
 

 

ISAR Journal of Economics and Business Management 

Volume 3, Issue 7, 2025, Page: 1-8 

Abbriviate Title- ISAR J Econ Bus Manag 

ISSN (Online)- 2584-0169  

https://isarpublisher.com/journal/isarjebm 
 

1 
Cite this article:  

Yang, D. J., Vũ, T. N. A., Yen, C. H., (2025). A Study Comparing the Consumption Values on Customer Satisfaction in Luxury 

and Regular Fashion Clothing between Taiwan and Vietnam. ISAR Journal of Economics and Business Management, 3(7), 1-8. 

 

A Study Comparing the Consumption Values on Customer Satisfaction in Luxury and 

Regular Fashion Clothing between Taiwan and Vietnam 

Yang, Dong Jenn
1*

, Vũ, Thị Ngọc Ánh
2
, Yen, Chao-Hui

3 

1Associate Professor of Business Administration of I-Shou University 

2Master of Business Administration of I-Shou University 

3Associate Professor of Business Administration of I-Shou University. 

*Corresponding Author  

Yang, Dong Jenn 
 

Associate Professor of 

Business Administration 

of I-Shou University. 

 

 

 

 

Article History 

Received: 07.05.2025 

Accepted: 20.06.2025 

Published: 04.07.2025 

Abstract: This study examines the differences in consumer satisfaction towards luxury and regular 

fashion in two Asian markets: Vietnam, a country characterized by a collectivist culture and rapid 

growth, and Taiwan, which has deep cultural roots as a mature market. The research examines how 

emotional, functional, social, conditional, and epistemic values influence customer satisfaction. It 

compares these relationships across luxury and regular fashion clothing segments, as well as how 

national culture (Vietnam vs. Taiwan) impacts these relationships. A survey of 200 participants, 

equally divided between the two countries, revealed significant differences across luxury and regular 

fashion clothing segments and national culture (Vietnam vs. Taiwan) in terms of five consumption 

values related to consumer satisfaction. This research offers valuable insights for international fashion 

brands looking to adapt their strategies to culturally diverse markets. 
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Research Background 

Asia's fashion market is experiencing rapid growth; however, 

existing research primarily focuses on Western markets or treats 

Asia as a homogeneous entity, neglecting its diverse cultural and 

economic contexts. For instance, Vietnam represents an emerging 

economy with a growing middle class, while Taiwan is a mature 

market that emphasizes sustainability. These two countries offer 

contrasting contexts for studying consumer behavior (Statista, 

2023; McKinsey & Company, 2023). Additionally, there has been 

limited exploration of how various value dimensions—functional, 

emotional, social, epistemic, and conditional—affect customer 

satisfaction across luxury and regular fashion segments 

(Wiedmann, et al., 2009; Worldpanel, 2023). This study aims to fill 

these gaps by examining how consumption values influence 

satisfaction behavior in both Vietnam and Taiwan, while also 

comparing these effects across different clothing market segments. 

Research problem and objectives 

Despite the rapid growth of Asia's fashion market, most research 

focuses on Western markets or overlooks the region's cultural and 

economic diversity. Vietnam, an emerging economy with a 

growing middle class, and Taiwan, a mature market emphasizing 

sustainability, highlight these contrasts. Current studies often 

emphasize customer satisfaction, with limited exploration of how 

value dimensions affect satisfaction across luxury and regular 

fashion segments. This study aims to fill these gaps by examining 

how consumer value dimensions influence customer satisfaction in 

Vietnam and Taiwan, and comparing these effects across market 

segments. The objectives include: 

1. Examining the impact of five consumption (functional, 

emotional, social, epistemic, and conditional) values on customer 

satisfaction. 

2. Comparing these relationships across luxury and regular fashion 

clothing segments and how national culture (Vietnam vs. Taiwan) 

affects these relationships differently. 

