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Abstract. Although research on consumer preference and purchase intentions has received significant
attention, little research has been performed with respect to furniture products, particularly in the area of
empirical hypothesis testing. This study used regression models to test hypotheses relating to positional
goods consumption and environmental and sustainable consumption theories to investigate consumers’
preference for rattan cane furniture and their intentions to purchase the product. A questionnaire was
administered to 750 staff and students from universities, polytechnics, and research institutions in Ghana.
The results showed that social status, modernity, and environmental safety supported the preference and
purchase intentions for rattan cane furniture, whereas mixed results emerged from sustainable consump-
tion. The most important driver of preference for rattan cane furniture was modernity, followed by
environmental safety, social status, and sustainable consumption. In the case of purchase intentions, social
status emerged as the most important factor, followed by modernity, and then environmental consumption.
Building a positive social, environmental, and sustainable image of rattan cane furniture will enhance the
product’s value, and this will culminate in increasing consumers’ preference for the product and their
intentions to purchase the product. The study concluded that through market segmentation, manufacturers,
and marketers of rattan cane furniture can target consumers who are proenvironmentalists and those who
want to use the product to enhance their social image, thereby attracting a price premium.

Keywords: Rattan cane furniture, positional goods, social-status-enhancing products, sustainable consump-
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INTRODUCTION

Several decades ago, timber was regarded as the
only forest product of significant economic value.
However, in recent times, nontimber forest prod-
ucts (NTFPs) have emerged as products that can
potentially support the livelihoods of rural com-
munities (ITTO 2004). Since the early 1990s,
NTFP harvest has been the main focus of tropical
biodiversity conservation projects, and it is esti-
mated that NTFPs provide at most 25% of the
cash income to nearly 1 billion people (Molnar
et al 2004). Also, the extraction of NTFP is
considered more environmentally friendly than
that of timber. For example, a study carried out in
Indonesia suggests that rattan harvesting does
not conflict with forest conservation objectives
because it has little effect on forest structure and
diversity (Widayati and Carlisle 2012). Rattan
cane occupies an enviable place among NTFPs
and is one of the most important NTFP for
millions of small-scale forest users in Asia,
South America, and Africa (ITTO 2004). It has
wide and diverse applications, including the
production of furniture, handicrafts, and house-
hold items (Widayati and Carlisle 2012). In
Ghana, the rattan cane industry is made up of a
group of small-scale entrepreneurs and is a
major source of livelihood for individuals living
in both rural and urban communities (Falconer
1994; Tabi-Gyansah 2001).

Rattan cane furniture is becoming increasingly
popular in the marketplace because of its impor-
tant characteristics, including greater attractive-
ness, lighter weight, and lower cost compared
with similar wood-based products. Additionally,
rattan cane furniture has low embodied energy
and therefore is considered more environmen-
tally friendly than furniture produced from other
materials such as wood, metals, and plastics
(MDBRPP 2010). Despite its environmental
advantage and economic potential as a source
of livelihood for rural and urban populations
in developing countries, the market potential of
rattan cane furniture has not received adequate
attention. This gap in the literature has been
recognized by the international tropical timber
organization (ITTO), which has advocated the

need to conduct a baseline study on the con-
sumption patterns and market preferences of
rattan cane products as one of the key priority
areas if the sustainability of rattan cane devel-
opment is to be guaranteed (ITTO 2004). A
fundamental understanding of the concerns of
consumers and what factors possibly motivate
these concerns is imperative to the success of
wood products and NTFP marketing (O’Brien
2001). Knowledge of consumer needs and desires
is an integral part of marketing strategies if
products are to be consumer oriented (Pakarinen
1999). Previous studies have focused pri-
marily on the market potential of wooden
furniture (Pakarinen 1999; Ratnasingam et al
2007). Pakarinen (1999) investigated consumer
perceptions about the use of wooden furni-
ture whereas Ratnasingam et al (2007) focused
on evaluating consumer perceptions toward
rubber wood as a furniture material. Because
information on these matters with respect to
rattan cane is scanty, this study was carried out
to investigate the social, sustainability, envi-
ronmental, and modernity dimensions of rattan
cane furniture, which can be used to predict
consumers’ preference and purchase decisions
for the product.

BACKGROUND AND HYPOTHESES DEVELOPMENT

The last three decades have witnessed a plethora
of research on the concept of perceived cus-
tomer value, and this trend is expected to con-
tinue in the years to come (Woodruff 1997;
Sánchez-Fernández and Iniesta-Bonillo 2007).
The attention given to perceived customer value
stems from the belief that customer value serves
as a pivot around which marketing activities
revolve (Holbrook 2006). Indeed, it has been
observed that customer value is the driving force
behind a firm’s success (Slater 1997). The cus-
tomer is believed to be at the heart of every
business, and what the customer perceives to be
of value is what matters. It therefore stands
to reason that if a firm wants to stay competi-
tive at the marketplace, managers need to have
a full grasp of perceived customer value. This
will allow them to identify areas that require
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prioritized attention for the purpose of achiev-
ing marketplace advantage (Woodruff 1997).

