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 This is an exploratory study of the parents‟ buying decision on luxury branded 

children‟s clothing. Parents‟ purchasing patterns on clothing have changed over the 
years. They have developed a buying habit which merchandisers need to understand 

and could influence to maximize their business opportunities. For some parents, buying 

clothes has gone beyond the necessity; buying luxury branded clothes which have 
higher price and quality has become a norm. In addition, some parents even buy luxury 

branded clothes for their children who would eventually outgrow these clothes quite 

fast. This study investigates the factors that influence parents‟ buying decision on 
luxury branded children‟s clothing in Malaysia. Factors including social status, product 

and service quality, materialism and gender were investigated. A survey questionnaire 

is used as the primary data collection tool whereby 250 samples were collected from 
parents in Malaysia. Findings suggest social status, product and service quality, and 

materialism are significantly related to parents‟ buying decision, while parents‟ gender 

has not been found to be a significant differentiator in their purchase decision. Research 
limitations and suggestions for future research are also presented.   
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INTRODUCTION 

 

 In the merchandising business, specifically 

pertaining to the clothing or apparel for children, 

producers and retailers are aware that children do not 

have the power to decide much less the power to 

purchase their own clothes. Therefore, the target 

buyers are actually the parents and caretakers of 

these children. A more important aspect for the 

merchandisers is to influence the purchase decision 

of these adults, especially for branded or luxury 

clothes for children, which so far has been 

successful. Due to this idea, it is relevant to note 

which factors that mainly influence the decision of 

parents when they shop for their children‟s clothes. 

This research focuses on the relationship between the 

parents‟ buying decisions on luxury branded 

children‟s clothing and the factors influencing them.  

 Living in the 21st century gives significant 

difference in various aspects of life for people 

especially in the metropolitan areas. One of them is 

the ability to have a stable income and higher pay for 

both male and female workers. This is similarly 

experienced by parents living in cities in Malaysia. 

Generally, these relatively young parents, who are 

active in the workforce, have small children. One of 

the things that are commonly noticed is that parents 

clothe their children the way they themselves are 

attired. The parents have their own „minis‟ walking 

about with them, tagging along wherever they go. 

This shows that parents are willing to buy branded 

clothes for their children despite the reality that their 

children always outgrow these clothes very quickly. 

Indeed, consumer behavior widely expresses the 

attitude of every consumer when making decisions in 

buying products that attract them or the loyalty that 

they have in those products or brands.  

 It has also been noted that consumers‟ 

purchasing behavior may be estimated by the mixture 

of fashion inventiveness and status utilization 

(O‟Cass and Frost, 2002). Thus, parents with higher 

social status may have the tendency to buy luxury 

goods, which include their children‟s luxury clothing, 

and they are more than willing to do so. To other 

people, this may invoke a pertinent question that 

begs an answer. If this luxury clothing for children is 

as expensive as the adults‟ apparel, then why would 

parents want to purchase them for their children, who 

may not be able to appreciate it, much less wear it for 

long since they outgrow these clothes very fast? It is 
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found that parents prefer to purchase more upmarket 

luxury brands instead of domestic brands (Speece 

and So, 1998), and additionally, it has been found 

that parents buy luxury brands and well-known 

products for their child or children in an active 

manner (Corral, 1999). An earlier study shows that, 

in general, people‟s need for appearance and 

materialism stems from their concerns on how others 

perceive them (Powderly and MacNulty, 1990). More 

specifically, it is found that parents who purchase 

luxury brands for child apparel have their own social 

and financial status (Darian, 1998). Indirectly, 

parents are able to impress others with the 

appearance of their children in order to manifest and 

to increase their social status in the eyes of the 

society. It is quite obvious that parents with 

significant financial resources are able to purchase 

luxury products without any qualms, and normally, 

with higher income comes higher status. Therefore, 

parents who have these ideas in their minds or who 

have stereotypical thinking with regards to income 

and status would try to fit into this image through the 

display of materialism.        

 This study is to investigate what factors 

influence parents‟ buying behavior with regards to 

branded child apparel.  The investigation focuses on 

select areas, which are the social status in terms of 

reputation and image, product and service quality, 

materialism, and gender. Therefore, the following 

question is formulated for this research: 

 What are the factors that influence parents‟ 

buying decision on branded or luxury clothing for 

their children? Based on this question, the following 

questions related to parents‟ purchase decision with 

regards to other pertinent factors are then formulated. 

These questions are specific in nature to seek the 

relationship between the dependent variable and the 

independent variables. 