Literature Review 

Consumption value theory 

Sheth et al.'s (1991) Consumption Value Theory identifies five core 

values that influence consumer decisions: 1. Functional Value: This 

includes utility, quality, and durability, which are particularly 

important in regular fashion. 2. Emotional Value: This represents 

positive feelings and pleasure, which are key aspects of luxury 

fashion. 3. Social Value: This pertains to the enhancement of status 

and social image, a significant factor in collectivist cultures. 4. 
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Epistemic Value: This relates to curiosity and novelty, which drive 

exploratory behavior. 5. Conditional Value: This is about the 

suitability of a product for specific contexts, such as events or 

promotions. In the fashion industry, these values vary by segment. 

Regular fashion places a greater emphasis on functional value, 

such as durability and price, while luxury fashion prioritizes 

emotional and social values, including status and exclusivity.  

Customer Satisfaction and Purchasing Behavior 

Customer satisfaction is defined as the degree to which a product 

meets or exceeds expectations (Oliver, 1980). In the fashion sector, 

satisfaction arises from how well products align with both practical 

needs, like quality and durability, and emotional fulfillment 

(Parasuraman et al., 1988). Purchasing behavior refers to the 

decision-making processes and actions influenced by 

psychological, cultural, and economic factors (Kotler & Keller, 

2016). Differentiates consumption values across various segments 

and provides actionable insights for brand strategies. 

The Effect of Emotional, Functional, Social, Conditional and 

Epistemic Value on Customer Satisfaction 

Emotional value reflects the positive feelings, such as joy and 

pride, that a product can evoke (Holbrook & Hirschman, 1982). In 

luxury goods, this value is intensified by exclusive designs, high 

quality, and recognizable logos, resulting in strong emotions like 

pride and self-affirmation (Hagtvedt & Patrick, 2009). According 

to Wiedmann et al. (2009), emotional value significantly influences 

luxury customer satisfaction by fulfilling deeper emotional needs. 

Carlson et al. (2015) further noted that pride and enjoyment from 

using luxury products enhance satisfaction. Similarly, emotional 

value applies to non-luxury goods when well-designed products are 

reasonably priced or exceed quality expectations (Sweeney & 

Soutar, 2001). In collectivist cultures, products often serve 

symbolic and emotional roles, fostering group identity and social 

belonging (Wong & Ahuvia, 1998). Hypothesis 1a: Emotional 

value positively affects customer satisfaction. 

Functional value refers to a product's ability to meet practical needs 

and is a crucial driver of customer satisfaction, as it helps meet or 

exceed expectations (Oliver, 1980). Factors such as consistent 

performance, utility, and affordability contribute to building trust 

and fostering positive emotions (Anderson et al., 1994). Shukla et 

al. (2016) showed that perceived quality and value for money 

significantly enhance satisfaction, particularly in practical 

industries. In the fashion sector, attributes like durability and 

practicality are critical for satisfaction. In contrast, in less 

differentiated markets like smartphones, the influence of functional 

value on satisfaction is weaker (Wong et al., 2019). 

Hypothesis 1b: Functional value positively affects customer 

satisfaction.  

Social value emerges from the satisfaction derived from 

associating with desired social groups through consumption (Sheth 

et al., 1991). Consumers find satisfaction in products that express 

their identity and reinforce their sense of belonging to a group 

(Gallarza & Saura, 2006). In luxury markets, social recognition and 

associations with high status significantly enhance satisfaction 

(Zhan & He, 2012; Vigneron & Johnson, 2004). Likewise, in mass 

markets, products that promote a sense of belonging within peer 

groups generate social value and influence satisfaction (Eastman et 

al., 1999). 

Hypothesis 1c: Social value positively affects customer 

satisfaction. 

Conditional value refers to the utility derived from products in 

specific situations (Sheth et al., 1991). Conditional value is often 

driven by promotions, discounts, or tailored offerings, such as 

seasonal products in fashion (Sweeney & Soutar, 2001; Holbrook, 

1999). By meeting situational needs, conditional value fosters 

loyalty and satisfaction. 

Hypothesis 1d: Conditional value positively affects customer 

satisfaction. 

