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Abstract

Currently, domestic wood product enterprises in Ethiopia are facing increasing competition from imports. Therefore,
more needs to be done to address the evolving dynamics in public preference and taste while overcoming the pressure from
the import market. However, the wooden furniture sector in Ethiopia is scarcely researched and documented to support the
production and marketing system. This study investigated the determinants of consumer preferences for imported and
domestic wooden furniture in Addis Ababa, Ethiopia. Multistage sampling was used to select a sample size of 385
consumers who had purchased wooden furniture. Data were collected using a structured questionnaire and analyzed
through descriptive statistics, Kendall’s test, and the multivariate probit (MVP) model. The findings revealed that imported
wooden furniture scored higher in terms of finishing, color, compatibility with other objects, and design, whereas domestic
wooden furniture excelled in terms of durability, environmental friendliness, maintainability, and affordability. The MVP
results indicated that wooden furniture preference was influenced by factors such as age, number of years in marriage,
family size, number of years living in the city, occupation, and exposure to advertisements. The study recommends that
domestic furniture companies enhance the finishing, design, color, and other desirable attributes of their products to attract
and satisfy domestic demand, potentially reducing the need for imports. By focusing on improving multiple attributes,
companies better cater to the preferences of consumers. Additionally, furniture companies should consider the diverse
socioeconomic characteristics of consumers during the production of their furniture products to meet a range of needs.

The forest product industry is highly integrated with
larger economic activities through timber products, various
housing types, manufacturing, and other finished consumer
goods such as furniture. Among forest products, the pro-
duction and consumption of wood products are growing
rapidly worldwide (Jonsson and Rinaldi 2017; Yu et al.
2023). Wood is an essential renewable material used as a
raw material for furniture production. Furniture is a
value-added product closely related to human life, and it
is continuously subject to innovation and promoted in the
home improvement industry (Zhou et al. 2023). The global
wooden furniture trade has seen significant growth, estimated
at US$409.55 billion in 2023 and predicted to reach approxi-
mately US$688.44 billion by 2030 (Global Wooden
Furniture Market 2023). This growth is attributed to increas-
ing population growth, the development of new furniture
models, rising household incomes, and evolving individual
tastes and preferences, leading to a sustainable demand for
quality furniture in households (Adu-Sarpong 2017, Zhou
et al. 2023).

Currently, consumers have a better and wider variety of
furniture and other product choices from around the world
due to decreasing trade barriers and the digitization of the
world economy (Jonsson and Rinaldi 2017, Gordeev 2020).
The shifts in consumer demand, preference, and retention
are issues that affect all organizations, whether large or
small, global or local (Lin et al. 2023). As a result of high
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demand and competition, furniture industrialists worldwide
are operating under firm competition in an attempt to own
the largest share of the market to serve the high demand
(Jošt et al. 2020). The situation in the international market
forces countries to focus on developing and facilitating the
growth of the local market since the domestic market is
seen as the root of economic growth (Chanjarika 2013, Jošt
et al. 2020). In developed parts of the world, the majority of
furniture-producing firms have begun to emphasize innova-
tive consumer-oriented furniture product designs as a strat-
egy for maintaining a reasonably big percentage of satisfied
consumers (Nirmal et al. 2018).
In African countries like Ethiopia, the production and

consumption of furniture products have grown over the
years. However, this has not translated into a positive trend
in global production growth, as they have been facing a
severe struggle for survival in a less dynamic domestic con-
sumer market (Adu-Sarpong 2017). Consumers have been
exposed to foreign alternatives for domestically made prod-
ucts and foreign products due to the increase in imported
products and highly competitive consumer markets in
Africa (Robert and Patrick 2009). Chinese and Malaysian
furniture dominates the domestic market in most African
countries and other developing nations more than domesti-
cally produced furniture (Kumburu and Kessy 2018). Like
other African countries, Ethiopia and other East African
nations import furniture products from outside of Africa (ITTO
2016). Ethiopia, with a trade value of US$43 million, has
emerged as the largest importer among East African countries
(ITTO 2016). As a result of increased competition in furniture
markets, countries are shifting their comparative advantages by
assessing their relative competitiveness to develop better poli-
cies and business strategies (Epede and Wang 2022). However,
many African countries, including Ethiopia, remain in a posi-
tion of comparative disadvantage, with no significant improve-
ment in the furniture market over the years.
Ethiopian wooden furniture is produced by local manu-

