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Abstract 

 

The pattern of purchase behaviour of infants’ apparel is complex to understand. This is 

because of the technological innovation, dynamic customer requirements and expectations in 

apparel industry. It has become an inevitable task for all manufacturers to understand and 

identify the factors affecting purchase behaviour of infants’ apparel in order to make both 

short term and long term success in their industry. In this paper, ten important criteria were 

recognized in selecting the apparels for infants through reviewing various articles associated 

with this issue. This challenge requires organized decision making tool that can handle the 

vagueness in a fuzzy environment. In this paper fuzzy DEMATEL approach has been used. It 

makes a structural and organized model and creates the causal relationships which are 

explained by cause-effect diagram. Finally, the result showed that four critical factor such as 

convenience, quality/perceived quality, price and fabric choice which could influence 

purchase behaviour of infant’s apparel. 

 

Key words: purchase behaviour, infants’ apparel, consumer preference, purchase influence, 

Fuzzy DEMATEL 

 

1.Introduction 

For the past few decades the apparel industry has boomed and there are lot of innovations. In 

this era of globalization which provides easy access to a variety of products, consumers look 

at purchasing better quality apparel than in the past.  In India, there is an increase in working 

people and morespending power due to increase in income. Moreover, these people look out 

of apparel for their infant in the same way. So there are various factors considered in 

selecting the apparel for the infant up to 2 years. The customers are wide open to many 

platform and they have ability to choose which is called buyer power. They also have online 

sites to compare the price and look out recent trend in the market.It is always difficult to 

identify purchase behaviour, and none of the research work so far has attempted to analyse 

and model the factors influencing purchase decision of apparel of the infant. Therefore, in 

order to emphasise over different aspects while selecting apparel for an infant, the present 

study is done with fuzzy DEMATEL algorithm for modelling the factors which influencesthe 

selection of infants’apparel. Finally, this model gives causal relationship between cause and 

effect factors which was identified in calculation. 
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2. Literature review 

The literature is classified into two parts: the first part gives an idea about the factors 

influencing the purchase decision and it is followed by the literature review on Fuzzy 

DEMATEL approach 

Literature Review on Purchase behaviour 

With effect of literature review and conversation with apparel industry experts and academia, 

10 factors were identified which influencing purchase behaviour of infants’ apparel. The 

factors are listed below: 

1. Brand and past experience: Erdil (2015) examined the effect of store image on 

customer relationship. The finding of that research showed that price, brand image 

and perceived risk is directly proportional on purchase intention. Lahari and Samantha 

(2015) explained the influencing factors that impactthe purchase of infants’ apparels 

from organized retail showroom. Survey result showed that they buy certain brand 

because that reflects the lifestyle of the person. Dodds et al., (1991) reported a study 

of effects of price, brands in the buying behaviour of the customer. The customer with 

past experience will have that as a factor in repurchasing it. This is an expert opinion 

stating that repurchase rate will maximize if the customer satisfaction of past 

experience exceeded expectation. Sriram et al. (2006) explained the effects of brand 

preference, attributes of products in technology market.  

2. Latest Design/ Style:  Lahari and Samantha (2015) explained style and latest design 

affecting the purchase design having an extraction value of 0.853. Valaei and 

Nikhashemi (2017) did a moderation analysis on the Gen Y consumer buying 

behaviour in fashion apparel industry. The result was Brand, style, price are most 

important factors that influence Gen Y consumers. 

3. Fabric Choice: The fabric material that is used to make apparel is most important 

factor when selecting clothing for their children. Gam et al. (2010) explained mother’s 

willingness to buy organic cotton for their children. The expert opinion also stated 

that it is always made sure that apparel does not hurt and more comfort for child. 

4. Price: Valaei and Nikhashemi (2017) did a moderation analysis on Gen Y consumer 

buying behaviour in fashion apparel industry. The result was brand, style and price is 

the most important factors that influenceGen Y consumers. Lahari and Samantha 

(2015) explained price affects purchase decision with ranking being third. Dodds et al 

(1991) reported a study of effects of price and brands in buying behaviour of 

customer. 

