use of survey methods based on
consumers’ experiences and ideas. However, very few of them touch upon the objective
quality assessment involving consumers directly, which undoubtedly constitutes an
interesting research gap. This gap could be filled by studies using sensory consumer
research and carried out under controlled conditions. Such studies focus primarily on the
hedonic quality assessment of the product during which the evaluator (consumer) makes an
individual assessment of the product in terms of parameters that he/she is able to assess
sensorially, usually by vision and touch. For example, a smooth fabric such as silk is equated
with luxury, while denim is considered practical and durable (Solomon et al., 2016).

At every stage of sensory evaluation, the most important assessment point is the product
itself, especially its features, aswell as (though to a lesser extent) information on the label (price,
composition and brand name). The comparison of the results of such studies with the surveys,
in which the product quality is determined by the respondents based on their own experience
and ideas, can be a valuable source of information allowing to verify whether the image of the
quality of the product, fixed through consumers’ own experiences, coincides with the actually
received level of quality of the product, which consumers appreciate only after making a
purchase, usually at home, when they are free from external stimuli that accompany purchases,
such as store design, music, advice from others, or when receiving a product purchased online.
In the light of rapidly growing share of online sales, it should be particularly important for the
manufacturers to keep this cognitive dissonance as low as possible since negative experiences
may influence consumers’ judgment on product quality in the future.

The second issue rather underreported in the scientific literature is the assessment and
comparison of the clothing quality of various brands, regarding the perceived and assessed
quality of these products. Typically, studies in this area focus on determining consumer
preferences and satisfaction regarding the choice of clothing brands (Maran et al., 2017;
D’Astous and Saint-Louis, 2005) or on objective assessment, but using laboratory techniques
(Farashahi et al., 2018), while there is still a very limited number of analyses concerning the
quality assessment of clothes of various brands that show the differences in their quality level
from the consumer point of view.

The two research hypotheses were adopted:

H1. The perceived quality of clothes of a given brand is equal with the real quality of a
product as evaluated by consumers using sensory assessment

H2. There are sets of features that allow clustering of clothing brands in terms of quality

3. Methodology of the study and samples
The methodology of the study was designed in two stages: the first one consisted of a survey
carried out among a group of respondents and the second one was a sensory evaluation of the
products sold under the brands listed in the survey (first stage).
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3.1 The perception of the quality of clothes – a survey
The perception of the quality of clothes of various brands available on the Polish market was
surveyed. A short questionnaire with structured questions was used. The questionnaire
contained questions related to the perception of factors determining the quality of a particular
brand. An important aspect of the selection of quality determinants was whether it would be
possible for the respondents to assess them in the second part of the study, by means of
sensory evaluation. Considering the above, the following features were tested:

(1) Product aesthetics (perceived as general appearance, first impressions),

(2) Fabric composition (based on the information found on the label or by assessing the
fabric by touching it),

(3) Design/style (design, attractiveness of the pattern and meeting the preferences),

(4) Careful workmanship (e.g. well-sewed pattern elements, high-quality hemming or
hemstitching of pockets, collars and holes),

(5) Additional elements (e.g. buttons, embroidery and applications that make the apparel
more attractive) and

(6) Overall quality.

The five-point hedonic scale with verbal anchors was used, where 1 point stands for a very
poor quality and 5 points mean very good quality.

A targeted sample selection was used. Based on the literature mentioned in Introduction,
the choice of respondents was made taking into account the following features: age (in the
range of 19–25), gender (women) and knowledge of all assessed brands. The study was
conducted at several universities in Krak�ow, in the period from March 2019 to June 2019. In
total, 580 survey questionnaires were distributed; among which, 386 questionnaires were
collected and 320 were included in the study. The return of the surveys was at the level of
67%. As assumed, the age of respondents was in the range of 19–25 years (average age 22.3).
They represented various places of residence, such as rural areas 31%, a town with
population up to 20,000-6%, between 20,000 and 100,000-9%, between 101,000 and 500,000-
12%, 501,000 and more-42%. Most of the respondents, i.e. 85% were unmarried.

