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Abstract

Existing studies on brand competitiveness face several limitations, including the mixing of different
levels of analysis, conceptual overlap between antecedent factors and outcome constructs, and un-
clear boundaries for generalizing findings from specific apparel categories. From a consumer-per-
ception perspective, this study examines the major antecedents of brand competitiveness among
men’s apparel enterprises. Drawing on brand equity theory, competitive advantage theory, cus-
tomer value theory, and consumer-brand relationship research, the study adopts a theory-driven
literature synthesis and construct review approach. Relevant empirical studies are further inte-
grated with the multi-category, multi-scenario, and identity-expressive characteristics of men’s ap-
parel to screen, consolidate, and adapt candidate factors. The analysis develops a four-dimensional
antecedent framework comprising brand foundation strength, brand image strength, brand mar-
keting strength, and brand relationship strength. Consumer-perceived brand competitiveness is
conceptualized as an outcome construct reflected by relative overall competitiveness, differentia-
tion advantage, priority consideration intention, and willingness to pay a brand premium. On this
basis, four theoretical propositions are developed regarding the positive associations between the
four antecedent dimensions and consumer-perceived brand competitiveness. By maintaining con-
sistency at the consumer level of analysis, clarifying the conceptual boundaries between anteced-
ents and outcomes, and adapting general brand constructs to the men’s apparel context, this study
provides a theoretical foundation for consumer-side research on brand competitiveness and sub-
sequent empirical examination.
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Table 1. Sources and preliminary consolidation of candidate factors
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Figure 1. Framework of factors influencing the brand competitiveness of men’s apparel
enterprises from the perspective of consumer perception
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