(1) Does the perception of social status and 

reputation influence parents‟ buying decision on 

luxury branded children‟s clothing? 

(2) Is there any strong relationship between parents‟ 

buying decision with the product and service quality? 

(3) Is there any materialistic motivation among the 

parents when they decide to purchase luxury branded 

clothes for their child/children? 

(4) Does the parents‟ gender affect their purchase 

decision on luxury branded children‟s clothing? 

 

Literature reviews: 

 In the fashion industry, off-the-rack clothing and 

accessories are most suitable for the public 

indulgence of luxury product (O‟Cass and Choy, 

2008; Silverstein and Fiske, 2003; Tilley, 2001). 

Supposedly, it is the understanding that people of a 

higher social status assert their social position with 

their preference for the latest fashions and trends, in 

order to set themselves apart from people of a lower 

social status (Azuma and Fernie, 2003). Social status 

signifies an illustration of figurative sense conveyed 

through luxury items. A study shows that respondents 

graded individuals wearing designer brands such as 

Polo or Ralph Lauren clothes as belonging to a 

higher social status than those who wear ordinary 

store brands (Workman, 1988). Nevertheless, brand, 

price, origin, and features in the design can be 

considered alternative gauges of external clues to the 

quality and the value of a product amongst 

consumers (Dawar and Parker, 1994). The credibility 

of a particular brand such as its high price and 

markings, displays wealth and status (Vigneron and 

Johnson, 1999). Therefore, it is highly significant to 

examine how social status greatly affects parents‟ 

buying decision.  

 In addition, there is a clear upward trend in an 

individual‟s perception as high quality products and 

services have developed a minimum standard rather 

than a point of distinction in many businesses. 

Product and service qualities are crucial in affecting 

parents‟ perceptions derived from social status, as 

they influence the final purchase decision. It is 

maintained that product quality is an evaluation on 

how a product conveys the advantages desired by 

customers to satisfy their needs (Keller, 2008). In 

relation to purchase decision, parents nowadays are 

concerned with the quality of their children‟s 

clothing. Therefore, it is significant to examine how 

service and product quality could impact parents‟ 

buying decision.  

 Apart from social status and quality, materialism 

is another factor that might affect parents‟ buying 

decision. A primary trait of materialism is the use of 

belongings and consumer possessions to display an 

individual‟s personal identity (Dittmar, 1992). 

Materialistic people are expected to value overtly 

exhibited possessions as the symbols of their status 

and success; hence the possessions become a great 

significance to them. Similarly, people who are 

materialistic use their possessions as markers to 

measure personal success (Cleveland, Laroche and 

Papadopoulos, 1999).  

 Finally, gender of parents is also seen as a 

possible factor in making the final decision in 

purchasing luxury clothes for their children. A study 

indicates that mothers (females) dominate the 

purchasing behavior in regards to branded children‟s 

clothing (Martinez and Polo, 1999). However, more 

and more fathers are actively involved in the 

purchasing of children‟s clothes nowadays.  

 Thus, the variables have direct or indirect 

influence on parents‟ buying decision, but further 

analysis is needed to identify the result. The analysis 

helps to examine the accuracy of these independent 

variables in relation to the dependent variable. 

Consequently, an organization can implement 

strategies to improve and/or to produce different 

kinds of products to attract those parents. 

 

Theoretical Framework & Research Methodology: 

 In the earlier discussion, the variables have 
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direct or indirect influence on the factors of parents‟ 

buying decision, but further analysis is needed to 

identify the result. The analysis helps to examine the 

accuracy of these independent variables in relation to 

the dependent variable. Consequently, an 

organization can implement strategies to improve 

and/or to produce different kinds of products to 

attract those parents. 

 The conceptual framework (see Figure 1) of this 

study aims to examine the factors that influence the 

parents‟ buying decision on luxury branded 

children‟s clothing. In particular, the model 

comprises four independent dimensions, namely 

Social Status in terms of Reputation and Image, 

Product and Service Quality, Materialism, and 

Gender. The dependent variable is parents‟ buying 

decision.  

 

    Independent Variables        Dependent Variable 
 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1: Theoretical framework of the factors influencing parents‟ buying decision on luxury branded children‟s 

clothing. 

 

 Based on the research framework, the following 

hypotheses are forwarded for testing. 

H1: There is a significant relationship between social 

status (reputation and image) and parents‟ buying 

decision on luxury branded children‟s clothing. 

H2: There is a significant relationship between 

product and service quality and parents‟ buying 

decision on luxury branded children‟s clothing. 

