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Abstract: This study investigates the influence of utilitarian and hedonic value on customer purchase 

intention. It examines how these two dimensions of perceived value interact and contribute to consumer 

decisions across different product categories. The research explores the relative importance of each value type 

and considers moderating factors, such as product involvement and consumer characteristics. Empirical 

evidence suggests that both utilitarian and hedonic value significantly impact purchase intention, with their 

relative importance varying based on contextual factors. The findings offer insights for marketers seeking to 

enhance consumer appeal and drive sales by strategically leveraging both utilitarian and hedonic aspects of 

their offerings. Ultimately, this research contributes to a deeper understanding of consumer behavior and value 

perception. 
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I. INTRODUCTION 

Understanding the drivers of customer purchase intention is a central concern for marketers and researchers 

alike. Consumers make purchase decisions based on a complex interplay of factors, among which perceived 

value stands out as particularly significant. Perceived value is a subjective assessment of benefits gained 

relative to costs incurred, and it comprises multiple dimensions. Two prominent dimensions of perceived value 

are utilitarian value and hedonic value. Utilitarian value refers to the functional, instrumental, and practical 

benefits derived from a product or service. Hedonic value, on the other hand, focuses on the experiential, 

emotional, and aesthetic gratification that consumers receive. Prior research has largely treated these two 

aspects as separate influences, but in reality, they often co-exist and interact in shaping purchase intentions. 

The interplay between utilitarian and hedonic value is especially relevant in today's consumer landscape, where 

consumers increasingly seek both functional performance and enjoyable experiences. Therefore, this study 

aims to investigate the relative and combined influence of utilitarian and hedonic value on customer purchase 

intention, exploring how their interaction affects consumer decision-making processes and the extent to which 

this interaction is impacted by various contextual and individual factors. A deeper understanding of this 

interplay will allow marketers to create offerings that better match consumer needs and preferences, ultimately 

boosting their purchase intention and succeeding in the competitive marketplace. 

 

 

 

II. OBJECTIVES 

This study aims to analyze the direct impact of perceived utilitarian and hedonic benefits on customer 

purchase intention. Furthermore, it seeks to investigate the moderating effect of gender on the relationship 
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between perceived utilitarian benefits and customer purchase intention. Additionally, the study explores the 

moderating effect of gender on the relationship between perceived hedonic benefits and customer purchase 

intention, aiming to provide a comprehensive understanding of how these variables interact to influence 

consumer choices. 

 

III. LITERATURE REVIEW 

 

 McGoldrick and Douglss (2018),  analysed the UK retail market for dairy products industry, fond dut 

the retail buyers were highly interested in customer demand Brea particular brand, delivery reliability, 

general reliability of the supplier, and product quality 

 Pellegrini and Zanderighi (2018), who conducted a study among Italian retailers, stressed that retailers 

are interested in suppliers who are concerned about the retailers handling costs and the space their products 

will occupy on the shelves. 

 

 Fexall (2018) describes Customer purchasing behaviour tends to determine what it exactly is that drives 

Customer when making buying decisions. Many studies have been performed including the above 

mentioned with regard to customer buying behaviourism. Three theories those understand the Retailer 

buying decision are; radical, teleological, and Pico economics behaviourism Even though, all three 

theories take their own the Retailer choice, "they still plays complementary role with customer buying 

behaviour" 

 Michael R. Solomon (2018) Customer buying behaviour typically analyse the processes of group selected 

or individual purchases/dispose of product, service, concept or experiences to satisfy their need and 

desires. 

 Ettenson and Wagner (2019) conducted a study among merchandise retail buyers, and discovered, 

among other things, that buyers with different retail buying experience use different judgement strategies 

when evaluating the saleability of merchandise. In one of the few studies conducted in more than one 

country, the focus was on the buyers' attitudes towards imported items. This study, which compared retail 

buyers in the apparel industry, showed that there were differences in buying behaviour between various 

countries 

 McLaughlin and Rao (2019) developed a model to determine the relative importance to retail buyers of 

various attributes of a new product. They tested their model on various grocery products and, in general, 

they found that potential gross margin, vendor effort (test marketing, presentation, and promotion 

material), the presence of a bill-back provision, and expected category growth were the four most 

important buying criteria. But they also emphasised that 'different categories of products are evaluated by 

buyers differently". 

 Christopher (2020) studied the shopping habits of Customer to form an idea of whether or not the store 

concepts, product ranges and strategies of the companies are appropriate towards customer requirements. 

He believed that customer buying behaviour are unpredictable and changing continuously changing; while 

trying to under try to understand how individual or group make their decision to spend their available 

resources on consumption-related items. These are factors that influence the customer before, during, and 

after a purchase (Schiffiman and Kanuk, 2014), for example, feedback, from other customers, packing, 

advertising. product appearance, and price. 