Holbrook (2006) defines customer value as “an
interactive relativistic preference experience,”
meaning that customer value involves an inter-
action between a product and a customer. To
Holbrook, the relativistic nature of product–
consumer interaction encompasses three axes:
comparative, personal, and situational. Blackwell
et al (1999) explained value as personal prefer-
ence in the perceived situation. The product–
consumer interaction is comparative because
the judgment on a product’s value is made with
reference to the value of similar products. Indeed,
value is a comparative axis not only exclusively
among similar products but also between alter-
natives available to the consumer (Gallarza and
Gil 2008). Customer value is personal because
it varies from one person to another. Zeithaml
(1988) recognized that although consumers
agree on cues that signal quality, within a single
product category, perceived value appears to be
“highly personal and idiosyncratic.” Finally, cus-
tomer value is situational because it depends
on the situation in which the evaluation occurs.
Several marketing researchers have recognized
the time and space variable (situational) as an
important factor that determines the value of
products (Zeithaml 1988; Nilson 1992; Holbrook
1999). According to Nilson (1992), “perceived
value of a product is not constant: it varies with
each consumer and even with each relative
change in time of the day and year.”

Product attributes that serve as reliable signals
of product quality or value have been dichoto-
mized into intrinsic and extrinsic cues (Olson
and Jacoby 1972). The former involves physical
composition of the product, whereas the latter is
product related. In the case of furniture products,
intrinsic cues include such attributes as attractive-
ness, good-looking, youthfulness, naturalness,
durability, and environmental safety (Pakarinen
1999). The following typology of intrinsic and
extrinsic value has been proposed by Holbrook
(2006). The utility or economic dimension of
customer value refers to the case in which a
product or consumption experience serves as a

means to a customer’s own objective. The social
dimension occurs when one’s own consumption
behavior serves as means of shaping the
responses of others, such as when one consumes
in a way that makes a status-enhancing favorable
impression. Consumers derive their pride in
consuming quality products because of the per-
ception that quality products carry “an image
of social status” (Parvin and Kabir 2006).
Hedonic value represents the pleasure one
derives from consuming a product, whereas
altruistic value entails a concern for how one’s
consumption behavior affects others.

Despite the importance of the concept of per-
ceived value as a strategic tool in sustaining a
competitive advantage at the marketplace (Wang
et al 2004), its definition remains unsettled
(Sánchez-Fernández and Iniesta-Bonillo 2007).
Although studies have viewed perceived value
as a unidimensional construct that can be mea-
sured simply by asking respondents to rate the
value that they received in making their pur-
chases (Zeithaml 1988), others have advanced
arguments that the concept should be viewed as
a multidimensional construct that encompasses a
wide range of interconnected dimensions (Sheth
et al 1991a; Holbrook 1999; Sweeney and Soutar
2001). The unidimensional view of perceived
value, although simple, does not view value
as an aggregate concept formed from several
dimensions. Of particular importance is the fail-
ure of this approach to account for the com-
plexity of consumers’ perceptions of value,
which may include intangible, intrinsic, and emo-
tional factors (Sánchez-Fernández and Iniesta-
Bonillo 2007).

This study uses the concept of perceived cus-
tomer value for furniture products made from
rattan cane both conceptually and empirically.
Furniture marketing is better understood if per-
ceived customer value or quality is analyzed
using the multidimensionality of value as intrin-
sic and extrinsic as well as environmental and
social factors that influence customer’s per-
ceived value for furniture products (Toivonen
2011). In this study, the perceived value of
rattan cane furniture is analyzed through the
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lens of Holbrook’s conceptual framework of
perceived customer value (Holbrook 1999, 2006)
for two reasons. First, Holbrook’s framework
fits the objectives of this study, and second,
the framework provides a comprehensive view
of this multidimensionality. In fact, Sánchez-
Fernández and Iniesta-Bonillo (2007) assert
that Holbrook’s proposal presents an approach
that has made enormous contributions to the
study of the nature of perceived value.

Positional Goods Consumption as

Social-Status-Enhancing Mechanism

There are many compelling reasons why people
care about their relative position in society. A
person who has a high standing in society can
command respect, admiration, and power (Solnick
and Hemenway 1998). Sociological discourse on
consumption patterns advocates the notion that
certain groups of consumption are used as tools
for displaying status, power, and social position
in society (Jackson 2005). The thrust of positional
goods as a means of enhancing one’s social status
in society has been supported by theories. Veblen’s
theory of consumption, for example, suggests that
consumption is the key vehicle for advertising
wealth and social status in modern capitalist
societies (Dwyer 2009). People in virtually every
society care about other people’s opinion of them
(Postlewaite 1998). Most consumption is there-
fore not driven by utilitarian value, but is largely
influenced by society (Galbraith 1958). Accord-
ing to Hirsch’s concept of positional consump-
tion, once our material needs are met, we are led
to consume “positional goods”; goods that, by
virtue of their value or characteristics, allow us
to “position” ourselves socially with respect to
our fellows (Hirsch 1995).

Not all goods have the potential of elevating
consumers’ social status. How then can posi-
tional goods be differentiated from nonposi-
tional goods? The most important criterion for
goods to qualify as positional goods is their
social scarcity. Once goods are freely avail-
able and are consumed by the majority of the
populace, their social-status-enhancing charac-

teristics diminish, and individuals who aspire
to enhance their social status must take pains
to look for new goods with social identity
(Hirsch 1995; Jackson 2005). In the Ghanaian
context, rattan cane furniture is especially used
on porches, balconies, and roof terraces of
homes to receive visitors. It can be considered
a “positional good” in that it is used as com-
plementary furniture in the home of families
who strive to enhance their social image. We
therefore hypothesized that

H1a: As the perception that the use of rattan
cane furniture will enhance consumers’
social standing in society increases, the
preference for the product will signifi-
cantly and positively increase.