H3: There is a significant relationship between 

materialism towards parents‟ buying decision on 

luxury branded children‟s clothing. 

H4: There is a significant difference between parents‟ 

gender and their buying decision on luxury branded 

children‟s clothing. 

 Primary data source refers to the information 

obtained first-hand from 250 respondents by using a 

set of questionnaire. The questionnaire was 

distributed to parents who have at least one child. 

There were seventeen questions in Section A, 

focused on respondents‟ demographics, as well as the 

reasons and influences for purchase.  In Section B, 

twenty questions using the Likert scale 1 (strongly 

disagree) to 5 (strongly agree) were used to extract 

information regarding the research dependent and 

independent variables. The data analysis techniques 

used include descriptive analysis, normality analysis, 

correlation analysis, multiple regression analysis and 

independent samples t-test. 

 

RESULTS AND DISCUSSIONS 

 

 Table 1 illustrates the mean and standard 

deviation of social status (reputation and image) and 

how this affects parents‟ purchase decision on luxury 

clothing for their children. The overall mean were all 

higher than 3, suggesting that respondents tend to 

agree more with the statements. 

 
Table 1: Mean and Standard Deviation of Social Status. 

Social Status (Reputation and Image) Mean Std. Dev. 

I purchase luxury brand products because I want others to view 

me and my child/children as being in the upper class status. 

3.57 0.774 

Luxury brand products depict my social status. 3.70 0.797 

I purchase luxury brand products regardless of what other 
people think. 

3.69 0.839 

I am happy when someone praises my child/children for 

wearing luxury brands. 

3.82 0.810 

Luxury brands can show my child‟s/children‟s character(s). 3.33 0.877 

I purchase luxury brand products for my child/children to be 
different from other children. 

3.68 0.793 

I prefer higher reputation and image of brands. 3.96 0.798 

 

  

Social Status  

(Reputation and 

Image) 

Product and Service 

Quality 

Materialism 

Gender 

H4 

H1 

H2 

H3 

Parents’  

Buying  

Decision 



90                                                                    Isma Suhaila Ismail et al, 2015 

Australian Journal of Basic and Applied Sciences, 9(14) Special 2015, Pages: 87-92 

 Based on Table 2, the overall mean for Product 

and Service Quality are higher than 4, suggesting that 

respondents tend to strongly agree with the 

statements. This suggests that parents tend to focus 

more on product and service quality that the brand or 

company has to offer.  

 Table 3 below shows that the overall mean 

results for Materialism are higher than 3, suggesting 

that respondents tend to agree with the statements 

regarding their tendency for materialism.  

 
Table 2: Mean and Standard Deviation of Product and Service Quality. 

Product and Service Quality Mean Std. Dev. 

Luxury brand products have superior quality. 4.21 0.749 

Luxury brand products have a good after sales services. 4.24 0.747 

Luxury brand products look really impressive. 4.32 0.777 

Luxury brand products are long-lasting. 4.21 0.784 

Luxury brand products are worth buying. 4.32 0.734 

 
Table 3: Mean and Standard Deviation of Materialism. 

Materialism Mean Std. Dev. 

I like buying luxury brands. 3.84 0.817 

I would be happy if I owned luxury items. 4.02 0.826 

My life would be better if I owned certain designer brands. 3.85 0.909 

I measure my success in life through my possessions. 3.97 0.902 

I buy luxury items because they represent popular brands. 3.90 0.832 

 

 The results above show that product and service 

quality scored the highest mean (Mean=4.26, 

SD=0.644) and it is perceived as the most important 

factor for parents to purchase luxury brands. This is 

followed by social status in terms of reputation and 

image (Mean=3.68, SD=0.592), while materialism 

has the lowest mean (Mean=3.63, SD=0.632). For 

the independent variables, the Cronbach‟s Alpha 

values are 0.852 for luxury clothing‟s social status 

(reputation and image), 0.903 for luxury clothing‟s 

product and service quality, and 0.686 for luxury 

clothing‟s materialism level. Although Materialism is 

comparatively low in relations to other variables, it is 

deemed reliable nonetheless, and thus becomes 

acceptable. On the other hand, the dependent variable 

also comes out with a reliable value of 0.639. In 

other words, the scales used in this research are all 

reliable.  

