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ABSTRACT 

Craft industry has a crucial role as a source of foreign exchange earnings 

in Malaysia. Shopping for handicraft is an important component of the 

tourism experience and economy development. The aim of this paper is 

to explore and identify the factors contributing to the purchase intention 

of handicraft products in Malaysia. A conceptual model proposed the 

antecedences of purchase intention of the handicraft products, while 

mediating and moderating effects of emotion and price sensitivity on the 

relationship between purchase intention of handicraft products we 

suggested. In this regard, attitude and perceived value were the main 

variables with emotions and price sensitivity were taken into 

consideration in the proposed framework as the mediator and moderator. 

Theories from emotional marketing strategy and social psychology were 

discussed in this paper. 

Keywords: Creative industry, Handicraft, consumer experience, Purchase 

intention 
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INTRODUCTION 
 

The handicraft sector is being developed to meet the demand of tourism 

market in some developing countries. The strategy aims to increase 

economic income for local people and to preserve and revive traditional 

culture (Cohen, 1993; Mogindol & Bagul, 2014; Meitiana, Setiawan, 

Rohman, & Irawanto, 2019). Craft sector is one of the sectors of the 

Cultural and Creative Industry in Malaysia and as a sister industry of 

tourism (Cendana Report, 2018). It plays a crucial role as a source of 

foreign exchange earnings (Fahmi & Kolter, 2017; Faibel, Marzuki, Rahim, 

& Langgat, 2016; Shaharudin, 2002). Shopping for handicraft product, is 

an important component of tourism experience , which is widely regarded 

as one of the most famous activities for tourists (Hu & Yu, 2007; Lehto et 

al., 2004; Littrell, 2004; Meitiana et al., 2019;  Rosenbaum and Spears, 2006; 

;Timothy and Butler, 1995; ). Souvenir products can represent and convey 

the economic, social, and cultural values of the local culture and can lead 

to the development of products that can satisfy the tourists' desire to make 

souvenirs as a memento (Klamer, 2003; Meitiana et al., 2019;Wilkins, 

2011). Handicraft products as souvenirs can have a competitive advantage 

(Meitiana et al., 2019; Pugh and Wood, 2004).  

Amid numerous support and marketing strategies provided by the 

government and agencies, the growth of art and craft sector is not in line 

with the tourism industry (Mega Science 3.0, 2017; Cendana Report, 2018). 

The art and craft sector with the weakest performance, created 200 

employment and contributed 0.3 % to the GDP is among the 6 major 

sectors of visual art, performing arts, music, craft, literature and 

publishing (Cendana Report, 2018). The past researchers suggested that 

favorable experiential consumption has a positive effect on behavioural 

intention (Braku, Schmitt & Zarantonello, 2009, Tao, 2013), however, the 

perspective of arts experiential consumption relevant to the personal flow 

of sensing, feeling, thinking, acting, and relating that occurred in response 

to the observation, purchase or use of artwork has not been discussed 

much in the Malaysian context.  
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Furthermore, several studies have linked experiential marketing or 

their dimensions with purchase intention (Srivasta, 2008; Srinivasan & 

Srivastava, 2010; Yang & He, 2011; Nkaabu, Saina, & Bonuke, 2017). 

Goldsmith and Tsiotsou (2015) mentioned that a tourist visit is a complex 

product, of which consumers acquired satisfaction with several needs 

simultaneously through their tourism experience. Tourist products, such 

as handicraft products as souvenirs, served as one of the needs among 

their tourism experience. It is best seen as predominantly an experiential 

product. Pine and Gilmore (1999) introduced the idea of the ‘experience 

economy’ to the marketing management. Fiore et al (2009) explored the 

relationship between consumer innovativeness, enjoyment, beliefs, 

attitude, and patronage intentions towards pop-up retail, also on how 

consumers’ experience in innovativeness and shopping enjoyment 

(Padhiar & Garg, 2016). Consumers are exposed to emotion-inducing 

marketing in the form of advertisement, product packaging, positioning, 

events, etc (Achar, So, Agrawal & Duchachek, 2016; Chen, Mathur & 

Maheswaran, 2015; Lee, Andrade & Palmer, 2013), with the 

competitiveness in the market today, where industries must seek in-depth 

understanding of the factors influencing consumers at the emotional level. 