H1b: As the perception that the use of rattan
cane furniture will enhance consumers’
social standing in society increases, inten-
tion to purchase the product will signifi-
cantly and positively increase.

Sustainable Consumption

The past decades have experienced increased
and renewed interest in sustainable consumption
with respect to building materials (Gold and
Rubik 2009; Abeysundra et al 2007; Morel et al
2001; Lehmann 2013) and household furni-
ture items (Pakarinen 1999; Bennington 1985;
Alderman et al 2007; Ratnasingam et al 2007).
The renewed interest in sustainable consumption
is driven partly by the notion that anthropogenic
activities are critical elements in environmental
degradation (World Commission on Environment
and Development, WCED 1987; Tanner 1999),
and through mindful consumption, consumers
can care for self, community, and nature (Sheth
et al 2011). It is estimated that the global atmo-
spheric concentration of CO2 increased from
a preindustrial value of 280 to 379 ppm in 2005
(IPCC 2007). In 2011, the concentration of CO2

was 391 ppm, which is about 40% higher than the
preindustrial level (IPCC 2013).

Although recent years have witnessed a plethora
of studies on environmental marketing, only a
handful of green marketing research has addressed

228 WOOD AND FIBER SCIENCE, JULY 2015, V. 47(3)



the marketing of forest products (Kärnä 2003).
Because environmental quality plays a significant
and influential role in evaluating total quality of
products, environmental issues are increasingly
becoming relevant for the marketing of wood
products and are shaping customers’ perceptions
on product quality (Toivonen 2011). Research
shows a positive relationship between purchase
decision and environmental attributes of an
environmentally labeled wood product (O’Brien
2001). Customers’ concern about sustainable for-
est management practices increases their willing-
ness to use their purchasing power as leverage
to protect the environment (Vlosky and Ozanne
1998; O’Brien 2001; Archer et al 2005).

Thus, consumers’ growing environmentalism will
positively influence their desire to prefer products
determined to be environmentally friendly, and
this will eventually drive their purchase deci-
sions. On the basis of this argument, it was
proposed that

H2a: Greater perception that the use of rattan
cane furniture contributes to sustainable
consumption will increase consumers’ pref-
erence for the product.

H2b: Greater perception that the use of rattan
cane furniture contributes to sustainable
consumption will increase consumers’
intention to purchase the product.

Environmental Quality

Environmental quality is perceived to comprise
a wide variety of issues ranging from sustain-
able management to health issues (Toivonen
2011). Proenvironmentalists desire to achieve
two objectives: self-interest that places a pre-
mium on strategies that minimize one’s own
health risk and altruistic behavior that shows
concern for other people, the next generation,
other species, or the whole ecosystem (Bamberg
and Möser 2007). Apart from the desire to safe-
guard the environment, health, and safety issues
are important determinants of consumption pat-
terns. Sought-after product characteristics include
those that positively impact personal health, create

a good feeling of well-being, and communicate a
certain lifestyle. Also, proenvironmentalists place
a high premium on products perceived to possess
low embodied energy and have great recycling
potential (Toivonen 2011). On this basis, the fol-
lowing hypotheses were proposed:

H3a: As the perception that the use of rattan
cane furniture will not pose any health
problems to user’s increases, preference
for the product will significantly and posi-
tively increase.

H3b: As the perception that the use of rattan
cane furniture will not pose any health
problems to user’s increases, intention
to purchase the product will significantly
and positively increase.

Other physical or tangible dimensions of prod-
uct quality include aesthetic (visual) characteris-
tics and youthfulness, and it is expected that
products with high visual or aesthetic image
quality will receive high patronage. The appear-
ance attributes provide the consumer with the
overall impression of the product. Modernity,
simplicity, and playfulness emerged as the
three attributes that provided insight into what
consumers perceive when assessing product’s
appearance (Blijlevens et al 2009). We there-
fore hypothesized that

H4a: As the perception that rattan cane furniture
is modern increases, preference for the prod-
uct will significantly and positively increase.

H4b: As the perception that rattan cane furni-
ture is modern increases, intention to pur-
chase the product will significantly and
positively increase.

METHODS

Participants and Data Collection

To test the hypotheses, we administered a survey
instrument to 750 staff and students from univer-
sities, polytechnics, and research institutions in
four major cities in Ghana. A questionnaire was
developed and administered on site to participants
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in the selected institutions. Six interviewers were
recruited and trained in how to administer the
survey. Face-to-face interviewing was adopted
because it generates more reliable information
(Zhou et al 2005). In addition, Carson et al
(2001) recommended that when carrying out
research on estimating economic values of eco-
logical goods, having an in-person interview is
preferable to a mail survey. We were, however,
conscious about the interviewer effect and social
desirability bias of face-to-face methodologies
(Duffy et al 2005; Opdenakker 2006). To miti-
gate these effects, the participants were given
time and space to respond to the questionnaire
items (Robson 2011). The study met all the ethi-
cal guidelines of the research policy of University
of Education, Winneba.