 

IV. Research methodology 

 

Research tools 

 

 Percentage analysis 

 Regression Analysis 

 Moderation Analysis 

 

 

Regression Analysis: 

The impact of Perceived utilitarian and hedonic Benefits on Customer purchase Intention: 

 

Model Summary 
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Interpretation: 

 

The results of the ANOVA table indicate that the regression model, which includes Hedonic and Utilitarian 

factors as predictors, is statistically significant in explaining variations in Purchase Intention. The model 

yields an F-value of 25.279 with a significance level (p-value) of .000, which is well below the conventional 

threshold of 0.05. This implies that the combination of these two factors significantly contributes to 

predicting consumers’ purchase intentions. Additionally, the R-squared value, calculated by dividing the 

regression sum of squares (5.797) by the total sum of squares (13.135), is approximately 0.441. This 

suggests that around 44.1% of the variance in Purchase Intention is explained by the model, highlighting a 

strong influence of Hedonic and Utilitarian factors on consumers’ buying behavior. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Mode

l R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .664a .441 .424 .33861 

a. Predictors: (Constant), Hedonics factors, Utilarian 

factors 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regressio

n 

5.797 2 2.898 25.279 .000b 

Residual 7.338 64 .115   

Total 13.135 66    

a. Dependent Variable: Purcahse intention 

b. Predictors: (Constant), Hedonics factors, Utilarian factors 
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Moderation analysis: 

 

Assessing the combined effect of perceived hedonic benefits and gender on Customer purchase intention  

 

Gender 1 Male 

Gender 2 Female 

 

 

 

The  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 1.1 

 

Graph shows the interaction between hedonic values and gender on purchase intention. As hedonic values 

increase, purchase intention also increases for both genders. However, the red line (Male) has a steeper slope 

than the green dashed line (Female), indicating that Male is more influenced by hedonic factors. At lower 

levels of hedonics, Female shows higher purchase intention, but as hedonics rise, Male surpasses. This 

suggests that emotional and experiential enjoyment plays a stronger role in shaping purchase decisions for 

Male. 
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Assessing the Impact of Utilitarion Factors on Purchase Intention 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 1.2 

 

The graph shows a positive relationship between utilitarian values and purchase intention for both genders. 

For Male (red solid line), purchase intention increases more steeply with higher utilitarian scores compared 

to Female (green dashed line). This suggests that utilitarian factors have a stronger influence on purchase 

intention for  Female. Both lines intersect around a utilitarian value of 4.3, indicating similar purchase 

intention at this point. Overall, utilitarian motivation positively impacts purchase intention, with some 

variation based on gender. 

 

V. Findings 

1.The influence of hedonics factors on purchase intention  

 

 Positive emotions: Products that evoke positive emotions, such as joy, excitement, or pleasure, can 

increase purchase intention. Consumers are more likely to buy products that make them feel good or create 

a positive experience. 

Focusing on the emotional benefits of their products: Instead of just listing features, highlight how 

the product will make the customer feel. 

Creating positive brand experiences: From customer service interactions to online content, every 

touchpoint should be designed to evoke positive emotions. 

Using imagery and language that evokes positive emotions: Visuals and words that convey joy, 

excitement, and pleasure can be highly effective in advertising and marketing materials. 

Offering personalized experiences: Tailoring products and services to individual preferences can 

create a sense of connection and appreciation. 

Partnering with influencers who embody positive values: Aligning with individuals who resonate 

with the target audience can help to build trust and credibility. 

 Aesthetics: The visual appeal of a product can also impact purchase intention. Products that are visually 

attractive or aesthetically pleasing can be more appealing to consumers and increase their willingness to 

purchase. 

Increase Sales: Aesthetically pleasing products attract more customers and drive higher sales 

volumes. 

Build Brand Loyalty: Positive experiences with visually appealing products foster brand loyalty 

and repeat purchases. 
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Command Premium Pricing: Well-designed products can justify higher price points and increase 

profitability. 

Enhance Brand Reputation: A consistent focus on aesthetics contributes to a positive brand image 

and strengthens brand recognition. 

 Sensory appeal: The sensory characteristics of a product, such as its taste, smell, touch, or sound, can 

also impact purchase intention. Products that have a pleasant sensory experience can be more appealing 

to consumers and increase their likelihood of purchase. 

Enhance Brand Perception: Creating a positive sensory experience can elevate a brand's image and 

differentiate it from competitors. 

Increase Customer Satisfaction: Products that engage multiple senses are more likely to create a 

memorable and enjoyable experience, leading to greater customer satisfaction. 