However, there has been very little research being conducted to model the 

linkage emotion experience in Malaysian art consumption.  

The theory of reasoned action is used with additional constructs of 

Emotions and Price Sensitivity for the proposed framework. The aim of 

this paper is to propose a framework that examines the antecedents of 

purchase intention of the handicraft products, while examining the 

mediating and moderating effects of emotion and price sensitivity on the 

relationship between purchase intention of handicraft products in 

Malaysian context. 

LITERATURE REVIEW 

According to the theory of reasoned action (TRA) (Ajzen, 1991), the 

primary determinant of behavioural intention is the attitude. Attitude 

results from behavioural assessment while behaviour and result are 

functions of behavioural attitude; based on the expectancy-value model, 
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behavioural attitude depends on the beliefs and properties of the results 

of different behaviours. As a result, attitude can be considered an essential 

factor in predicting and describing human behaviour and behavioural 

intention (Hung & Chen, 2016).  

Perceived values have been argued to be the most important 

indicator to forecast purchase intention; they have also been viewed as 

one of the most important measurements for gaining a competitive 

advantage (Cronin et al., 2000; Dodds et al., 1991; Wang & Chen, 2016; 

Zeithaml, 1988). Monroe and Dodds (1985) directly associated perceived 

value to preferences or choice, whereby the larger the perceived value is, 

the more likely the consumer would express a willingness to buy or have 

a preference for the product (Wang & Chen, 2016).  

The previous studies found that behavioural intention is assumed 

as an immediate antecedent of actual behaviour. It is also defined as an 

individual’s readiness to perform a certain behaviour (Ajzen,1991; Yadav 

& Pathak, 2016). According to Ajzen and Fishbein (1980), through TRA, 

its behavioural intention refers to people’s beliefs about what they intend 

to do in a situation. Furthermore, from the past research, many scholars 

have conceptualized behavioural intention from different perspectives; a 

surrogate indicator of actual behaviour; they also argued that if behaviour 

is free-willed, the intention to perform an action correlates highly with the 

action itself (Yadav & Pathak, 2016).  

Hwang (2016) asserted that when a behaviour is perceived as 

socially desirable, it can directly contribute to societal well-being and 

personal motivation. Consequently, it leads to greater purchase intention. 

Behaviour intention includes the intention to re-purchase or re-patronize 

intention or to recommend loyalty and reject (Zain, Zahari, Hanafiah, & 

Ahmad, 2016). Besides, purchase intention has been argued to be the most 

critical indicator to predict consumer behaviour. It is defined as a personal 

behavior tendency to a particular product (Bagozzi & Burnkrant, 1979, 

Wang & Chen, 2016) or ‘an individual’s conscious plan to make an effort 

to purchase a brand (Spear & Singh, 2004; Wang & Chen, 2016).  
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Purchase intention is the preference of consumers buying the 

product or service. In other words, purchase intention has another aspect 

that the consumer will purchase a product after evaluation. Many factors 

affect the consumers’ attention while selecting the product, and the 

ultimate decision depends on consumers’ intention with significant 

external factors (keller; 2001; Younus, Rasheed & Zia, 2015). The 

purchasing process to buy a particular brand or product is affected by 

various factors, such as, the price of the product, packaging, knowledge 

about product quality, celebrity endorsement, fashion and sometimes 

family relations as well (Rasheed & Zia 2015; Shafiq et al., 2011). 

Therefore, the following hypothesis is developed: 

H1: There is a significant relationship between attitude and purchase 

intention. 

H2: There is a significant relationship between perceived value and 

purchase intention.  