Because data were collected for the dependent
(ie preference and purchase intentions) and
independent (ie sustainable consumption, social
status, modernity, and environmental safety)
variables using the same participants, a common
method of bias may occur (Zhou 2006). To

assess this potential problem, we conducted
the Harman single-factor test (Podsakoff et al
2003) in which an exploratory factor analysis
was carried out. The occurrence of common
method bias is likely if one factor explains the
majority of the variance in the data. In this
study, the factor analysis carried out resulted
in four factors that accounted for 69% of the
total variance (Table 1). The first factor (sus-
tainable consumption) explained about 36% of
the variance, well below the threshold level of
50% that would indicate the presence of such
bias (Husted et al 2014).

The participants were made up of 66% males
and 34% females. The average age of the
sample was 34 yr (median age ¼ 31 yr).
Majority (88.3%) aged between 21 and 40 yr,
whereas 28.4% were between the ages of 41
and 60 yr. Approximately, 31% were holders
of higher national diplomas, 48% holders of
bachelor of science degrees, 18% holders of
master’s degrees, 2% holders of PhD degrees,
and 1% held other qualifications. The income

Table 1. Measurement scales and assessment of internal consistencies.

Factors/variables
Factor
loading

Eigen
value

Cumulated explained
variance (%)

Cronbach’s
alpha

Sustainable consumption 4.63 35.61 0.84

Increasing use of rattan cane furniture can decrease deforestation 0.69

Production of rattan cane furniture is environmentally friendly 0.73

By using rattan cane furniture, I contribute to the sustainability

of tropical forests

0.87

I will purchase rattan cane furniture because I want to contribute

to the sustainability of tropical forests

0.71

Social status 2.23 52.74 0.80

The use rattan cane furniture will enhance my social standing

in society

0.76

The use of rattan cane furniture will make me feel accepted

in society

0.74

The use of rattan cane furniture will make me have a good

impression on other people

0.52

Rattan cane furniture will make me feel attractive 0.56

Environmental safety 0.78 62.93 0.72

Usage of rattan cane furniture will not pose any health

problem to me

0.53

Rattan cane furniture is recyclable 0.67

Modernity 1.33 68.90 0.77

Rattan cane furniture is youthful 0.62

Rattan cane furniture is the furniture of the future 0.76

Rattan cane furniture is timeless 0.62
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distribution was as follows: at most GH¢150
(18%), GH¢151-700 (29.4%), GH¢701-1300
(41.4%), ³GH¢1301 (19.4%).

Factor Analysis

To identify the factors that influence partici-
pants’ preference for rattan cane furniture and
that also drive their intention to purchase the
product, a factor analysis with varimax rotation
was performed on the data. Factor analysis is a
statistical method used to analyze interrelation-
ships among a large number of variables and to
explain these variables in terms of their common
underlying dimensions called factors. The objec-
tive of factor analysis is to aggregate the informa-
tion contained in a number of original variables
into a smaller set of factors with minimum loss
of information (Hair et al 2010). Factor analysis
was therefore used to identify the key factors that
could influence the participants’ preference for
rattan cane furniture and their decision to pur-
chase the product. These key factors were then
used as the basis for the multiple regression
analyses. Factor analysis requires that the data
matrix has sufficient correlation, and Bartlett’s
test of sphericity is used to test if there are corre-
lations among variables. The Bartlett’s test run
on the data showed high correlations among the
variables (w2 ¼ 3478, df ¼ 75, p < 0.001) and
therefore justified the application of factor
analysis. Further analysis of the suitability of
the data for factor analysis was carried out using
the Kaiser–Meyer–Olkin Measure of Sampling
Adequacy (KMO). The KMO value of 0.856
indicated that the data were satisfactory for factor
analysis (Hinton et al 2004).

Four factors, namely, sustainable consumption,
social status, environmental safety, and moder-
nity, which explain about 69% of the total vari-
ance, were extracted as input for the regression
models. The original variables increasing the
use of rattan cane furniture can decrease defor-
estation, production of rattan cane furniture is
environmentally friendly, by using rattan cane
furniture I contribute to the sustainability of
tropical forests, and by using rattan cane furni-

ture I contribute to mitigation of global warming
were loaded on the first factor (sustainable con-
sumption), which explained 35.61% of the vari-
ance. The second factor (social status), which
explained 17.13% of the variance, consisted of
four original variables, namely, the use of rattan
cane furniture will enhance my social standing
in society, the use of rattan cane furniture will
make me feel being accepted in society, the use
of rattan cane furniture will make me have a
good impression on other people, and the use of
rattan cane furniture will make me feel attrac-
tive. Two variables were loaded on the third
factor (environmental safety) and they were
usage of rattan cane furniture will not pose any
health problem to me, and rattan cane furniture
is recyclable. This factor explained 10.19%
of the variance. The fourth factor (modernity),
which was composed of three original variables,
namely, rattan cane furniture is youthful. rattan
cane furniture is furniture of the future, and
rattan cane furniture is timeless, explained 5.97%
of the variance.

Measurement of Variables

The questionnaire, which was the data collec-
tion instrument, consisted of items measured
on a 5-point Likert scale anchored on strongly
disagree (1) and strongly agree (5). The ques-
tionnaire was made up of scales for sustain-
able consumption, social status, environmental
safety, and modernity (Table 1). Also, the par-
ticipants were asked for demographic informa-
tion. The questionnaire also contained a cover
letter that informed them about the purpose of
the study and explained that all information
provided would be treated confidentially and
used for research purposes. The participants had
the option of declining participation by not
accepting the questionnaire or leaving parts of
the questionnaire incomplete.