facturers and imported from abroad (Birhan 2014, MEFCC
2018, EFCCC 2020, Girma and Abate 2021). There has
been a noticeable increase in the production of modern and
innovative furniture products in Ethiopia due to a shift in
consumer preferences. This change has led to a rise in the
importation of high-quality furniture products from interna-
tional markets. Consequently, the country has imported
large quantities of various furniture products from other
countries, resulting in a negative trade balance where imports
exceed exports (Birhan 2014, Alem 2016, MEFCC, 2018,
Girma and Abate 2021). To address the growing demand for
furniture and boost production, the government of Ethiopia
has identified small and microenterprises (SMEs) as a solu-
tion. These enterprises are part of the Growth and Transfor-
mation Plan strategies aimed at promoting wealth creation,
increasing employment opportunities, and improving import
substitution (Drbie and Kassahun 2013, Gutu and Yali 2020).
Even with increased efforts, the competition in the Ethio-

pian furniture market far exceeds what is necessary. Most
furniture manufacturing SMEs are not showing improve-
ment in their performance (Cherkos et al. 2018). The com-
petition between imported and domestically manufactured
furniture is intense, putting significant pressure on domestic
furniture sector players. This highlights the importance of fur-
niture manufacturers understanding what drives consumers’

preferences and tastes for their wooden furniture in order to
succeed in their business. For instance, Kotler and Armstrong
(2010) clearly stated that consumer preferences are influenced
by both product-specific and non-product-specific factors.
Consumers’ socioeconomic characteristics, such as age, sex,
education, marital status, house condition, income, product
knowledge, etc., and furniture attributes, such as finishing,
design, color, durability, price, maintainability, etc., have the
ability to influence preferences across various product catego-
ries (Kumburu and Kessy 2018, Jošt et al. 2020). In order to
develop and implement a successful furniture production and
marketing strategy, a comprehensive understanding of con-
sumer furniture preferences throughout the buying process and
the factors influencing those preferences is essential. This type
of information is vital for companies looking to operate suc-
cessfully and efficiently in the furniture industry (Van Raaij
2016, Pirc Barči�c et al. 2021, Khojasteh-Khosro et al. 2022).

However, many existing studies conducted in Ethiopia
related to furniture have focused on the growth, contribu-
tion, and challenges of SMEs engaged in the furniture
industry (Birhan 2014, Drbie and Kassahun 2013, Tarfasa
et al. 2016, Cherkos et al. 2018). Despite this, determinants
of consumer preference towards imported and domestic
wooden furniture remain scarce in the context of Ethiopian
consumers. It is important to understand this factor in order
to gauge the competitive position of the Ethiopian furniture
industry and to shape policies and business strategies from
the demand or consumer side. Understanding consumers’
preferences and determinants is crucial for furniture manu-
facturers to differentiate themselves in the context of cur-
rent market globalization (Lihra et al. 2012, Khojasteh-
Khosro et al. 2020). Therefore, more research and analysis
are needed in the furniture market to comprehend consum-
ers’ behavior and the key factors influencing their buying
decisions and selection criteria.

Hence, this study conducted an in-depth analysis of the
determinants of consumer preferences towards imported
and domestic wooden furniture. This information is vital for
advising policymakers and stakeholders, as well as inform-
ing domestic manufacturers and traders on how to improve
their products to compete in both national and international
markets. To fill this gap, this study evaluated consumers’
preferences for imported and domestic wooden furniture
and the factors that influence their decision-making.

Theoretical Approach
The concept of preferences originates from economic

theory; it is defined as individual tastes measured by the
utility of different bundles of goods. Preferences involve
choosing between neutral or more valued options (Rajpuro-
hit and Vasita 2011). The consumer plays a vital role in
deciding which product to choose. The theory of consumer
choice is based on microeconomics theory, linking prefer-
ences to consumption expenditures and consumer demand
curves. Preferences show how consumers maximize the
desirability of their consumption through their choices
while considering limitations on their expenditures, maxi-
mizing utility within a consumer budget constraint.