Influence of Emotions on purchase intention and also as potential 

Mediator 
 

Bagozzi, Gopinath and Nyer (1999) asserted that emotions are mental 

states of readiness that arise from appraisal of events or one’s own 

thoughts. In current marketing research affect and emotions are 

considered important experiences that guide consumer decision making 

(Schmitt, 2010). Cohen and Areni (1991) defined emotions as the affective 

states, it is characterized by episodes of intense feelings which are 

associated with specific referent (such as a person, an object, or an event) 

and sense, thick, act and relate (Schmitt, 2010).  

Meanwhile, Isen (1987) defined emotions as the vigorous effect of 

an individual, often accompanied by biological and psychological 

reactions, that is aroused by a certain specific circumstance. Zajonc (1984) 

regarded emotions as independent of cognition and as an immediate 

physiological and psychological response to stimuli. The past studies 

found that consumer decisions made in a department store were not 

always based on logical choices, which based on the original design 
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features, or the interaction between them, may touch off the emotions and 

memories ( Cheng, 2013; Costley & Brucks, 1992). Bloch (1995) argued that 

a product could elicit at least moderate levels of aesthetic responses in 

consumers, including paying attention and positive emotions.   

According to Schindler et al. (2017), emotion occurring in response to the 

perceived aesthetic appeal of stimuli, esthetic experiences beyond the arts 

in strict sense, such as emotional response to nature (e.g., landscapes, 

plants, or animals), physical attractiveness, design, or consumer products, 

the researcher defined all these kinds of emotions as aesthetic emotions. 

The past researchers suggested that emotions evoked as a result of 

perceived quality of the environmental attributes, it significantly affect 

consumer’s evaluation and behavioral intention (Donovan & Rossiter, 

1982; Lee, Lee & Babin, 2008; Sweeney & Wyber, 2002). Zeithaml (1988) 

suggested that perceived value can be defined from various perspectives, 

such as money, emotion, quality, benefit and social psychology 

(Demirgunes, 2015; Sanchez, Callarisa, Rodriquez, & Moliner, 2006; 

Sweeney & Soutar, 2001; Wu, Lin, & Chen, 2017).  

Sheth, Newman, and Gross (1991) asserted that consumer’s 

behaviour of ‘to buy or not to buy’ is influenced by the five consumption 

values (perceived values) respectively or in the mixture. The five 

consumption values are functional, social, emotional, epistemic, and 

conditional. Zajonc & Markus (1984) depicted that emotions can be 

experienced without a preceding cognitive activity. This is the core 

assumption of affect as information” theory (Nusairat, Akhorshaideh, 

AHO, Rashid, Sahadev, & Rembielak, 2017; Schawarz & Clore, 1983), 

which posits emotions as input on which a conusmer’s cognitive 

evaluation can be based.  

Liu & Jang (2009) concluded that customer’s positive emotions 

evoked by dining atmospherics are positively related to perceived value. 

Moreover, the findings of Laroche, Teng, Michon, & Chebat (2005) 

suggested an emotion-cognition hierarchy in the mediation of emotions 

and cognition in shopping environment-customer behavioural response 
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relationship (Nusairat et al., 2017). Thus, the following hypothesis is 

developed:  

H3: Emotion has a relationship with purchase intention 

H4: Attitude has a relationship with emotions. 

H5: Perceived value has a relationship with emotions 

H6: The relationship between attitude and purchase intention is mediated 

by emotions. 

H7: The relation between perceived value and purchase intention is 

mediated by emotions. 

Influence of Price Sensitivity on Purchase Intention and also as 

potential moderator 

 

Price is a significant cue for the consumer to recognize the product’s 

quality in the market; it plays an essential role in the decision making of 

consumers (Chen et al., 2013; Dodd et al., 1991; Zeithaml, 1988). According 

to Wang and Chen (2016), perceived price fairness has a direct effect on 

perceived value, perceived risk, and purchased intention.  