 The Pearson correlation (R-value) for parents‟ 

buying decision and social status (reputation and 

image) is 0.506 (p-value < 0.05). The result indicates 

that there is a significant, positive and high 

correlation between social status (reputation and 

image) and parents‟ purchasing decision for their 

children‟s luxury clothing. The Pearson correlation 

(R-value) for parents‟ buying decision and product 

and service quality is 0.564 (p-value < 0.05). The 

result indicates that there is a significant, positive and 

high correlation between product and service quality 

and parents‟ purchasing decision. The Pearson 

correlation (R-value) for parents‟ buying decision 

and materialism is 0.392 (p-value < 0.05). The result 

indicates that there is a significant, positive and high 

correlation between parents‟ tendency towards 

materialism and their purchasing decision.  

 The result of multiple linear regression analysis 

shows that the R square is 0.391, which indicates that 

approximately 40% per cent of the total effect on the 

dependent variable is explained by 3 independent 

variables tested in this study; i.e. materialism, 

products and services quality, and social status 

(reputation and image). Independent sample t-test 

was performed to verify any potential difference 

between male and female parents and their buying 

intention. The mean value for male is 4.07 and 

female is 4.00. The independent t-test result shows 

that the mean difference is not significant (p-value 

>0.05). This suggests that parents from both genders 

have similar perception of purchase when it comes to 

buying luxury branded clothing for their children.  

 Table 4 displays the summary of the hypotheses 

testing conducted in this study. In conclusion, H1, 

H2, and H3 are supported, while H4 is not supported 

in this study. 

 
Table 4: Summary of Hypotheses Result. 

Hypotheses Decision 

H1: There is a significant relationship between social status (reputation 

and image) and parents‟ buying decision on luxury branded children‟s 
clothing. 

Supported 

H2: There is a significant relationship between product and service 

quality and parents‟ buying decision on luxury branded children‟s 
clothing. 

Supported 

H3: There is a significant relationship between materialism towards 

parents‟ buying decision on luxury branded children‟s clothing. 

Supported 

H4: There is a significant difference between parents‟ gender and their 
buying decision on luxury branded children‟s clothing. 

Not Supported 

 

 The study finds that reputation influences 

parents‟ perception towards the brands that parents 

are willing to buy for their children‟s apparel. A 

positive image of an organization or brand best 
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encourages parents to purchase luxury branded 

children‟s clothing. Parents who have significant 

high levels of fashion inventiveness would probably 

outfit their children with luxury brands.  

 The data analysis also shows that the influence 

from product and service quality is positively 

correlated to the purchasing decisions of luxury 

branded children‟s clothing. In the luxury clothing 

industry, service quality is seen as an important 

aspect that parents look into before engaging in a 

purchase and/or requesting for service. Therefore, in 

order for parents to purchase luxury branded clothing 

for their children, companies must first provide 

parents with best in-sale and after-sales services. 

 Based on the results of the regression analysis, 

the third hypothesis is still supported even as it 

exerted a lower influence towards the purchase 

decision on luxury branded children‟s clothing. High 

expenditure on luxury brands indicate a higher sense 

of materialism that the parents possess. 

 This research shows that parents‟ gender is not a 

factor associated with their purchase decision when it 

comes to buying luxury clothing for their children. 

This study finds that both male and female parents 

perceive buying luxury branded clothing for their 

children in a similar fashion in Malaysia.   

 

Conclusions: 

 This study investigates parents‟ buying decision 

on luxury branded children‟s clothing. The findings 

in this study have revealed that social status 

(reputation and image), product and service quality, 

and materialism have significant relationship towards 

their purchase decision, and their gender is not a 

differentiating factor. The most influential factor that 

influences purchase is the product and service 

quality, followed by social status (reputation and 

image) and materialism. Therefore, the luxury brand 

industry should prioritize these factors to enhance the 

success of the marketing campaign in attracting 

parents to purchase luxury children clothing.  

Although previous studies indicated that materialistic 

influences were regarded as the most important, the 

results from this study show otherwise. Also, this 

research finding shows that the male respondents are 

willing to purchase luxury branded children‟s 

clothing as much as their female counterparts. Hence, 

the industry could learn and make use of these 

factors to gain a better comprehension of parents‟ 

purchase behavior when it comes to luxury branded 

clothing for children. 

 In light of the above discussion, it is important to 

note that influence itself is not measured but rather, 

susceptibility to influence from social status 

(reputation and image), product and service quality, 

and materialism are measured. However, this study 

did not examine when or under which circumstances 

parents are more or less likely to yield to influence. 

Since materialism can be perceived as a pejorative 

trait related to possessiveness, respondents may have 

distorted their responses. 

  Future research could consider several 

possibilities for extensions. Forthcoming research 

could delve into other different factors (such as 

product design and consumers‟ price-consciousness) 

as they would influence parents‟ buying decision on 

children‟s clothing. 
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