Epistemic value stems from novelty, knowledge, and unique 

experiences that satisfy curiosity and provide differentiation (Sheth 

et al., 1991; Babin et al., 1994). Novelty and variety enhance 

satisfaction by offering engaging and stimulating experiences 

(Hirschman, 1980; Wong et al., 2019). 

Hypothesis 1e: Epistemic value positively affects customer 

satisfaction. 

Luxury value perception 

Wiedmann et al.'s (2007) Luxury Value Perception Model 

identifies four dimensions: 1. Functional Value: Focused on 

quality, durability, and utility. 2. Individual Value: Encompassing 

emotional gratification and self-identity. 3. Social Value: Involving 

status signaling and social approval. 4. Financial Value: Related to 

the potential for investment. These dimensions collectively 

contribute to how consumers perceive luxury brands. Obviously, 

when purchasing luxury clothing, the value considerations differ 

from those of regular clothing. 

Cross-cultural theory 

Cross-cultural theory illustrates the profound impact of cultural 

dimensions—such as hierarchy, individualism, and long-term 

orientation—on consumer perceptions and decisions across diverse 

product categories (Hofstede, 2011; de Mooij & Hofstede, 2010). 

In Vietnam, the prevailing high-power distance and low 

individualism characterize a collectivist society where both luxury 

and everyday fashion serve as vital tools for social signaling and 

community acceptance. Vietnamese consumers place significant 

importance on social and symbolic values, particularly when it 

comes to luxury goods, which aligns with the concept of 

conspicuous consumption (Han, et al., 2010). This behavior is 

especially pronounced among urban, upwardly mobile 

demographics, where visible brand symbols convey success and 

legitimacy (Nguyen & Simkin, 2017; Truong et al., 2009). 

Conversely, Taiwan’s lower power distance and strong long-term 

orientation cultivate a distinctly pragmatic consumption culture. 

Here, luxury consumers focus on functional and financial 

attributes, prioritizing product quality and investment potential 

over mere symbols of wealth (Hung et al., 2011). Regular fashion 

shoppers are motivated by smart consumption, actively seeking 

quality without overspending, and express emotional and symbolic 

values in more nuanced and personal ways (Wang & Wu, 2019). 

These contrasting dynamics underscore how cultural logic dictates 

the prioritization of emotional, social, functional, epistemic, and 

conditional values in fashion consumption. Collectivist consumers 

are more likely to respond to socially driven cues, while 

individualist or long-term-oriented consumers emphasize product 

features (Kim & Drolet, 2003). By comparing Vietnam and 
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Taiwan, we gain valuable insights into the distinct ways in which 

cultural contexts shape consumer behavior, making this exploration 

essential for understanding global fashion trends. 

According to Hofstede’s (2011) cultural dimensions clearly 

illustrate significant differences between Vietnam and Taiwan that 

are essential for businesses to understand: Vietnam's high-power 

distance and low individualism signal a focus on social and 

symbolic values for status recognition (Nguyen & Simkin, 2017). 

This cultural trait influences how brands can resonate with 

consumers, who prioritize tradition and communal ties. In contrast, 

Taiwan's lower power distance and strong long-term orientation 

highlight a preference for functional and financial values, such as 

product quality and investment potential (Hung et al., 2011). This 

focus suggests that Taiwanese consumers are more attracted to 

brands that promise reliability and future benefits. Based on this 

understanding, the following hypotheses are proposed:  

H2: The effect of the five consumption values on consumer 

satisfaction differs when purchasing luxury versus regular clothing. 

H3: The effect of the five consumption values on consumer 

satisfaction differs between consumers of Vietnam and Taiwan. 

Method 

This section outlines the research design, measures, and data 

collection methods to achieve the study's objectives and research 

framework, as shown in Figure 1. 

 

Figure 1. Research framework 

Sampling collection 

A social media questionnaire, utilizing a purposive sampling 

method, was used to select participants with experience in luxury 

and general fashion. Data collection took place over four weeks, 

with an initial goal of gathering approximately 250 responses. 