5. Quality/ Perceived Quality: Lahari and Samantha (2015) explained quality affects the 

purchase decision with ranking being second after style. Singh and Mittal examined 

the factor influencing in brand and store selection which showed that it is completely 

based on perceived quality.  Asshidin et al. (2016) analysed the perceived quality and 

emotional value that impacts customer purchase intention of infants’ apparel. The 

result of this paper showed that there is moderate significant relationship between 

quality and purchase intention of apparel. 
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6. Size and flexibility: Lahari and Samantha (2015) explained size and fitness of apparel 

affects the purchase decision with extraction value of size being 0.814.Haluk 

Köksal(2007) determined the factors impact on consumer preference and attitude in 

children’s apparel market in Turkey. The result showed that size and flexibility is one 

of factor that affects the purchase decision. Teasley (1994) filed a patent i.e. for 

adjustable clothing for infants.  

7. Colour and Cartoons printed in the apparel: Funk and Ndubisi (2006) researched on 

colour stimulating the interest and increase appeal power.  The result showed that 

people had attitude towards colour preference are significantly associated with apparel 

choice. Cartoons in the apparel will make apparel brighter and attracts the children 

will lead to purchase decision. 

8. Chocking parts: This is an expert opinion stating that one of the most influential factor 

while buying apparel for infant is consideration of chocking parts in the apparel. So 

this factor impacts the compulsive buying behaviour. Lippincott (2006) filed a patent 

for the infant apparel without any choking hazard. 

9. Set of Apparel: This is an expert opinion stating that people always buys infants 

apparel as a bundle i.e. along with other products like soap, oil etc. or they buy as a 

set i.e. for e.g. 5 apparel at a time. 

10. Convenience: Haluk Köksal (2007) determined the factors impacting the consumer 

preference and attitude in children’s apparel market in Turkey. The result showed that 

convenience is one of important factor that affects purchase decision. 

Table 1 shows the identified factorsaffecting the purchase behaviour of infants’ apparel. 

Table 1: Factors influencing the purchase behaviour of infants’ apparel 

Factors Definition References/Expert opinion 

Brand and past experience Brand is the name that is 

given to apparel which takes 

on its own identity. The 

customer have already 

purchased apparel and have 

experience in using 

Erdil (2015) 

Lahari and Samantha (2015) 

Dodds et al.(1991) 

Sriram et al.(2006) 

Sreejith and Suresh (2017) 

Latest Design/Style Latest design is recent 

collection and which is new 

to the market 

Valaei and Nikhashemi 

(2017) 

Lahari and Samantha (2015) 

Fabric choice The fabric material that is 

used to make the apparel 

Gam et al. (2010), Expert 

opinion 

Price Monetary value that is 

required to purchase the 

product 

Valaei and Nikhashemi 

(2017) 

Lahari and Samantha (2015) 

Dodds et al(1991) 

Quality/ Perceived quality Quality could be considered 

as durability i.e. wear and 

tear of the apparel 

Lahari and Samantha (2015) 

Asshidin et al. (2016) 

Singh and Mittal   
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Size and flexibility Size of the apparel is its 

height, width, length i.e. 

dimension of the apparel. 

Easily able to adapt to 

changes in size i.e. kind of 

elastic 

Lahari and Samantha (2015) 

Haluk Köksal (2007) 

Teasley (1994) 

Colour and Cartoons printed 

on the apparel 

Colour is one of the attribute 

possessed by apparel which 

is visually seen and the 

image that is printed on the 

apparel 

Funk and Oly Ndubisi, N. 

(2006), Expert opinion 

Chocking parts Choking hazard is any 

things which has ability to 

be struck in child’s throat 

and makes them tedious to 

breathe.  

Expert Opinion, 

Lippincott (2006) 

Set of apparel with other 

products i.e. all in one 

Bundled products with other 

products like children soap, 

powder etc. 