3.2 The assessment of the quality of clothes of various brands – a sensory evaluation
The consumer assessment of the quality of clothes of several brandswas carried out based on
the international standards and the literature in the field of sensory analysis and in
accordance with the general guidance for conducting hedonic tests with consumers in a
controlled area (ISO 11136, 2014). Consumers assessed the products using their senses of
sight and touch, assigning them the degree of compliance with the requirements in relation to
the quality parameters that had been the subject of perceived quality tests. Thus, the
following features were assessed: product aesthetics, fabric composition, design/style,
workmanship, additional elements and overall quality. A five-point hedonic scale
(acceptability test) with verbal anchor was used for the purposes of the assessment.

The research was carried out in the sensory analysis laboratory at one of the universities in
Krak�ow. Each of the consumers had comfortable conditions for assessing products, and there
was no communication between assessors, thus ensuring the independence of assessments.

In total, 115 female students at the age of 19–25 (average age of 21.6) were recruited to
perform the tests. Most of the assessors were unmarried (91%), and they represented various
places of residence, i.e. rural areas 23%, a town with population up to 20,000-10%, between
20,000 and 100,000-13%, between 101,000 and 500,000-16%, 501,000 and more-38%.
The assessment was carried out during one session without a time limit.
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3.3 Samples
The subject of the studywaswhite casual shirts (Table 1), eithermade of cotton orwith a very
high content of cotton (in the case of two brands, the offer did not include shirtsmade of 100%
cotton) purchased in the retail chains of selected clothing brands available on the Polish
market.

The choice of brandswasmainly guided by their popularity (Szot, 2016). It is worth adding
that two of them have been top global brands for several years now, and one can be found in
the overall ranking of luxury clothing brands (HowToDressLike, 2019). The availability of
products of a similar range was the second criterion of the brand choice; hence, five of the
selected products represented the most popular brands among Polish consumers (H&M,
Reserved, Zara, C&A, New Yorker), one product – a luxury brand (Tommy Hilfiger) and one
product – a brand, which was not found in the ranking (Cubus). The price of shirts comprised
three ranges: lower prices (from 13.50 to 18.00 euro), average prices (from 22.60 to 31.40 euro)
and the highest price (81.00 euro).

3.4 Data analysis
The results obtained were subjected to statistical analysis using the Statistica software (2019,
version 5.2.67). The existence of statistical differences between the average values of
parameter ratings obtained in the consumer perceived quality survey and in the sensory
assessment of the products was verified using the t-test for two independent tests. The
significance level for all statistical analyses was set at p < 0.05.

In order to identify the similarities or differences between the assessed objects,
considering the selected set of features (product aesthetics, fabric composition, design/style,
workmanship, additional elements and overall quality), the PROFIT analysis (PROperty
FITting) was performed for the obtained results. This method combines the results of
multidimensional scaling and multiple regression analysis. Based on the input data,
calculations of similarity between the analyzed products were made and a matrix of
Euclidean distances was determined on the basis of all average ratings of the tested samples.
The quality of matching data restored from the input data was measured using the STRESS
(Standardized Residual Sum of Squares) function. The interpretation of the results of this
analysis did not take into account the distance of the examined objects from the feature
vector, but their ordering on such a vector (Borgatti, 1997). The projection of points
representing individual brands into feature vectors makes it possible to determine the
location of brands due to the intensity of occurrence of these features in given brands.

Brand taxonomy was conducted by using the method of cluster analysis, based on
average values of the assessments of quality parameters of the products tested. The
hierarchical clustering was elaborated using the Ward’s method. The Euclidean distances
formed the basis of agglomeration. The number of clusters was determined based on the

Brand number* Brand name Fabric composition, % Price, euro

1 H&M Cotton 100 13.50
2 Reserved Cotton 100 18.00
3 Zara Cotton/polyamide/elastane 77/19/4 31.40
4 C&A Cotton 100 13.50
5 New Yorker Cotton 100 15.80
6 Cubus Cotton 100 22.60
7** Tommy Hilfiger Cotton/elastane 97/3 81.00