Consumer preference depends on the type of utility func-
tion used, where utility theory assumes preferences are
completely reflexive and transitive (Belton and Stewart
2002). Preferences are considered complete if, for any pair
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of choices A and B, one and only one of the following con-
ditions is fulfilled: A is preferred to B, B is preferred to A,
or A and B are equally preferred. According to Board
(2009), preferences are said to be reflexive if, for any pair
of choice where A and B are identical, B is also equally pre-
ferred to A. Preferences are considered transitive if, for any
three choices A, B, and C, where A is preferred over B and
B is preferred over C, it is concluded that A is preferred
over C (Board 2009). The hypothesis on reflexivity and
transitivity implies that the furniture consumer is a rational
decision-maker. Furniture consumers are assumed to act
rationally because they will choose between imported and
locally made furniture to maximize total utility. Hence, con-
sumers have to make choices based on preferences. This
implies that the consumer will maximize utility by prefer-
ring either imported or domestic furniture subject to the fac-
tors that constrain them.

Materials and Methods

Study area and sampling technique

This study was conducted in Addis Ababa, the capital
city of Ethiopia, which serves as a social, economic, and
political center for the country. The total population as of
August 2019 was estimated to be 4,592,000 with an annual
growth rate of 4.4 percent (Central Statistical Agency
[CSA] 2019). The city has a higher level of business activi-
ties, including furniture businesses, and larger numbers of
furniture manufacturing firms are located there than in any
other city or town in the country (CSA 2014).
In this study, a multistage sampling technique was

employed to achieve the objectives of the study. In the first
stage, Addis Ababa city was selected among the major cities
in the country. The study city was chosen as the research area
for several reasons: (1) Geographically, Addis Ababa has the
highest population with various backgrounds of citizens; (2)
there is availability of both modern retail outlets and tradi-
tional markets; (3) it is a region that holds a good mixture of
potential respondents with different levels of education,
income distribution, and ethnicity, which are anticipated to
have some impact on the purchase of furniture; and (4) a large
consumer base is present for both imported and domestic prod-
ucts, including wood products. Furthermore, the city is the
largest city among the cities of Ethiopia, and it is the major
destination for imported furniture, with most domestically pro-
duced furniture products being transacted there.
In the second stage of the study, Bole and Arada subcities

were chosen out of 10 subcities in Addis Ababa due to their
furniture potential. Arada subcity was selected because it
represents the center of the city and has a wide variety of
domestic wooden furniture products and consumers. On the
other hand, Bole subcity was chosen for its abundance of
many imported wooden furniture products, consumers, and
the expansion of new houses, particularly condominiums, to
better represent the consumer base.
In the third stage of the study, sample consumer households

were selected randomly. The target population or sample unit
of the study comprised imported and domestic household
wooden furniture consumers. The selected sample frame con-
sisted of consumers with knowledge and experience in pur-
chasing domestically produced and imported furniture within
the last 5 years, taking into consideration inflation and changes
in consumer behavior. The sample consumers were chosen

from populations in both Arada and Bole subcities who had
purchased either locally produced or imported furniture, were
between the ages of 20 and 65 years, and were actively
responsible for making purchasing decisions.
However, the target population was very large. There-

fore, the sample size determination method was applied to
select representative samples from the total population. To
determine the sample size out of the total population of
wooden furniture consumers in the sample subcities, the
researchers followed Cochran’s formula. The sample size
was determined using Cochran’s formula for calculation
from a large population (Cochran 1977) as follows:

n ¼ Z2 3 Pð Þ3 q

e2
(1)

n ¼ 1:96ð Þ2ð0:5Þð0:5Þ
ð0:05Þ2 ¼ 3:84163 0:53 0:5

0:0025

¼ 384:16 ¼ 385

Thus, the sample size is equal to 385 consumer house-
holds. Here, n is the sample size, Z is the selecting criteria
value of the desired confidence level (1.96), p is the esti-
mated proportion of an attribute that is present in the popu-
lation (0.5), q ¼ 0.5 (1 � p), and e is the desired level of
precision (0.05). The sample frame was drawn from buyers
of imported, domestic, and imported plus domestic wooden
furniture in the two sample subcities of Addis Ababa. The
sample size from each subcity was determined using propor-
tional to population size. As a result, 122 consumers from Bole
subcity and 263 consumers from Arada subcity were included
in the sample. In total, 174 respondents purchased imported
furniture, 151 respondents purchased domestic furniture, and
60 respondents purchased imported plus domestic furniture.