Sustainable consumption. Items that were used
as variables of sustainable consumption were
developed after extensive review of extant
research works such as Vlosky and Ozanne (1998),
O’Brien (2001), Kärnä (2003), and Archer et al
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(2005). Four items (eg, production of rattan cane
furniture is environmentally friendly) were used
to measure participants’ sustainable consumption.

Social status. The measure of social status
was adapted from Sweeney and Soutar (2001).
In total, four items (eg, The use of rattan cane
furniture will enhance my social standing in
society) were used to measure the participants’
perceived usage of rattan cane furniture as social
enhancing status.

Modernity and environmental safety. The
items were adapted from Pakarinen (1999),
Ratnasingam et al (2007), Blijlevens et al (2009),
and Gold and Rubik (2009). Three items (eg,
rattan cane furniture is youthful) were used to
measure the perceived modernity of rattan cane
furniture. Environmental safety factors com-
prised healthiness and recyclability of rattan
cane furniture.

Reliability and Validity of Constructs

The questionnaire was pretested on 10 furniture
marketing professionals. The pretesting resulted

in rewording some questionnaire items. Reli-
abilities were calculated for the constructs, and
Table 1 reports the reliability scores for each
construct. The traditional measure of reliability
is Cronbach’s alpha with alpha values greater
than 0.70 considered acceptable (Nunnally and
Bernstein 1994). In this study, the reliability
values ranged from 0.72 for environmental
safety to 0.84 for sustainable consumption. Con-
struct validity is most directly related to the ques-
tion of what the instrument is in fact measuring
(Churchill 1979). To ensure construct validity,
measures should have convergent validity and
discriminant validity. Convergent validity is
demonstrated when two indicators of a con-
struct are shown to be in agreement, whereas
discriminant validity requires two or more indi-
cators to be unrelated to each other (Cohen et al
2011). A correlation matrix of items shows
moderate to high correlations among items of
a construct and low correlations between them
and other constructs’ items (Table 2). Factor
analysis performed on the constructs supports
convergent validity and discriminant validity
(Table 1).

Table 2. Intercorrelation of variables.

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15

1 Purchase 1

2 Preference 0.41a 1

3 Enhance 0.64a 0.55a 1

4 Acceptance 0.49a 0.32a 0.41a 1

5 Impression 0.46a 0.41a 0.50a 0.63a 1

6 Attractive 0.36a 0.43a 0.48a 0.29a 0.38a 1

7 Deforestation 0.08b 0.04 0.11a 0.13a 0.09a 0.08b 1

8 Environmentally

friendly

0.17a 0.03 0.15a 0.27a 0.19a 0.03 0.54a 1

9 Sustainability 0.21a 0.13a 0.18a 0.20a 0.18a 0.07b 0.60a 0.63a 1

10 Sustainability 0.26a 0.20a 0.24a 0.22a 0.23a 0.13a 0.48a 0.55a 0.65a 1

11 Healthy 0.41a 0.46a 0.46a 0.27a 0.33a 0.42a 0.13a 0.16a 0.16a 0.23a 1

12 Recycle 0.36a 0.37a 0.36a 0.22a 0.26a 0.31a 0.14a 0.17a 0.19a 0.29a 0.56a 1

13 Youthful 0.33a 0.46a 0.37a 0.22a 0.26a 0.36a 0.16a 0.14a 0.18a 0.20a 0.40a 0.34a 1

14 Future 0.35a 0.53a 0.44a 0.27a 0.30a 0.40a 0.08b 0.06 0.13a 0.20a 0.48a 0.37a 0.53a 1

15 Timeless 0.36a 0.42a 0.39a 0.27a 0.34a 0.38a 0.13a 0.16a 0.22a 0.27a 0.47a 0.40a 0.48a 0.55a 1
a p < 0.01; b p < 0.05.

Response scale: 1 ¼ strongly disagree, 5 ¼ strongly agree.

1 ¼ I plan to purchase rattan cane furniture, 2 ¼ I prefer rattan cane furniture, 3 ¼ The use of rattan cane furniture will enhance my social standing in

society, 4 ¼ The use of rattan cane furniture will make me feel accepted in society, 5 ¼ The use of rattan cane furniture will make me have a good impression

on other people, 6 ¼ Rattan cane furniture will make me attractive, 7 ¼ Increasing the use of rattan cane furniture can decrease deforestation, 8 ¼ Production

of rattan cane furniture is environmentally friendly, 9 ¼ By using rattan cane furniture, I contribute to the sustainability of tropical forests, 10 ¼ I will

purchase rattan cane furniture because I want to contribute to the sustainability of tropical forests, 11 ¼ The use of rattan cane furniture will not pose any

health problems to me, 12 ¼ Rattan cane furniture is recyclable, 13 ¼ Rattan cane furniture is youthful, 14 ¼ Rattan cane furniture is the furniture for the

future, 15 ¼ Rattan cane furniture is timeless.
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DATA ANALYSIS

Multiple regression analyses were performed
to test the hypotheses. First, eight regression
models with the original variables of the four
factors were developed to test the hypotheses
that perceived sustainable consumption, social
status, modernity, and environmental safety of
rattan cane furniture will increase participants’
preference for the product and also lead to their
decision to purchase the product (Table 3). The
quality of these models was assessed by the
adjusted R2 values as well as the number of
variables in the factors that were significant.
In the second step, the multidimensionality of
the preference and purchase intentions for rattan
cane furniture was tested by developing regres-
sion models involving the interaction between
the variables of social status and those of moder-
nity and environmental safety. The sustainable
consumption variables were not included in this
step because of their low adjusted R2 values
(0.05 and 0.08; Table 3). The hypotheses were
accepted if all the variables of a particular
factor were significant at the 1, 5, and 10%
levels of significance.