Expert Opinion 

Convenience Convenience here means it 

is easy to remove the 

apparel without any 

difficulty 

Haluk Köksal (2007) 

 

2.1 Literature Review on Fuzzy DEMATEL Algorithm 

Percin (2017) usedfuzzy DEMATEL approach toevaluate service quality of airline. Hsu 

(2012) studied the influential factors for blog design using fuzzy DEMATEL approach. Lee 

et al.(2011) used DEMATEL and ANP for finding factors affecting equity investment. 

Pandey and Kumar (2017) used combined fuzzy AHP and fuzzy DEMATEL method for 

identifying factors in human resources for science and technology.Muhammadand Cavus 

(2017) determined the interrelations between learning management system evaluation criteria 

using fuzzy DEMATEL Method. Jeng(2015) generated a causal model for supply chain 

collaboration using fuzzy DEMATEL algorithm.Mirmousa and Dehnavi (2016) developed 

the criteria for selecting the supplier using fuzzy DEMATEL method.  

3. Research Methodology 

This study uses a fuzzy DEMATEL methodology to evaluate the factors influencing purchase 

behaviour of apparel for infants. The methodology used in this study is discussed brief in the 

following sections. 

3.1Fuzzy DEMATEL 
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The DEMATEL method was initially developed by Gabus and Fontela in the year 1973is an 

extensive method for visualizing causal relationships by drawing a causal diagram. The aim 

of DEMATEL is to build and analyze a systematic model that involves causal inter-

relationships with the cause and effect factors that will be identified. Although, DEMATEL is 

a useful technique for obtaining groups of ideas and analysing structural problems, the exact 

numerical values are generally inadequate to reflect decision makers' subjective judgments 

and to develop complex relationships among factors. Thus, fuzzy DEMATEL approach has 

been used in this study.The steps of Fuzzy DEMATEL method described by Zhou et al. 

(2011) is given below: 

Step-1: Generating the initial direct-relation matrix.  Expert’scommittee is formed. The 

committee has 6 decision-makers.The assessments about direct relation between every pair of 

elements are captured fromeach expert. The experts hold positions such as infants’ apparel 

retail store owner, store manager, sales representative andcustomers.Converting the linguistic 

judgement into the crisp values using converting fuzzy data to crisp scores (CFCS)approach 

after which initial direct-relation matrix is acquired. 

𝐷𝑅 =
1

min 1≤𝑖≤𝑛  𝑎𝑖𝑗
𝑛
𝑗=1

𝐴                                equation (1)      

 

A = [aij], 

A is a n x n matrix which is non-negative 

aij explains the direct collision of enabler i on the enablerj; 

If, i = j, then diagonal elements of the matrixaij will be equal to 0. 

 

Step-2: Initial direct-relation DR matrix is normalized. The normalized direct-relation matrix 

DR = [drij] can be calculated by Equation (1). All values in matrix DR are complying with 0 

≤ drij ≤ 1, and all diagonal values are equal to 0.  

 

Step-3:The total-relation TR matrix is acquired by Equation (2) in which ID is an nx n 

identity matrix. The valuetrij explains the indirect influence that enabler i have on enablerj, so 

the matrix TR will show the inter-relationship amongthe pair of factors. 

 

TR= DR (ID-DR)
-1

equation (2) 

 

Step-4: The addition of columns and rows of matrix TRis calculated. In order to see end 

resultclearer, we calculateroi and coj by Equation (3) and (4). The addition of row i, that is 

represented as roi, that indicates all direct and indirect collision given by factor i to other all 

factors, and so roi is known to bedegree of influential collision. Similarly, the addition of 

column j, that is represented as coj isknown to be degree of influenced collision, since coj 

integrate both direct and indirect collision received by factor j from other all factors. 

 

𝑟𝑜𝑖 =   𝑡𝑟𝑖𝑗1≤𝐽≤𝑁 equation (3) 
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𝑐𝑜𝑗 =   𝑡𝑟𝑖𝑗1≤𝐽≤𝑁 equation (4) 

 

When i equals toj, roi + coi indicates all impacts transferred and obtained by factor i. Then 

that is, the indicator roi + coi can represents the importance that factor i has in the total 

system. But on the contrary, the indicator roi - coi, represents the overall net effect that factor 

i have on the entire system.  