However, after filtering out incomplete and inconsistent entries, 

only valid questionnaires were retained for statistical analysis. 

Ultimately, the final dataset included 200 valid responses, evenly 

split between Vietnam (n = 100) and Taiwan (n = 100). This 

balanced design enhances the accuracy of cross-country and 

segment comparisons. To ensure consistency in meaning across 

languages, the questionnaires underwent a back-translation 

process, which addressed any semantic discrepancies and 

preserved cultural nuances. 

Measure and questionnaire design 

All measurement scales were adapted from validated instruments 

in existing literature, ensuring content validity and construct 

reliability. The primary constructs are presented in Table 1. The 

questionnaire demographics, such as age, gender, and income, were 

included for descriptive and comparative analysis. Most constructs 

in this study were measured using a 5-point Likert scale, which 

allowed participants to indicate their level of agreement with each 

statement, ranging from strongly disagree to strongly agree. 

Reliability analysis 

A reliability analysis was conducted using Cronbach's Alpha to 

ensure the internal consistency of the measurement scales. All 

constructs, including Emotional Value, Functional Value, Social 

Value, Conditional Value, Epistemic Value, and Customer 

Satisfaction, were tested separately for each segment. A Cronbach's 

alpha coefficient of .70 or higher is acceptable for scale reliability. 

shown in Table 1. 

Descriptive valid sample 

The sample is valid for analysis. In the Taiwanese group, 44% 

identified as male and 56% as female, showing a balanced gender 

ratio. In contrast, the Vietnamese group had 11% male and 89% 

female respondents, indicating a predominantly female 

composition. 

In the Taiwanese group, participants ranged from 18 to over 55, 

with 35% aged 31–40. In contrast, most Vietnamese participants 

were between 23 and 30 (45%) and 31–40 (27%), with very few 

over 55. Among Vietnamese participants, 71% reported monthly 

incomes of less than 1,000 USD, while 11% earned between 1,000 

and 2,000 USD, and only 4% made over 2,000 USD. In Taiwan, 

60% earned between 1,000 and 2,000 USD, 26% between 500 and 

1,000 USD, with few reporting incomes above 2,000 USD. 
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Table 1. Cronbach’s alpha values for each construct 

 

 

 

Analysis and Results 

Comparing five consumption values on the fashion segment 

The Independent Samples t-test was conducted to compare five 

consumption values between the luxury and regular fashion 

segments, focusing on Taiwanese and Vietnamese consumers. The 

results are shown in Tables 2 and 3. 

In Taiwan, the pursuit of luxury clothing is valued more highly in 

terms of conditional and epistemic consumption value compared to 

regular clothing. These findings indicate that Taiwanese consumers 

conduct a more rational and informed assessment of luxury versus 

regular fashion items, effectively balancing emotional appeal with 

situational and novelty-driven considerations. These findings 

reveal that Taiwanese consumers engage in a more rational and 

informed evaluation of luxury versus regular fashion items, 

striking a balance between emotional appeal and situational and 

novelty-driven considerations. 

In Vietnam, luxury consumers perceive a higher Functional Value, 

indicating that the superior quality, craftsmanship, and performance 

of luxury goods are significant factors influencing their purchasing 

decisions in the fashion market. This results in previous studies that 

highlight the importance of perceived functionality in luxury 

consumption within emerging economies (Nguyen et al., 2021). 
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Table 2. Independent Samples t-test Analysis of Luxury versus Regular Fashion Segments in Taiwan 

 

 

Table 3. Independent Samples t-test Analysis of Luxury versus Regular Fashion Segments in Vietnam 

 

Linear Regression Analysis 

To explore the impact of five consumption values on the 

satisfaction of Taiwanese and Vietnamese consumers with luxury 

and regular fashion clothing. This study conducted four linear 

regression analyses. The dependent variable was customer 

satisfaction (CS), and the independent variables included emotional 

value (EV), functional value (FV), social value (SV), conditional 

value (CV), and cognitive value (EpV). 