Note(s): *Ranked in order of brand popularity. **The most popular luxury brand

Table 1.
Characteristics of

shirts
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agglomeration graph in subsequent steps, and the limit value of agglomeration distance was
then calculated. The results of the analysis were interpreted on a dendrogram, on which
clusters were determined based on the plot of the binding distance relative to the binding
stages. Moreover, the hypotheses regarding the differentiation in the perceived quality of
branded products forming subsequent clusters were verified using the Fisher–Snedecor test.
The post-hoc analysis was performed with the least significant difference (LSD) test.
Inferences were carried out at the significance level of α 5 0.05.

4. Results and discussion
4.1 A comparison of the brand-based product quality perception with the sensory assessment
of its quality
In order to verify the H1 hypothesis, it was determined whether there were any differences
between the perception of the quality of clothes labeled with selected clothing brands and the
consumer assessment of the quality of the products (shirts) tested. The conducted data
analysis (Table 2) has shown that in 33 out of 42 cases, the p-values for all the pairs are 0.000,
which is less than 0.005 (5% confidence level); therefore, the hypothesis H1 was rejected. This
means that there is a significant difference between the perception of selected quality features
of brands and the real quality of the products assessed by consumers.

The largest discrepancies occurred in the assessment of the fabric composition. In one
case, the difference amounted to 1.11 pts (it was the largest difference in all assessments
carried out). In the case of five brands (shirts were composed of 100% cotton), consumers
would assign higher values of this parameter in sensory assessments. Lower scores in the
sensory tests were obtained by two products that contained admixtures of synthetic fibers. It
is worth noting that during sensory analyses, the assessors also had access to a label
specifying the composition of the fabric, which apparently influenced their assessment. Large
differences were also observed when assessing the aesthetics of the products, a feature that is
more often perceived as the most important in purchasing behaviors (De Klerk and Lubbe,
2004, Chattaraman and Rudd, 2006; Swinker and Hines, 2006). However, in this case, it turned
out that the perceived aesthetics of the branded products received higher ratings than in the
direct assessment. Similar results were obtained for the “additional elements”. Based on the
average ratings, it was also found that the perceived overall quality of all analyzed brands is
higher than in the sensory assessment. The study results are consistent to some degree with
the conclusions formulated by Maran et al. (2017), who pointed out the significance of
differences between the expected level and the satisfaction level of branded products. The
results of our study suggest that brand-based assessment of quality may lead to overrating.
No clear trends were obtained for workmanship; differences in perceived and sensory quality
assessments showed both negative and positive values. In turn, the largest differences in the
brand perception of quality parameters in relation to the results of consumer quality
assessment were found for the cheapest brand.

As a result of using multidimensional scaling, six features analyzed in the study were
reduced to two dimensions. Each of the examined units received two coordinates and a two-
dimensional perception map was elaborated (Figure 1). The value of the STRESS coefficient
for multidimensional scaling (taking into account all features) was 0.029, which indicates a
good fit of the reproduced distance matrix to the observed distance matrix. The results of the
PROFIT analysis with marked coordinates of individual features presented in Figure 1 have
facilitated the assessment of similarities and differences between the brands. The purpose of
this analysis was to determine to what extent (and in relation to which features) the compared
brands are perceived by the assessors as similar. Based on the distribution of points on the
graph, it can be concluded that there are several clusters related to brand perception and
consumer assessment. Generally, higher assessments of aesthetics, additional elements and
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overall quality were obtained when consumers did not have direct access to the products, and
their assessment was based on the perception of a given brand. On the other hand, in the case
of assessing features such as fabric composition or workmanship, higher ratings were
assignedwhen the respondentsmade the direct assessment of the product, knowing its brand
and price. Although there is a significant discrepancy between the perception of the features
of specific brands and the consumer assessment of products, the clusters within the studied
groups aremore visible here. Some similarities are exhibited by the brands that differed in the
product price as no. 4 and no. 6 or no. 3 and no. 7.