 

Step 5:roi + coi and roi - coi is used to draw cause-effect relationship diagram using excel that 

is by mapping the dataset of (roi + coi, roi - coi).  

 

3.2 Fuzzy Logic Approach 

 

In order to get the satisfactory solution group decision making is used in the real world 

scenario. Group decision making is done through the interaction with the experts and come to 

a common consensus. The fuzzy theory can be implemented to measure humans’ subjective 

judgement. It is possible to convert this judgement into fuzzy number which is shown in 

Table 2.  

 

Table 2: Fuzzy Number corresponding to Linguistic variables 

Linguistic Judgements Corresponding fuzzy numbers 

No influence (NI) (0,0,0.25) 

Very low influence (VLI) (0,0.25,0.5) 

Low influence (LI) (0.25,0.5,0.75) 

High influence (HI) (0.5,0.75,1) 

Very high influence (VHI) (0.75,1,1) 

 

The CFCSdefuzzication algorithm is used for aggregation. CFCS method developed by 

Opricovic and Tzeng in the year 2003 is adopted which is based on the method that calculates 

the right andleft scores by fuzzy minimum and fuzzy maximum, and the overall score is 

computed as the weighted average based on the functions. Let us assume z
k
ij = (le

k
ij, mi

k
ij, ri

k
ij) 

represents the fuzzy evaluation of evaluator k, where k= 1, 2,…,pabout the level of extent to 

which criteria i affects j. The CFCS method includes 5 steps which are written below: 

 

(1) Standardization 

xle𝑖𝑗
𝑘 =(le𝑖𝑗

𝑘 – min1≤𝑘≤𝐾 𝑙𝑒𝑖𝑗
𝑘 le𝑖𝑗

𝑘 )/Δ𝑚𝑖𝑛
𝑚𝑎𝑥 equation (5) 

 

xmi𝑖𝑗
𝑘 = (mi𝑖𝑗

𝑘 – min1≤𝑘≤𝐾 𝑙𝑒𝑖𝑗
𝑘 )/Δ𝑚𝑖𝑛

𝑚𝑎𝑥 equation (6) 

 

xri𝑖𝑗
𝑘 = (ri𝑖𝑗

𝑘
j – min1≤𝑘≤𝐾 𝑙𝑒𝑖𝑗

𝑘 )/Δ𝑚𝑖𝑛
𝑚𝑎𝑥 equation (7) 

where Δ𝑚𝑖𝑛
𝑚𝑎𝑥 =maxri𝑖𝑗

𝑘  – min le𝑖𝑗
𝑘  

 

(2) Calculation of normalized values for left (les) and right(res)  
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xles
k

ij = xmi𝑖𝑗
𝑘 / (1+ xmi𝑖𝑗

𝑘 - xle𝑖𝑗
𝑘 )equation (8) 

 

xris𝑖𝑗
𝑘 = xri𝑖𝑗

𝑘 / (1+ xri𝑖𝑗
𝑘 - xmi𝑖𝑗

𝑘 )                    equation (9) 

 

 

(3) Computation of total normalized crisp value 

x𝑖𝑗
𝑘 = [xles𝑖𝑗

𝑘
j (1- xles𝑖𝑗

𝑘 ) + xr𝑖s𝑖𝑗
𝑘 . xris𝑖𝑗

𝑘 ]/ (1+ xr𝑖s𝑖𝑗
𝑘  - xles𝑖𝑗

𝑘 )equation (10) 

 

(4) Computation of crisp values 

BNP
k

ij = min le𝑖𝑗
𝑘  + x𝑖𝑗

𝑘 Δ𝑚𝑖𝑛
𝑚𝑎𝑥 equation (11) 

 

(5) Integration of crisp values 

aij=
1

𝐾
 𝐵𝑁𝑃𝑖𝑗

𝑘1≤𝑘≤𝐾
𝑘 equation (12) 