RESULTS AND DISCUSSION

One of the major challenges facing the world
today is how to use natural resources without
compromising the quality and sustenance of the
environment. The need to promote low carbon,
resource-efficient, and “green” products has
generated a plethora of discussions in the litera-
ture (UNEP 2011). One area in which gains can
be made with respect to sustainable consump-
tion is the use of household items that have low
embodied energy. Research indicates that envi-
ronmental attributes of wood products are rele-
vant for consumers purchase decisions (O’Brien
2001; Archer et al 2005). Indeed, studies have
demonstrated that the perceived social benefits
associated with a product increase consumers’
preference for the product (Sweeney and Soutar
2001). Thus far, little is known about how the
perceived social value of furniture products influ-
ences consumers’ preference for the products.

This study investigated the social, sustainability,
environmental, and modernity dimensions of
rattan cane furniture, which can be used to pre-
dict consumers’ preference and purchase deci-
sions for the product.

First, purchase intentions and preference for
rattan cane furniture variables were correlated
with the variables of sustainable consumption,
social status, modernity, and environmental safety
to provide evidence of the multidimensionality
of perceived customers’ preference and purchase
intentions (Table 2). Purchase intentions cor-
related positively with all variables, with the
perception that rattan cane furniture usage will
decrease deforestation and the perception that
the use of rattan cane furniture will enhance
one’s social status in society providing the
weakest and strongest associations, respec-
tively. Similarly, with the exception of “defor-
estation” and “environmental friendliness,” the
rest of the variables were relevant to the per-
ceived preference for rattan cane furniture. Over-
all, all the variables correlated positively. This
suggests that not a single dimension can explain
customers’ perceived preference and purchase
intentions for rattan cane furniture and that
social, environmental, and sustainable dimen-
sions all matter (Toivonen 2011). As a practi-
cal implication of this finding, producers and
marketers of rattan cane furniture can take advan-
tage of the multidimensional nature of perceived
preference and purchase intention constructs to
develop information-rich advertising and promo-
tional packaging that meets the expectations of
diverse consumers.

Next, hypotheses were used to investigate if
greater environmental quality of rattan cane fur-
niture, use of rattan cane furniture as perceived
social status enhancement, and increased per-
ceived modernity and environmental safety of
rattan cane furniture would result in increased
preference and purchase intentions of the product
(Table 3). First, H1a and H1b were addressed.
It was hypothesized that as the perception that
the use of rattan cane furniture will enhance
consumers’ social standing in society increases,
consumers’ preference for the product and their
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Table 3. Predicting consumers’ preference for rattan cane furniture and purchasing intentions of the product.

Preference
Purchase
intentions

Factors/variables b b
Sustainable consumption

Increasing the use of rattan cane furniture can decrease deforestation �0.07 �0.13a

Production of rattan cane furniture is environmentally friendly �0.12b 0.04

By using rattan cane furniture, I contribute to the sustainability of tropical forests 0.09 0.12a

By using rattan cane furniture, I contribute to global warming mitigation 0.24a 0.23a

Adjusted R2 0.05 0.08

Social status

Social-standing enhancement in society 0.04 0.27a

Feel being accepted in society 0.26a 0.19a

Having good impression on other people 0.28a 0.15a

Rattan cane furniture will make me feel attractive �0.01 0.08b

Adjusted R2 0.22 0.30

Modernity

Rattan cane furniture is youthful 0.22a 0.14a

Rattan cane furniture is the furniture of the future 0.34a 0.17a

Rattan cane furniture is timeless 0.13a 0.20a

Adjusted R2 0.33 0.17

Environmental safety

The use of Rattan cane furniture will not pose any health problem to me 0.37a 0.31a