4.2 Taxonomy of clothing brands
In order to explore the differences in the perception and assessment of the quality of products
from various brands, a cluster analysis was carried out to verify the H2 hypothesis. The
arithmetic average values illustrating the perception of the quality features of individual
brands and the assessment of the quality of shirts of these brands were analyzed. The results
of this analysis are presented in the form of dendrograms in Figure 2.

In relation to the perception of the quality of the analyzed clothing brands, four clusters
were distinguished, allowing the grouping of the analyzed brands by their quality level and
their most striking features. The first cluster includes two brands: no. 4 and no. 6, the second
cluster consists of the brand no. 5, the third – the brand no. 1 and no. 2, while the fourth – the
brand no. 7 and no. 3. Taking into account the study results on sensory assessment of product
quality, three clusters were distinguished. The first one consists of no. 4 and no. 5 brands, the
second – no. 6, no. 1 and no. 2, while the third –no. 3 and no. 7. The analysis of average values
of quality features, presented in Table 3, allows a detailed interpretation of the differences
between clusters, and the results of the Fisher–Snedecor test provide the basis for
establishing the truth of the H2 hypothesis.
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The highest quality among the brands tested was exhibited by two brands marked as no. 3
and no. 7. These brands create joint clusters for both values of the ratings obtained in
perception studies (cluster 4) and the real (sensory) quality ratings (cluster 3). In both tests, the
quality features of these brands were rated the highest on the five-point scale, assuming
values above 4 points, with the exception of the additional elements feature in sensory
assessment, which obtained a value of 3.99 pts. The quality of these brands is perceived as
high because of the product aesthetics (4.62), workmanship (4.46) and fabric composition
(4.46), while in the quality assessment they distinguish themselves by their overall quality
(4.24) and workmanship (4.18). It should be noted that the products of these two brands had
the highest prices in the entire group tested. What is more, the price of the premium brand
product was 250% higher than the other one. Considering that both of these brands are
perceived and rated at a similar level of quality, it can be concluded that the premium one uses
the strength of its brand to generate higher profits. This observation is consistent with the
findings of other authors (e.g. Hoyer and Brown, 1990; Hustvedt and Bernard, 2010) who
indicated that consumers are willing to pay more for products of reputable brands.

Considering consumer perception of the quality of clothes, cluster 2 represents the brands
offering productswith the lowest level of all quality features. This cluster has quality features
ranging from 2.69 pts up to 3.13 pts. Among the features, which are particularly negatively
perceived by the respondents are the fabric composition (2.69) and workmanship (2.71). The
brands in cluster 1 exhibit higher levels of perceived quality than the brands in cluster 2.
All quality features received ratings above 3 pts. It is worth noting, however, that the brands
in cluster 1 show no differences in the perceived quality when compared to the brands in
cluster 2 in terms of the product aesthetics, design/style and additional elements, as indicated
by the results of the LSD test. The brands in cluster 3 offer goods whose quality is perceived
as average. The quality features received ratings around 3.71–4.15 pts on a five-point scale.
The respondents point to the product aesthetics (4.15 pts) and design/style (3.95 pts) as their
biggest assets.

When looking at the clusters obtained for the sensory assessment of quality, apart from
cluster 3, characterizing the brands of the best quality, two other clusters of varying levels of
ratings were identified. The lowest quality is exhibited by two brands in cluster 1, which
received particularly low ratings for additional elements (2.17 pts) and for the product
aesthetics (2.47) – one of the most basic qualitative determinants (Hines and Swinker, 2001).

Cluster
Product
aesthetics

Fabric
composition Design/style Workmanship

Additional
elements

Overall
quality

Perceived level of the quality of individual features– survey
1 3.30a 3.40b 3.13a 3.49b 3.04a 3.35b
2 3.13a 2.69a 3.08a 2.71a 3.07a 2.90a
3 4.15b 3.71b 3.95b 3.74b 3.86b 3.89c
4 4.62c 4.46c 4.39b 4.46c 4.15b 4.43d