 

3.3 The fuzzy DEMATEL method’s procedure 

 

To evaluate the casual interrelationship and find the CFs (Critical Factors) of purchase 

behaviour of infants’ apparel, combining steps of DEMATEL that is given above and fuzzy 

logic methodology, this paper gives the recommendation using the fuzzy DEMATEL 

method’s procedure as given below: 

 

Step-1:  Decision objective and factors influencing the system objective are identified. After 

the extensive literature review experts are called for group knowledge. The factors are 

identified and on the common consensus survey is done in expert panel in order to determine 

the interaction between the factors. They give their opinion in words i.e. a factor that is 

influenced by another based on their expertise and experience.   

 

Step 2: Assessments of experts is done by aggregation and the initial direct-relation DR 

matrix is obtained. The linguistic judgement evaluations are matched with fuzzy numbers 

which is done as per the equivalent number given in table 2. Then the fuzzy numbers are then 

integratedusing CFCS method, and then they are turned into crisp scores based on Equations 

(5)-(12). So, aijwhich representsthe matrix (direct impact of enablerion enablerj) is 

constructed.Table 3 gives the initial direct relation matrix was constructed. 

 

Step 3: The causal relationship diagram is drawn and the systematic model of factors using 

DEMATEL methodology is established. With the help of initial direct-relation DR matrix 

that was constructed in Step-2,the total-relation TR matrix can be determined using Equation 

(1) and (2).  The computation of alevel of extent of impact and overall net effect degree are 

done and the causal model relationship diagram is constructed. 

 

Step 4: Identify the Critical Factors. Analyze factor with respect to the indexes roi, coi, roi + 

coi, roi- coiusing the causal model relationship diagram. The position in the diagramof each 
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factor is carefully considered, it is possible toconclude the factorwhich have more impact on 

the entire system and which can enhancethe effectiveness and efficiency of the system.  

 

 

 

 

4. CFanalysis of influencing factor of purchase behaviour of infants’ apparel 

 

4.1Proposed method 

 

The overall factors influencing purchase decision of infant apparel are analysed and 

structured using the proposed methodology. The factors that affect the purchase behaviour of 

infants’ apparel have been identified by literature review, interviews by expert, surveys etc. 

Then using CFCS, these lingual dataare then incorporated and combined to crisp values 

which represent the level of extent to which factors have direct influence on other factor.  

 

The initial direct-relation DR matrix is obtained (Table 3). After this, using Equation (2), the 

total-relation TRmatrix is calculated (Table 4). The indexes(roi + coi, roi-coi) scores of each 

factor is obtained using Equations (3) and (4). Based on result obtained, the cause-effect 

model relationship diagram (Figure 1) is obtained by matching the dataset of (roi + coi, roi-

coi). As shown in Figure 1, the factors are classified into two categories based on its value of 

roi-coi is + ve or - ve. The cause category with positive roi-coi value includes F7, F9, F8, F10, 

F2 and other factors like F6, F3, F5, F4, F1 with roi-coi are negative are in the effect 

category. 

 

Table 3: Initial direct-relation matrix 

  F1 F2 F3 F4 F5 F6 F7 F8 F9 F10 

F1 0 0.069 0.097 0.13 0.154 0.111 0.083 0.1 0.048 0.104 

F2 0.097 0 0.09 0.15 0.083 0.083 0.097 0.08 0.041 0.09 

F3 0.146 0.125 0 0.15 0.173 0.104 0.034 0.08 0.062 0.104 

F4 0.104 0.118 0.16 0 0.166 0.054 0.104 0.03 0.097 0.118 

F5 0.154 0.083 0.153 0.15 0 0.055 0.055 0.11 0.097 0.139 

F6 0.069 0.062 0.097 0.07 0.097 0 0.027 0.06 0.041 0.139 

F7 0.083 0.146 0.104 0.1 0.09 0.023 0 0.02 0.027 0.048 

F8 0.125 0.062 0.133 0.08 0.139 0 0.027 0 0.041 0.104 

F9 0.111 0.062 0.076 0.14 0.097 0.063 0.02 0.04 0 0.076 

F10 0.16 0.083 0.146 0.12 0.111 0.154 0.034 0.08 0.076 0 

 