1. Linear regression equation for the luxury fashion clothes in 

Taiwan 

A linear regression analysis explored the effect of five consumer 

values on customer satisfaction in Taiwan's luxury fashion 

segment. The model is statistically significant (F = 13.892; p < 

0.001), explaining 56.3% of the variation in customer satisfaction 

(R² = 0.563). The adjusted R² is 0.522, indicating a good fit, and 

the VIF indices range from 1.117 to 2.159, indicating no serious 

multicollinearity in the model. 

CS_TWL=.255EV*+.158FV+.083SV+.127CV+.387EpV*** 

* p < .05, ** p < .01, *** p < .001 

2. Linear regression equation for the regular fashion clothes in 

Taiwan 

A linear regression analysis explored the effect of five 

consumer values on customer satisfaction in Taiwan's regular 

fashion segment. The model is statistically significant (F = 11.275; 

p < 0.001), explaining 62.4% of the variation in customer 

satisfaction (R² = 0.624). The adjusted R² is 0.568, indicating a 

good fit, and the VIF indices range from 1.12 to 2.707, indicating 

no serious multicollinearity in the model. 

CS_TWR=.392EV**−.027FV+.413SV*+.174CV−.043EpV 

* p < .05, ** p < .01, *** p < .001 

 

3. Linear regression equation for the luxury fashion clothes in 

Vietnam 

A linear regression analysis explored the effect of five consumer 

values on customer satisfaction in Vietnam 's regular fashion 

segment. The model is statistically significant (F = 2.635; p < .05), 

explaining 33.6% of the variation in customer satisfaction (R² = 

0.336). The adjusted R² is 0.209, indicating a good fit, and the VIF 
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indices range from 1.167 to 1.955, indicating no serious 

multicollinearity in the model. 

CS_VNL=.583EV*+.194FV−.001SV+.032CV−.232EpV 

* p < .05, ** p < .01, *** p < .001 

 

4. Linear regression equation for the regular fashion clothes in 

Vietnam 

A linear regression analysis explored the effect of five consumer 

values on customer satisfaction in Vietnam 's regular fashion 

segment. The model is statistically significant (F = 8.679; p 

< .001), explaining 41.2% of the variation in customer satisfaction 

(R² = 0. 412). The adjusted R² is 0.364, indicating a good fit, and 

the VIF indices range from 1.146 to 2.064, indicating no serious 

multicollinearity in the model. 

CS_VNR=.013EV+.286FV*−.033SV+.122CV+.359EpV*  

* p < .05, ** p < .01, *** p < .001 

 

Cross-comparing the effects of five consumption values on the 

satisfaction of Taiwanese and Vietnamese consumers with luxury 

and regular fashion clothing. The satisfaction of Taiwanese and 

Vietnamese consumers in the luxury fashion segment is primarily 

influenced by emotional value. In particular, epistemic value has a 

strong impact on the satisfaction of Taiwanese consumers. In the 

regular fashion segment, five consumption values affect 

satisfaction differently between Taiwanese and Vietnamese 

consumers. Emotional, social and epistemic values influence 

Taiwanese consumers’ satisfaction, while Vietnamese consumers' 

satisfaction is affected by functional, and epistemic values. 

 

1. CS_TWL= .255EV*+.158FV+.083SV+.127CV+.387EpV*** 

2. CS_TWR=.392EV**−.027FV+.413SV*+.174CV−.043EpV 

3. CS_VNL=.583EV*+.194FV−.001SV+.032CV−.232EpV 

4. CS_VNR= .013 EV+.286FV*−.033SV+.122CV+.359EpV*  

* p < .05, ** p < .01, *** p < .001 

 

Conclusions and Suggestions 

This is a summary of the hypothesis testing regarding the influence 

of consumer values on customer satisfaction across four segments. 

The findings indicate that H1d was rejected, while H1a, H1b, and 

H1c received partial support. Additionally, H2 and H3 were 

supported. The results are summarized in Table 4. 