Rattan cane furniture is easily recyclable 0.17a 0.19a

Adjusted R2 0.23 0.19

Two-way interaction paths

Social-standing enhancement � youthful 0.01 0.33a

Acceptance in society � youthful 0.25a 0.16b

Good impression on people � youthful 0.20a 0.08c

Attractive � youthful 0.15b 0.06

Adjusted R2 0.32 0.23

Social-standing enhancement � furniture of the future 0.05 0.38a

Acceptance in society � furniture of the future 0.27a 0.10c

Good impression on people � furniture of the future 0.18a 0.08c

Attractive � furniture of the future 0.16a 0.06

Adjusted R2 0.37 0.24

Social-standing enhancement � timeless 0.03 0.35a

Acceptance in society � timeless 0.19a 0.05

Good impression on people � timeless 0.27a 0.10b

Attractive � timeless 0.18a 0.01

Adjusted R2 0.29 0.24

Social-standing enhancement � healthiness 0.02 0.41a

Acceptance in society � healthiness 0.24a 0.15b

Good impression on people � healthiness 0.22a 0.04

Attractive � healthiness 0.16b 0.04

Adjusted R2 0.31 0.30

Social-standing enhancement � recyclable 0.10c 0.33a

Acceptance in society � recyclable 0.26a 0.16b

Good impression on people � recyclable 0.26a 0.08c

Attractive � recyclable 0.15b 0.03

Adjusted R2 0.28 0.26

b ¼ standardized regression coefficient, R2 ¼ variance explained by the model.
a p < 0.01, b p < 0.05, c p < 0.10 (one-tailed).
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intentions to purchase the product will signifi-
cantly and positively increase. Four variables of
social status (enhancement of social standing in
society, acceptance in society, good impression
on other people, and feeling attractive) were used
to test the hypotheses. “Acceptance in society”
and “good impression on other people” were sig-
nificant contributors of consumer preference,
with modest explanatory power (R2 ¼ 0.22). As
the perception that the use of rattan cane fur-
niture will make consumers feel accepted in
society (b ¼ 0.26, p < 0.01) and make them
have good impressions on other people (b ¼
0.28, p < 0.01) increased, consumers’ prefer-
ence for rattan cane furniture also increased.
The results, however, show that there were
nonsignificant associations between the use
of rattan cane furniture as a social-standing-
enhancing tool in society (b ¼ 0.04, p > 0.10)
and as a tool for making oneself attractive (b ¼
0.01, p > 0.10) and preference for rattan cane
furniture. Thus, H1a was not supported. To
address hypothesis H1b, the four variables of
social status were used to predict consumers’
purchase intentions, and the model explained
30% of the variation in the purchase intentions
(Table 3). All the four variables were significant
contributors of purchase intentions for rattan
cane furniture. As the perception that the use of
rattan cane furniture will enhance consumers
social standing in society (b ¼ 0.27, p < 0.01),
make them feel accepted in society (b ¼ 0.19,
p < 0.01), make them have a good impression on
other people (b ¼ 0.15, p < 0.01), and make them
feel attractive (b ¼ 0.08, p < 0.05) increased,
consumers intentions to purchase the product also
increased. Thus, H1b was supported.

Next, hypothesis H2a was addressed, and it was
predicted that greater perceived environmental
quality of rattan cane furniture will increase
consumers’ preference for the product. Two of
the four items contributed significantly to con-
sumers preference with weak explanatory power
(R2 ¼ 0.05) (Table 3). As consumers’ perception
that the use of rattan cane furniture will con-
tribute to the sustainability of tropical forests
increased (b ¼ 0.24, p < 0.01), their preference
for the product also increased. In contrast to

expectation, the environmental friendliness of
rattan cane furniture associated negatively and
significantly (b ¼ �0.12, p < 0.05) with prefer-
ence for the product. Hypothesis H2a thus had
to be rejected. To address hypothesis H2b, the
four variables of environmental quality were used
to predict purchase intentions and explained only
8% of the variation in the variable (Table 3). The
increase in perception that the use of rattan cane
furniture contributes to sustainability of tropical
forests (b ¼ 0.12, p < 0.01) and decreases global
warming (b ¼ 0.23, p < 0.01) increased con-
sumers purchase intentions of the product. In
contrast to expectation, decrease in deforestation
with usage of rattan cane furniture (b ¼ �0.13,
p < 0.01) associated negatively with purchase
intentions, whereas a nonsignificant association
was found between environmental friendliness
of rattan cane furniture (b ¼ 0.04, p > 0.10) and
purchase intentions. Thus, hypothesis H2b was
not supported.

Three variables of modernity of rattan cane fur-
niture were used to test the hypotheses that as the
perception that rattan cane furniture is modern
increases, the preference for the product (H3a)
and purchase intentions (H3b) of the product
increase. Modernity explained 33% and 17% of
the variation in preference for rattan cane fur-
niture and purchase intentions of the product,
respectively (Table 3). All the three variables of
modernity of rattan cane furniture were signifi-
cant and positive for preference (youthful, b ¼
0.22, p < 0.01; future furniture, b ¼ 0.34, p <
0.01; timeless, b ¼ 0.13, p < 0.01) and purchase
intentions (youthful, b ¼ 0.14, p < 0.01; future
furniture, b ¼ 0.17, p < 0.01; timeless, b ¼ 0.20,
p < 0.01). Thus, the results provide support for
hypotheses H3a and H3b.

Finally, hypotheses H4a and H4b were addressed,
and it was predicted that greater perceived envi-
ronmental safety of rattan cane furniture will
increase consumers’ preference for the product
and consequently increase the purchase intentions
of the product. All the three variables were
significant predictors of both preference and
purchase intentions of rattan cane furniture. As
the perception that rattan cane furniture does
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not pose any health problems (b ¼ 0.37, p <
0.01) and is recyclable (b ¼ 0.17, p < 0.01)
increased, the preference for the product
increased. Similarly, there were positive and
significant associations with the healthy nature
of rattan cane furniture (b ¼ 0.31, p < 0.01) and
recyclability of the product (b ¼ 0.19, p < 0.01)
and purchase intentions of the product (Table 3).
Thus, both H4a and H4b were supported.

From the results, it is evident that not all dimen-
sions explained the perceived preference and
purchase intentions in the same way. Social status,
modernity, and environmental safety largely
supported preference and purchase intentions,
whereas mixed results emerged from sustain-
able consumption. Earlier study has asserted
that although environmental quality of wood
products has dominated public discourse in
recent times, consumers do not generally con-
sider this attribute as an important factor in
their purchasing decision process. One reason
driving this trend might be that producers have
not taken full advantage of the environmen-
tal qualities associated with wood products
(Toivonen 2011). Conversely, consumers may
not be aware of the benefits associated with
using products with good environmental quali-
ties. One strategy that can be used to increase
patronage of rattan cane furniture is developing
an advertising package that highlights the full
range of environmental qualities associated with
the product.