F-Snedecor test results (p values)
0.033 0.024 0.008 0.026 0.025 0.005

Real level of the quality of individual features – sensory assessment
1 2.47a 3.87 2.94a 3.44a 2.17a 3.04a
2 3.55b 4.09 3.67b 3.68a 3.48b 3.60b
3 4.13c 4.04 4.10c 4.18b 3.99c 4.24c

F-Snedecor test results (p values)
0.004 0.338 0.008 0.037 0.000 0.004

Note(s): Different letter symbols at the mean values indicate significant differences between these means in
the LSD test

Table 3.
Comparison of
perceived and real level
of the quality of
individual features of
branded product
clustering (arithmetic
average values)
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It is worth mentioning that although the perceived quality of one of the brands in this
category received the lowest ratings as well, the other brand obtained better ratings in the
perceived quality tests, and, as such, it can be found in a different cluster (slightly above the
lowest ratings). The products of these two brands also belonged to the group with the lowest
price levels. Cluster 2 comprises three brands, whose quality features were assessed as
average (in the range between 3.48 and 4.09 pts). They obtained the highest ratings for the
fabric composition and the lowest for additional elements. In this quality category, all rated
products differed in the purchase price, from the lowest of 13.50 euro, through the average
price of 18.00 euro, to the highest in this category, equal to 22.60 euro, so the difference
between the cheapest and the most expensive product in this category was 30%.With this in
mind, it can be concluded that a higher price does not always translate into a better product
quality, which is consistent with the results reported by Farashahi et al. (2018).

5. Conclusions
The main purpose of the presented study was to find out whether the perceived quality of a
product of a given brand matches the real level of its quality determined by consumers on the
basis of the sensory assessment of a product. Based on the average ratings, it was found that
the perceived overall quality of all analyzed brands is higher than the real one, evaluated using
sensory assessment. The results have also shown that most of the other analyzed features,
including product aesthetics, design/style, additional elements, regardless of the type of brand,
received higher ratings in perceived quality compared to the real one. The differences between
the compared features were statistically significant in 33 out of 42 cases. Therefore, it can be
concluded that hypothesis H1, which states that the perceived quality of clothes of a given
brand is equal with the real quality of a product, as evaluated by consumers using sensory
assessment, was not supported. Only in the case of the quality of workmanship, differences in
ratings depended on the type of brand. The quality of more expensive brands received better
ratings in the sensory assessment. Likewise, in terms of the fabric composition, higher scores
were obtained in sensory assessment of the shirts made of 100% cotton. These conclusions are
also confirmed by the PROFIT analysis that has facilitated the illustration of the positions of
selected brands and their features in comparison with others.

The cluster analysis has shown that selected products were characterized by different
levels of quality, for which it was possible to identify strong andweak features characterizing
a given category. The hypothesis H2 was verified positively. Four clusters were
distinguished concerning the perception of the quality of the analyzed clothing brands,
and three clusters in the case of sensory assessment of the real quality of shirts. The brands
perceived as the highest quality stand out from the rest through features such as product
aesthetics, workmanship and fabric composition, while in the quality assessment they
distinguish themselves by their overall quality and workmanship. In turn, the brands
offering products with the lowest level of all quality features were particularly badly
perceived in terms of fabric composition and workmanship and in sensory assessment
obtained particularly low ratings for additional elements and the product aesthetics.

Also considering the differences in the price level of the shirts assessed, an additional
conclusion can be made that a higher price does not always translate into better product
quality and that the premium brands use the strength of its brand to generate higher profits.

5.1 Implications
The authors of this article strongly believe that this research would be a valuable source of
information for clothing company managers, thanks to which they could better manage their
brand and its position on the market, and thus ensure the enterprise’s economic development
and success. When undertaking marketing activities consisting of building positive
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perceptions about the product, it is important to make sure that the product offers an attractive
sensory experience. In the case of products of the brands for which the results of sensory
quality assessment (real) deviate from consumer perceptions about the quality (perceived),
production managers should take corrective actions to restore and even improve the brand
image in the eyes of the consumer, aswell as to ensure the brand and the products offered under
it a stable position on the market. Otherwise, there is a risk that consumers might feel
dissatisfied and lose confidence in the brand, which in turn can lead to long-term losses.