 

Table 4. Hypothesis Testing Summary 

Hypothesis TW-Luxury TW-Regular VN-Luxury VN-Regular Conclusion 

H1a: EV → CS V (p = .031) V (p = .007) V (p = .015)  ✘ Partial Support 

H1b: FV → CS ✘  ✘  ✘  V (p = .045) Partial Support 

H1c: SV → CS ✘  V (p = .023) ✘  ✘ Partial Support 

H1d: CV → CS ✘ ✘ ✘ ✘ Rejected 

H1e: EpV → CS V (p = .001) ✘  ✘  V (p = .011) Partial Support 

 

The cross-national comparison revealed that Vietnamese 

consumers’ satisfaction is generally more affected by functional 

values compared to Taiwanese consumers, especially within the 

regular segment. In contrast, Taiwanese consumers are usually 

more affected by emotional value and epistemic value in the luxury 

segment, as well as social values in regular fashion clothing. These 

findings underscore the cultural and segment-specific differences 

in how value perceptions influence satisfaction and behavior. 

Overall, the study enhances our understanding of how value 

perceptions differ across cultural and product contexts. It also 

supports the relevance of value-based consumer behavior models 

in explaining fashion consumption patterns in Asia. 

According to Hennigs et al. (2013), consumers in Asian countries 

tend to view luxury goods as avenues for self-improvement, 

personal growth, and spiritual experience, rather than solely 

seeking emotional pleasure. Consequently, the model results align 

well with the regional consumption characteristics: customers are 

not driven by functionality or momentary emotions, but rather 

focus on values such as personalization, depth, and the expression 

of personal identity. Similarly, Lin and Huang (2012) note that 

consumers in Asian markets prioritize intellectual and personal 

values over purely functional or emotional ones. Luxury brands 

can tailor international marketing strategies based on consumers' 

values and cultural preferences. In Taiwan, high-end clothing 

signifies a sense of belonging to the upper class. Taiwanese 

consumers tend to prioritize social status more (Yang & 

Baldansenge, 2025). This observation is consistent with the 

research findings: customers are motivated not by immediate 

functionality or emotions but are instead oriented towards values of 

personalization, depth, and self-expression. 

The model results highlight a significant reality in developing 

markets like Vietnam: satisfaction with luxury products largely 

arises from personal emotions. In contrast, factors such as 

functionality, knowledge, or situational conditions do not 

significantly influence this satisfaction. This finding aligns with 

theories regarding cultural and contextual consumption behavior, 

suggesting that consumers in emerging markets often link luxury 

goods to strong emotional experiences and a "self-reward" 

mentality (as noted by Sheth et al., 1991), rather than making 

decisions based on knowledge or logical reasoning. Similar 

findings have been observed in other emerging markets, such as 

China and India, where luxury consumers are primarily driven by 

emotional values and the psychology of self-reward, rather than by 

functional or informational attributes (Shukla & Purani, 2012). 

According to Li et al. (2012), in cultures where luxury items 

symbolize status and success, the feelings of pride and joy 
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associated with ownership are far more important than an 

understanding of the brand or the product itself.  

Research suggestions 

This study offers valuable insights for fashion marketers operating 

in culturally diverse markets, such as Vietnam and Taiwan. The 

Theory of Consumption Values (TCV) supports developing value-

driven branding strategies for distinct consumer groups. In 

Vietnam's regular fashion segment, emotional and conditional 

values significantly influence satisfaction and purchase behavior. 

Non-luxury brands should focus on emotional branding, utilizing 

storytelling and localized content to engage young consumers, 

alongside promotions tied to cultural events. In contrast, the 

Taiwanese luxury fashion segment is driven by epistemic value, 

emphasizing novelty and uniqueness. To enhance their appeal, 

luxury brands should prioritize limited edition launches, 

compelling brand stories, and collaborations with local designers. 

The limited impact of functional and social values across both 

countries suggests a shift away from traditional, product-focused 

messaging toward symbolic and culturally relevant experiences. 

Marketers are encouraged to adopt localized segmentation 

strategies and create consumer personas based on value preferences 

to foster deeper engagement and loyalty. 
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