Table 4: Total-relation matrix 

  F1 F2 F3 F4 F5 F6 F7 F8 F9 F10 

F1 0.694 0.6 0.788 0.84 0.869 0.559 0.422 0.51 0.43 0.715 

F2 0.715 0.489 0.717 0.79 0.744 0.493 0.406 0.45 0.387 0.644 

F3 0.896 0.701 0.773 0.93 0.963 0.605 0.42 0.54 0.484 0.782 
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F4 0.835 0.68 0.882 0.77 0.926 0.547 0.464 0.48 0.497 0.764 

F5 0.914 0.676 0.916 0.94 0.827 0.572 0.44 0.57 0.518 0.816 

F6 0.598 0.466 0.623 0.62 0.65 0.359 0.29 0.38 0.334 0.599 

F7 0.589 0.532 0.61 0.63 0.626 0.367 0.263 0.33 0.311 0.503 

F8 0.705 0.512 0.712 0.69 0.75 0.399 0.321 0.36 0.367 0.62 

F9 0.65 0.482 0.625 0.7 0.673 0.428 0.298 0.37 0.306 0.564 

F10 0.88 0.645 0.872 0.87 0.887 0.633 0.402 0.53 0.479 0.665 

 

 

Table 5: The scores of factors and their cause and effect groups: 

FACTORS ri ci ri+ci ri-ci 

Brand and past experience (F1) 6.422944 7.477257 13.9002 -1.05431 

Latest Design/ style(F2) 5.832752 5.782273 11.61503 0.050479 

Fabric Choice(F3) 7.101297 7.516492 14.61779 -0.4152 

Price(F4) 6.848637 7.786253 14.63489 -0.93762 

Quality/Perceived Quality(F5) 7.196013 7.915318 15.11133 -0.71931 

Size/Flexibility(F6) 4.910985 4.962222 9.873207 -0.05124 

Colour, Cartoons printed(F7) 4.760687 3.726507 8.487193 1.03418 

Chocking parts(F8) 5.44095 4.525132 9.966082 0.915818 

Bundled apparel(F9) 5.098517 4.111763 9.21028 0.986754 

Convenience(F10)  6.862925 6.67249 13.53542 0.190434 

 

4.2. Identification of Critical Factors (CF) 

 

Integrating Figure 1 and Table 5, it is possible to analyze each factor and discuss each 

factor’s impact on the overall system, thus the CFs of purchase behaviour of infant apparel 

can be brought into limelight. CFis those which play a vital role in the purchasing process of 

infants’ apparel. 

 

4.2.1. Cause-factors analysis 

 

The cause-factors have overall impact on the whole system, their effectiveness and efficiency 

can greatly influence the overall objective. So, more attention is paid on these factors. This 

paper analyses each factor in cause group to identify which are more possible to be CF after 

which oneCF is identified in five cause factors.Table 6 gives the explanation for cause factors 

in the system. 

 

Table 6: Cause-factor table 

F. No Factors Explanation 

F-10 Convenience The combined effect (roi+coi) of this factor 

is high and also has roi-coias 0.1904 which 

is fourth largest (+ ve) and so it is 

considered to be the CF. 
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F-7 Colour, cartoons printed Though roi-coiis 1.034 its combined effect 

roi+coi is low and even the individual value 

i.e. roi and coi is not so high and so it is not 

considered to be the CF. 

F-8 Chocking parts Though roi-coiis 0.9158 its combined effect 

roi+coi is low and even the individual value 

i.e. roi and coi is not so high and so it is not 

considered to be the CF. 

F-9 Bundled apparel Though roi-coiis 0.9867 its combined effect 

roi+coi is low and even the individual value 

i.e. roi and coi is not so high and so it is not 

considered to be the CF. 