5.2 Limitations
This study has several limitations. First and foremost, the research results cannot be
generalized to all consumers because they encompass the results from one national context
and one population of respondents (young females). Although this particular consumer group
plays an important role in the retail clothing market (Cho and Workman, 2011; Millan and
Wright, 2018), it does not provide an exhaustive description of consumer buying behavior.
Therefore, further research should also include other consumer groups, in order to investigate
whether the quality perception and direct quality assessment depend on gender, age,
economic conditions and cultural background of the buyers. It should also be noted that the
conducted research comprises only the most popular clothing brands available on the Polish
market, in particular the fast fashion segment brands. It would be interesting to continue the
study by investigating the products of other brands, whichwouldmake it possible to obtain a
more complete picture of the segmentation of retail clothing brands based on their quality.
Furthermore, it would be advisable to carry out a sensory assessment of the quality of other
clothing items offered under the brand names investigated. The aim would be to verify the
differences identified in this study between the brand-related perceived quality and the actual
quality of the products assessed by means of sensory analysis and to establish whether it is
possible to indicate a universal set of distinguishing features of products offered under a
particular brand name and determining their level of quality.

References

Abraham-Murali, L. and Littrell, M.A. (1995), “Consumers’ conceptualization of apparel attributes”,
Clothing and Textiles Research Journal, Vol. 13 No. 2, pp. 65-74, doi: 10.1177/
0887302X9501300201.

Acquila-Natale, E. and Iglesias-Pradas, S. (2020), “How to measure quality in multi-channel retailing
and not die trying”, Journal of Business Research, Vol. 109, pp. 38-48.

Astous, A. and Kamau, E. (2010), “Consumer product evaluation based on tactile sensory
information”, Journal of Consumer Behaviour, Vol. 9 No. 3, pp. 206-213, doi: 10.1002/cb.312.

Borgatti, S.P. (1997), “Profit”, available at: http://www.analytictech.com/borgatti/profit.htm (accessed
10 March 2020).

Brijball, S. (2003), “The level of importance attached to price and quality in purchasing behavior”, SA
Journal of Industrial Psychology, Vol. 29 No. 1, pp. 93-99.

Chattaraman, V. and Rudd, N.A. (2006), “Preferences for aesthetic attributes in clothing as a function
of body image, body cathexis and body size”, Clothing and Textile Research Journal, Vol. 24
No. 1, pp. 46-61, doi: 10.1177/0887302X0602400104.

Chen-Yu, H.J. and Kincade, D.H. (2001), “Effects of product image at three stages of the consumer
decision process for apparel products: alternative evaluation, purchase and post-purchase”,
Journal of Fashion Marketing and Management, Vol. 5 No. 1, pp. 29-43, doi: 10.1108/
EUM0000000007277.

Chi, H.K., Yeh, H.R. and Yang, Y.T. (2009), “The impact of brand awareness on consumer purchase
intention: the mediating effect of perceived quality and brand loyalty”, The Journal of
International Management Studies, Vol. 4 No. 1, pp. 135-144.

JFMM
25,4

694

https://doi.org/10.1177/0887302X9501300201
https://doi.org/10.1177/0887302X9501300201
https://doi.org/10.1002/cb.312
http://www.analytictech.com/borgatti/profit.htm
https://doi.org/10.1177/0887302X0602400104
https://doi.org/10.1108/EUM0000000007277
https://doi.org/10.1108/EUM0000000007277


Cho, S. and Workman, J. (2011), “Gender, fashion innovativeness and opinion leadership, and need for
touch: effects on multi-channel choice and touch/non-touch preference in clothing shopping”,
Journal of Fashion Marketing and Management, Vol. 15 No. 3, pp. 363-82, doi: 10.1108/
13612021111151941.

Davis, L.L. (1985), “Effects of physical quality and brand labeling on perceptions of clothing quality”,
Perceptual and Motor Skills, Vol. 61 No. 2, pp. 671-677, doi: 10.2466/pms.1985.61.2.671.