Price expression is one of the keys to profitability for most small 

and medium enterprises. The price was operationalized as to whether the 

money paid for the product was reasonable or not (Sweeney et al., 1999; 

Zain et al., 2016). Price sensitivity is how consumers react to price levels 

and to price changes of the product and service (Goldsmith & Newell, 

1997; Goldsmith et al., & Kim, 2005; Yue, Sheng, She & Xu, 2020). Price 

sensitivity can be defined as how consumers feel about paying the price 

for an offering (Goldsmith, 2009; Goldsmith & Newell, 1997).  

Zeithaml (1988) suggested that perceived value has relationship 

with money, emotion, quality, benefit and social psychology 

(Demirgunes, 2015; Sanchez, Callarisa, Rodriquez, & Moliner, 2006; 

Sweeney & Soutar, 2001; Wu, Lin, & Chen, 2017). Some research found 
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that perceived perceptions of price unfairness have a negative impact on 

consumer’s purchase intention (Campbell, 1999; Suter & Hardesty, 2005; 

Wang & Chen, 2016). Hence, the following hypothesis is developed: 

H8: Price sensitivity has a relationship with purchase intention. 

H9: Price sensitivity moderates the relationship between attitude and 

purchase intention. 

H10: Price sensitivity moderates the relationship between perceived value 

and purchase intention. 

MODEL FORMATION 

 

 
 

Figure1 Proposed model 
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Figure 1 presents the proposed theoretical framework for this study. In 

detail, the proposed framework contains 5 constructs which are attitude, 

perceived value, emotions and price sensitivity play as independent 

variables while purchase intention is the dependent variable. This study 

also investigates the interaction effect of emotions as mediating variable 

and price sensitivity as moderating variable on the relationship towards 

purchase intention. The thin line illustrates the mediating role of emotions 

in attitude - purchase intention and emotion in perceived value - purchase 

intention. It indicates that attitude and perceived value affect purchase 

intention through emotions. Thus, emotions have a relationship between 

attitude and purchase intention, and emotions have a relationship 

between perceived value and purchase intention. Meanwhile, the 

moderating effect of price sensitivity on the relationship of attitude 

between purchase intention, and the relationship of perceived value 

between purchase intention is shown by the dotted line respectively. 

METHODOLOGY 

Since this is a conceptual paper, it reviewed the theoretical and empirical 

literature particularly on the antecedence of purchase intention, such as 

attitude, perceived value, and also emotions, price sensitivity from the 

perspective of marketing strategy and experiential, and also the domain 

of consumer behaviour. Based on previous articles and literature that 

have been collected, reviewed and synthesized, the proposed research 

model as illustrated in Fig1 to demonstrate the effects of mediating of 

emotions, and effects of moderating of price sensitivity on the relationship 

between attitude, subjective perceived value and purchase intention.  

EXPECTED IMPLICATIONS 

These days, the craft industry is one of the important creative industries 

which link to the tourism industry. Government has been focusing on the 

creative industry as their contribution to the economy is significant. It is 

essential to add on the value of the handicraft products by using 

marketing strategy, such as promoting, branding and marketing from the 

perspective of experience for this niche industry, in order to improve the 
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business performance.  The study adds theoretical implications with the 

advancement of body of knowledge. It also provides better understanding 

on application of theory of reasoned action into the art and craft industry.  

CONCLUSION 

Thus, this paper is conducted to propose a research frame which 

illustrates the relationship between attitude, perceived value, the 

mediating also moderating the role of emotions and price sensitivity on 

purchase intention of art and craft product. As for practical implication, 

the finding from the proposed framework will provide a clear outlook for 

art marketer in Malaysia on how to market, promote and brand the 

handicraft product, whereas the art producers can take appropriate 

decision and action which would improve their product’s innovation and 

quality. With all these strategies in place, the art retailers will be able to 

expand their business and generate more income and help to compete 

with other art sectors within the Malaysian Creative industry. 
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