F-2 Latest design/ Style roi and coiand roi-coi scores of F2 are not 

high enough. It does not impact the entire 

system. So it is not a CF. 

 

The improvement of F10 can impact the entire system.  So to influence purchase behaviour of 

apparel of infants, the convenience in the apparel should be given importance which attracts 

the buyer.  

 

4.2.2. Effect factors analysis  

 

Factors in effect category are easily impacted by others, which makes affect factor category 

unfit to be named as a critical factor. But, it is always necessary to discuss factors in effect 

category to identify the attribute of each factor. Table 7 gives the explanation for effect 

factors in the system. 

 

Table 7: Effect-factor table 

F- NO FACTORS EXPLANATION 

F-5 Quality/Perceived Quality roi+coiis 15.111 which is highest but roi-

coiis negative little lesser than 0. 

Its degree i.e. index roi, coi which are 

7.196013 and 7.915318 respectively are 

both the highest among all factors.  

So it is considered as CF. 

F-3 Fabric Choice roi+coiis 14.617 which is third highest but 

roi-coiis negative little lesser than 0. 

Its degree i.e. index roi, coi which are 7.10 

and 7.51 respectively are both the second 

highest among all factors.  

So it is considered as CF. 

F-4 Price roi+coiis 14.634 which is second highest but 

roi-coiis negative little lesser than 0. 
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Its degree i.e. index roi, coi which are 6.84 

and 7.78 respectively are both third highest 

among all factors.  

So it is considered as CF. 

F-1 Brand and past experience  roi+coiis not high enough androi-coiis also 

negative. 

Its degree i.e. index roi, coi which are 6.422 

and 7.477which are high but still F1 can be 

improved by adjusting other factors. 

Therefore it is not a CF. 

F-6 Size/ Flexibility roi+coiis not high enough androi-coiis also 

negative. 

Its degree i.e. index roi, coi which are 4.910 

and 4.962 which are low.  

F6 can be improved by adjusting other 

factors. 

Therefore it is not a CF. 

 

4.3 Discussion 

 

To bring upon the discussion, there are fourCFs in influencing the purchase behaviour of 

infant’s apparel. ThisCFs includes 1-cause factors and 3-effect factor which are convenience, 

quality/perceived quality, price and fabric choice. To enhance and promote the purchase of 

apparel from the particular brand, the management of that organization should carefully plan 

and design apparel considering thisCFs in mind. As per the analysis of this study, it is easy to 

influence the purchase behaviour of infant apparel’s by these fourCFs.  

 

Fig 1: Cause- effect relationship diagram 
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5. Conclusion 

 

There is a considerable demand for infants’ apparel in India, so manufacturers of apparel 

started to payattention on analysing the pattern of purchase behaviour of infants' apparel. The 

literature review indicated that there are many influencing factors but it is not always possible 

to give attention to all factors due to many practical constraints. In order to overcome the 

issue, this paper has used a fuzzy DEMATEL method to look out for CFs useful for 

influencing purchase behaviour of infants’ apparel. As a result, ten influencing factorsare 

classified into a cause and an effect category, and a cause-effect model relationship diagram 

was constructed. The result shows that there are four critical factors such as convenience, 

quality/perceived quality, price and fabric choice is most influencing purchase behaviour of 

infants’ apparel. 

 

References 

Asshidin, N. H. N., Abidin, N., & Borhan, H. B. (2016). Perceived Quality and Emotional Value that 

Influence Consumer's Purchase Intention towards American and Local Products. Procedia Economics 

and Finance, 35, 639-643. 

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of price, brand, and store information on 

buyers' product evaluations. Journal of marketing research, 307-319. 

Erdil, T. S. (2015). Effects of customer brand perceptions on store image and purchase intention: An 

application in apparel clothing. Procedia-Social and Behavioral Sciences, 207, 196-205. 

International Journal of Pure and Applied Mathematics Special Issue

144



Funk, D., & Oly Ndubisi, N. (2006). Colour and product choice: a study of gender roles. Management 

research news, 29(1/2), 41-52. 