De Klerk, H.M. and Lubbe, S.J. (2004), “The role of aesthetics in consumers’ evaluation of apparel
quality: a conceptual framework”, Journal of Family Ecology and Consumer Sciences, Vol. 32,
pp. 1-7, doi: 10.4314/jfecs.v32i1.52845.

Dodds, W.B. and Monroe, K.B. (1985), “The effects of brand and price information on subjective
product evaluations”, in Hirschman, E.C. and Holbrook, M.B. (Eds), Advances in Consumer
Research, Vol. 12, pp. 85-90.

D’Astous, A. and Saint-Louis, O. (2005), “National versus store brand effects on consumer evaluation
of a garment”, Journal of Fashion Marketing and Management, Vol. 9 No. 3, pp. 306-317.

Farashahi, B.G., Easter, E. and Annett-Hitchcock, K. (2018), “Price and perceived product quality: a
comparison of denim jeans in three price categories”, Journal of Fashion Marketing and
Management: An International Journal, Vol. 22 No. 3, pp. 369-386. doi: 10.1108/JFMM-10-
2017-0104.

Fiore, A.M. and Damhorst, M.L. (1992), “Intrinsic cues as predictors of perceived quality of apparel”,
Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, Vol. 5, pp. 168-178,
available at: https://lib.dr.iastate.edu/aeshm_pubs/30.

Gonz�alez Mieres, C., D�ıaz Mart�ın, A.M. and Trespalacios Guti�errez, J.A. (2006), “Antecedents of the
difference in perceived risk between store brands and national brands”, European Journal of
Marketing, Vol. 40 Nos 1/2, pp. 61-82, doi: 10.1108/03090560610637310.

Grigoras, A. (2018), “The strategic impact of sensory elements on building and developing brand
equity”, Management Dynamics in the Knowledge Economy, Vol. 6 No. 4, pp. 579-592, doi: 10.
25019/MDKE/6.4.05.

Hines, J.D. and Swinker, M.E. (2001), “Knowledge: a variable in evaluating clothing quality”,
International Journal of Consumer Studies, Vol. 25 No. 1, pp. 72-76, doi: 10.1111/j.1470-6431.
2001.00172.x.

Hoeffler, S. and Keller, K.L. (2003), “The marketing advantages of strong brands”, Journal of Brand
Management, Vol. 10 No. 6, pp. 421-445, doi: 10.1057/palgrave.bm.2540139.

Horv�ath, C. and van Birgelen, M. (2015), “The role of brands in the behavior and purchase decisions of
compulsive versus noncompulsive buyers”, European Journal of Marketing, Vol. 49 Nos 1/2,
pp. 2-21, doi: 10.1108/EJM-10-2012-0627.

HowToDressLike (2019), “Favourite fashion brand”, available at: https://fashionbiznes.pl/
najpopularniejsze-marki/?fbclid5IwAR2xPsxSaYCpouVlZ-jbg5KHKjH2bAKjGHtU4lEfvUOpqt
p0W3XzbiP3LD8# (accessed 26 March 2019).

Hoyer, W.D. and Brown, S.P. (1990), “Effects of brand awareness on choice for a common, repeat-
purchase product”, Journal of Consumer Research, Vol. 17 No. 2, pp. 141-148, doi: 10.1086/208544.

Hustvedt, G. and Bernard, J.C. (2010), “Effects of social responsibility labelling and brand on
willingness to pay for apparel”, International Journal of Consumer Studies, Vol. 34 No. 6,
pp. 619-626, doi: 10.1111/j.1470-6431.2010.00870.x.

ISO 11136 (2014), Sensory Analysis - Methodology - General Guidance for Conducting Hedonic Tests
with Consumers in a Controlled Area, ISO, Genewa.

Keller, K.L. (2008), Best Practice Cases in Branding: Lessons from the World’s Strongest Brands, 3rd
ed., Pearson Education, Upper Saddle River, NJ.