Drive Sales: By tapping into consumers' emotions and desires through sensory appeal, businesses can 

drive purchase intention and boost sales. 

 Novelty and innovation: Products that are new or innovative can also increase purchase intention. 

Consumers are often drawn to products that offer something unique or different from what they have 

experienced before. 

Solve a problem or fulfill a need: Innovation for the sake of it is unlikely to succeed. The novelty 

must be grounded in practicality and offer a tangible benefit to the consumer. 

Be easily understood: While innovation is appealing, its benefits must be communicated clearly and 

concisely. Consumers need to understand how the product works and how it will improve their lives. 

Be perceived as valuable: The price point must align with the perceived value offered by the 

innovative features. Consumers need to feel that the novelty is worth the investment. 

 

2. The influence of hedonics factors on purchase intention 

 

 Meeting Needs and Solving Problems: Consumers often buy products because they need them for 

practical reasons or to solve a specific problem. If a product is perceived as being highly effective, 

functional, reliable, and durable – i.e., possessing strong utilitarian attributes – it directly addresses these 

needs and problems. This strong perceived utility makes the consumer more likely to intend to purchase 

it. 

The need is pressing: If someone urgently needs a new vacuum cleaner because their old one broke, 

they'll prioritize functionality and reliability over flashy features. 

The consumer is budget-conscious: Utilitarian products often offer the best value for money, 

providing practical benefits without unnecessary expenses. 

The consumer values practicality: Some individuals simply prioritize function over form. They are 

drawn to products that are designed to work well and last long. 

 Perceived Value: Utilitarian benefits contribute significantly to the consumer's perception of value. When 

a product delivers high functional utility relative to its cost, consumers see it as a good investment or a 

worthwhile purchase. This "value for money" perspective, driven by utility, strongly influences the 

intention to buy. 

Prioritize Core Functionality: Don't let flashy features overshadow the product's primary purpose. 

Ensure the product reliably and effectively does what it's fundamentally supposed to do. This is the 

bedrock of utilitarian value. 

Communicate Practical Benefits Clearly: Marketing should clearly articulate how the product 

solves a problem, makes life easier, or improves efficiency. Focus on the tangible, practical outcomes 

the user will experience. 

Price Informed by Perceived Utility: While cost and competition matter, pricing should also 

consider the perceived functional value offered. A product delivering genuinely high utility can often 

command a price point reflecting that practical worth, assuming it's effectively communicated. 

Build Trust Through Reliability: Consistently delivering on utilitarian promises builds consumer 

trust. A product that works reliably, time and time again, reinforces the perception of good value long 

after the initial purchase. 

 Reduced Risk Perception: High utilitarian quality (reliability, durability) reduces the perceived risk of 

the product failing or not performing as expected. Consumers are more willing to commit to a purchase 

when they feel confident that the product will effectively serve its purpose over time. 

Proceed with the Transaction: Overcoming the final hesitation that often leads to cart abandonment. 
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Justify the Price: Perceiving higher value because they anticipate consistent long-term performance, 

making them less sensitive to cost. 

Develop Loyalty: Products that consistently work well build trust, encouraging repeat purchases and 

fostering brand loyalty. 

Generate Positive Word-of-Mouth: Satisfied customers who feel they made a low-risk, high-value 

purchase are more likely to recommend the product to others. 

 

VI. CONCLUSION 

 

This study investigated the complex interplay between utilitarian and hedonic value in shaping customer 

purchase intention. Our findings underscore that consumer decision-making is rarely driven by a singular 

dimension of value; rather, it is the synergistic and sometimes competing influence of both functional and 

experiential benefits that ultimately determines the likelihood of purchase.The research supports the notion 

that while both utilitarian and hedonic values independently contribute positively to purchase intention, their 

interaction reveals a more nuanced picture. We observed that the relative importance of each value dimension 

is significantly moderated by factors such as product category, consumer characteristics (e.g., demographics, 

personality traits), and situational context (e.g., gift-giving vs. self-consumption, necessity vs. luxury). For 

products traditionally perceived as purely utilitarian, the inclusion of hedonic elements can significantly boost 

intention, moving them beyond mere functionality to desirable objects. Conversely, for inherently hedonic 

products, ensuring a baseline level of utilitarian performance or reliability is crucial to prevent purely 

emotional appeal from being undermined by practical shortcomings.Furthermore, our results suggest that a 

high level in one value dimension cannot always fully compensate for a severe deficiency in the other, 

particularly in competitive markets. Consumers often seek an optimal balance, where core functional needs 

are met effectively (utilitarian value), and the product or service provides enjoyable experiences or positive 

emotional associations (hedonic value). The perception of this joint value proposition creates a stronger, more 

resilient purchase inclination than relying heavily on just one dimension. 
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