Gam, H. J., Cao, H., Farr, C., & Kang, M. (2010). Quest for the eco‐apparel market: a study of 

mothers' willingness to purchase organic cotton clothing for their children. International Journal of 

Consumer Studies, 34(6), 648-656. 

Haluk Köksal, M. (2007). Consumer behaviour and preferences regarding children's clothing in 

Turkey. Journal of Fashion Marketing and Management: An International Journal, 11(1), 69-81. 

Hsu, C. C. (2012). Evaluation criteria for blog design and analysis of causal relationships using factor 

analysis and DEMATEL. Expert Systems with Applications, 39(1), 187-193. 

Hustvedt, G., & Dickson, M. A. (2009). Consumer likelihood of purchasing organic cotton apparel: 

Influence of attitudes and self-identity. Journal of Fashion Marketing and Management: An 

International Journal, 13(1), 49-65. 

Jeng, D. J. F. (2015). Generating a causal model of supply chain collaboration using the fuzzy 

DEMATEL technique. Computers & Industrial Engineering, 87, 283-295. 

Lahiri, I., & Samanta, P. K. (2010). Factors Influencing Purchase of Apparels from Organized Retail 

Outlets. IUP Journal of Marketing Management, 9(1/2), 73. 

Lee, W. S., Huang, A. Y., Chang, Y. Y., & Cheng, C. M. (2011). Analysis of decision making factors 

for equity investment by DEMATEL and Analytic Network Process. Expert Systems with 

Applications, 38(7), 8375-8383. 

Lippincott, P. A. (2006). U.S. Patent No. 7,086,121. Washington, DC: U.S. Patent and Trademark 

Office. 

Mirmousa, S., & Dehnavi, H. D. (2016). Development of criteria of selecting the supplier by using the 

fuzzy DEMATEL method. Procedia-Social and Behavioral Sciences, 230, 281-289. 

Muhammad, M. N., & Cavus, N. (2017). Fuzzy DEMATEL method for identifying LMS evaluation 

criteria. Procedia Computer Science, 120, 742-749. 

Opricovic, S., & Tzeng, G. H. (2003). Defuzzification within a multicriteria decision 

model. International Journal of Uncertainty, Fuzziness and Knowledge-Based Systems, 11(05), 635-

652. 

Pandey, A., & Kumar, A. (2017). Commentary on “Evaluating the criteria for human resource for 

science and technology (HRST) based on an integrated fuzzy AHP and fuzzy DEMATEL 

approach”. Applied Soft Computing, 51, 351-352. 

Perçin, S. (2017). Evaluating airline service quality using a combined fuzzy decision-making 

approach. Journal of Air Transport Management. 

Singh, H., & Mittal, E. Brand and Store Selection Behaviour of Female Consumers towards Clothing. 

Sreejith, R., & Suresh, K. (2017). The Patanjali Marketing Sutra-An Exploratory Analysis of Brand 

Experience, Personality, Satisfaction, and Loyalty in the FMCG Space. Indian Journal of 

Marketing, 47(9), 36-48 

Sriram, S., Chintagunta, P. K., & Neelamegham, R. (2006). Effects of brand preference, product 

attributes, and marketing mix variables in technology product markets. Marketing Science, 25(5), 

440-456. 

International Journal of Pure and Applied Mathematics Special Issue

145



Teasley, N. A. (1994). U.S. Patent No. 5,367,709. Washington, DC: U.S. Patent and Trademark 

Office. 

Valaei, N., & Nikhashemi, S. R. (2017). Generation Y consumers’ buying behaviour in fashion 

apparel industry: a moderation analysis. Journal of Fashion Marketing and Management: An 

International Journal, 21(4), 523-543. 

Zhou, Q., Huang, W., & Zhang, Y. (2011). Identifying critical success factors in emergency 

management using a fuzzy DEMATEL method. Safety science, 49(2), 243-252. 

International Journal of Pure and Applied Mathematics Special Issue

146



147



148