Maran, K.K., Badrinarayanan, J. and Kumar, P. (2017), “A study on branded apparels customers
purchase behavior with reference to India”, International Journal of Applied Business and

Consumer
quality

assessment

695

https://doi.org/10.1108/13612021111151941
https://doi.org/10.1108/13612021111151941
https://doi.org/10.2466/pms.1985.61.2.671
https://doi.org/10.4314/jfecs.v32i1.52845
https://doi.org/10.1108/JFMM-10-2017-0104
https://doi.org/10.1108/JFMM-10-2017-0104
https://lib.dr.iastate.edu/aeshm_pubs/30
https://doi.org/10.1108/03090560610637310
https://doi.org/10.25019/MDKE/6.4.05
https://doi.org/10.25019/MDKE/6.4.05
https://doi.org/10.1111/j.1470-6431.2001.00172.x
https://doi.org/10.1111/j.1470-6431.2001.00172.x
https://doi.org/10.1057/palgrave.bm.2540139
https://doi.org/10.1108/EJM-10-2012-0627
https://fashionbiznes.pl/najpopularniejsze-marki/?fbclid=IwAR2xPsxSaYCpouVlZ-jbg5KHKjH2bAKjGHtU4lEfvUOpqtp0W3XzbiP3LD8#
https://fashionbiznes.pl/najpopularniejsze-marki/?fbclid=IwAR2xPsxSaYCpouVlZ-jbg5KHKjH2bAKjGHtU4lEfvUOpqtp0W3XzbiP3LD8#
https://fashionbiznes.pl/najpopularniejsze-marki/?fbclid=IwAR2xPsxSaYCpouVlZ-jbg5KHKjH2bAKjGHtU4lEfvUOpqtp0W3XzbiP3LD8#
https://fashionbiznes.pl/najpopularniejsze-marki/?fbclid=IwAR2xPsxSaYCpouVlZ-jbg5KHKjH2bAKjGHtU4lEfvUOpqtp0W3XzbiP3LD8#
https://doi.org/10.1086/208544
https://doi.org/10.1111/j.1470-6431.2010.00870.x


Economic Research, Vol. 21 No. 15, pp. 215-222, available at: https://www.researchgate.net/
publication/323143317 (accessed 20 February 2020).

Millan, E. and Wright, L.T. (2018), “Gender effects on consumers’ symbolic and hedonic preferences
and actual clothing consumption in the Czech Republic”, International Journal of Consumer
Studies, Vol. 42 No. 5, pp. 478-488, doi: 10.1111/ijcs.12447.

Okonkwo, U. (2007), Luxury Fashion Branding. Trends, Tactics, Techniques, Palgrave Macmillan, NJ.

Palmowska, M. and Karasek, J. (2019), “Raport: Rynek mody w Polsce”, Wyzwania, available at:
https://home.kpmg/pl/pl/home/insights/2019/11/raport-kpmg-pt-rynek-mody-w-polsce-
wyzwania.html (accessed 10 March 2020).

Peirson-Smith, A. and Hancock II, J.H. (2017), “Telling brand tales—revealing all and covering up: the
A&F brand/story”, The Journal of Popular Culture, Vol. 50 No. 6, pp. 1184-1212.

Posner, H. (2019), “Marketing fashion”, in Arkady (Ed.), Polish: Marketing Mody, Strategia i promocja.

Saricam, C., Aksoy, A. and Kalaoglu, F. (2012), “Determination of the priorities of customer
requirements and quality in apparel retail industry”, International Journal of Business and
Social Science, Vol. 3 No. 16, pp. 242-250, available at: https://pdfs.semanticscholar.org/441b/
38ad0d5718687fc0a700cfe946e3d15cacdd.pdf (accessed 10 March 2020).

Solomon, M.R., Bamossy, G.J., Askegaard, S. and Hogg, M.K. (2016), Consumer Behaviour: A European
Perspective, 6th ed., Prentice Hall, London.

Swinker, M.E. and Hines, J.D. (2006), “Understanding consumers’ perception of clothing quality: a
multidimensional approach”, International Journal of Consumer Studies, Vol. 30 No. 2,
pp. 218-223, doi: 10.1111/j.1470-6431.2005.00478.x.
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