The most important driver of perceived prefer-
ence for rattan cane furniture was modernity,
followed by environmental safety, social status,
and sustainable consumption. In the case of pur-
chase intentions, social status emerged as the
most important driver, followed by environmen-
tal safety. Sustainable consumption was the least
important driver. Drawing from “consumption
value” theory to explain consumer choice, Sheth
et al (1991b) advanced an argument that to buy
or not to buy, to choose one type of product or
service over another, and to choose one brand
over another entails a wide range of value forms.
One such value form is social value, which Sheth
et al (1991b) referred to as “an image that is

congruent with the norms of a consumer’s friends
or associates and/or with the social image the
consumer wishes to project.” The findings of
other studies (Williams and Soutar 2000; Sweeney
and Soutar 2001; Wang et al 2004; Pura 2005)
also suggest that the social dimension of a product
plays a significant role in consumer purchase
intentions. As a contribution to the literature, this
study has demonstrated that indeed social value
does have a significant effect on consumers’ pur-
chase decisions, more specifically with respect
to rattan cane furniture. Producers and mar-
keters can increase the level of patronage of
rattan cane furniture by highlighting the social
status enhancement potential of the product.

Regression models involving the variables of
social status, modernity, and environmental safety
were developed, and the purpose was to investi-
gate if the effects of social status enhancement
on preference and purchase intentions for rattan
cane furniture were reinforced when the per-
ceived environmental safety and modernity of
the product was higher. All the five models that
predicted preference for rattan cane furniture
had greater explanatory powers than the initial
model that involved only social status variables
(Table 3). Additionally, 9 of the 12 interaction
coefficients were significant. It was therefore
concluded that the interactive effects of the
perceived social status, environmental safety,
and modernity of rattan cane furniture had a
positive effect on preference for the product.
Conversely, all the models that predicted the
purchase intentions of rattan cane furniture had
low explanatory powers compared with that
achieved with the variables of social status
only. It was therefore concluded that the effect
of social status on the purchase decision of
rattan cane furniture was not reinforced when
the perceived modernity and environmental safety
of the product were higher. The contribution to
marketing literature made by this study indi-
cates that value constructs can be independent
and dependent. The interconstruct variables that
yielded positive and significant interactions sug-
gest that the constructs are related, whereas those
that yielded nonsignificant interactions indicate
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independence of the constructs. Previous studies
(Sheth et al 1991a, 1991b) suggested that value
constructs are independent and that they relate
additionally and contribute incrementally to
choice. Conversely, Sweeney and Soutar (2001)
suggested that value constructs may be dependent.

CONCLUSIONS

Much of the buying behavior of consumers of
rattan cane furniture can be explained usefully
by positional goods consumption and environ-
mental and sustainable consumption theories.
Most of the previous research on furniture has
neglected the importance of social values on
consumers purchase intentions. The result of
this study has shown that building a positive
social, environmental, and sustainable image of
rattan cane furniture will enhance the product’s
value and this will culminate in increasing con-
sumers’ preference for the product and their
intention to purchase the product. Social status,
modernity, and environmental safety influence
purchase intentions, but social status plays the
most important role in driving consumers’ inten-
tion to purchase rattan cane furniture. However,
because of the multidimensional nature of per-
ceived customers’ preference and purchase
intentions, marketers should strive to use an
integrative approach in their marketing strategies.

This study also provides valuable information to
manufacturers and marketers of rattan cane fur-
niture products as well as policy makers and
environmentalists. Traditionally, rattan cane fur-
niture has not received market promotion at the
same rate as furniture made from wood. With
growing interest in NTFPs, it is imperative that
manufacturers and marketers of rattan cane
furniture understand the factors that influence
consumers to show preference for rattan cane
furniture over other types of furniture. Addition-
ally, the findings of this study will help rattan
cane furniture manufacturers identify the most
important factors that influence consumers’
choice for the product. These factors should
be incorporated into the design of rattan cane
products. The findings will also allow marketers

of rattan cane furniture to device strategies for
how to present the product to the consuming
public. For example, the social and environmen-
tal benefits associated with rattan cane furniture
can be used as leverage to increase its market
share. Through market segmentation, marketers
of the product can target consumers who are
proenvironmentalists and those who want to use
the product to enhance their social image, thus
attracting a price premium on the product.

This study also extends the use of social, envi-
ronmental, and sustainability values to explain
why consumers prefer to purchase rattan cane
furniture. However, there are some limitations
worth mentioning. First, the convenient sample
used in this survey might have only come from a
certain group of consumers. This group of poten-
tial consumers might behave differently from
general consumers and therefore might not be
representative of the entire consuming popula-
tion. Therefore, caution should be used when
generalizing the findings of this study. Addi-
tionally, the use of students and staff of poly-
technics, universities, and research institutions
limit the findings to these subgroups. Future
research should consider sampling consumers
with diverse demographic backgrounds. Sec-
ondly, this study did not consider effect of cul-
tural differences on the preference and purchase
intentions of rattan cane furniture. Studies have
shown that consumer perceptions of product
value are determined not only by intrinsic dis-
positions but also by internalized cultural values
(Jung and Kau 2004; Overby et al 2005). Because
rattan cane furniture has some cultural connota-
tions, future research should include cultural and
religious variables to assess their effects on pref-
erence and purchase intentions of the product.
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