Data collection methods

Data were collected from primary sources. The main pri-
mary data sources were imported and domestic wooden
household furniture consumers. The primary data included
socioeconomic variables, wooden furniture attributes, con-
sumer perception of furniture attributes, and types of wooden
household furniture purchased from imported and domesti-
cally produced furniture shops, such as bedroom and living
room furniture. The data included the preference of bedroom
and living room furniture attributes such as durability, finish-
ing, design, color, price affordability, user-friendliness, com-
patibility with other objects, guarantee, and multipurpose.
The data were collected from consumers of imported and

domestic wooden furniture using structured questionnaires
through face-to-face interviews at homes and furniture
stores. A self-administered questionnaire was used for data
collection. The responses of each participant were recorded
on the structured questionnaire. Consumers were catego-
rized into three groups: those who purchased imported fur-
niture only, domestic furniture only, and a combination of
imported and domestic furniture. All sample consumers
were aware of the manufacturing sources of their purchased
furniture. Their preferences were determined by asking why
they preferred the specified sources or country of origin for
the three furniture groups. During data collection, data were
gathered from a total of 390 respondents. Out of these, only
385 responses were deemed valid, while the remaining five
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responses were found to be invalid and were therefore
removed from the analysis.
Based on Fisher’s view of a structured questionnaire,

closed-ended questions were employed. If the researcher
wants to quantify the research material, it is best to use a
structured approach (Fisher and To 2012). The relevant
attributes of wooden furniture were identified from various
stakeholders (producers, consumers, traders, and SME
offices) through key informant interviews. In total, 20 key
informants were interviewed to inquire about preferred fur-
niture attributes and the availability of imported and domes-
tic furniture. Prior to actual data collection, a preliminary
survey was conducted, and, finally, primary data collection
was carried out using the final questionnaire.

Method of data analysis

Descriptive statistics.—The collected data were ana-
lyzed using descriptive statistics through STATA soft-
ware version 16. Descriptive statistics, including mean,
standard deviation, frequency, and percentage, were
used to describe the hypothesized variables. This analy-
sis focused on various socioeconomic characteristics and
furniture attributes associated with consumers who pre-
ferred domestically produced, imported, or both domes-
tic and imported furniture products. The results of the
descriptive statistics are presented in tables and graphs.
Additionally, Kendall’s coefficient of concordance test
was employed to rank an individual’s level of preference
for imported and domestic wooden furniture attributes.

Multivariate probit model specification and analysis.—
To analyze the major factors influencing consumers’ prefer-
ence for imported and domestic wooden furniture products,
the multivariate probit model (MVP) was utilized. The MVP
model is a type of random utility model that examines con-
sumers’ choices and preferences. This model is suitable for
analyzing discrete choice decisions, such as selecting furni-
ture attributes and the product itself. It functions as an indirect
utility function, where individuals with specific characteristics
associate an average utility level with the origin of the product
choice set (Lancaster 1966). Multinomial models are typically
used when individuals can select only one outcome from a set
of mutually exclusive and collectively exhaustive alternatives.
However, the MVP model is more appropriate for estimating
several correlated binary outcomes simultaneously. It can
effectively capture the influence of various explanatory vari-
ables on different furniture sources. This model takes into
account potentially correlated unobserved disturbances and
relationships between choices of different categorical depen-
dent variables (Cappellari and Jenkins 2003). In this study,
consumers’ choices of products and attributes were not mutu-
ally exclusive. There was a possibility of simultaneous selec-
tion of furniture sources and potential correlations among
these products. Therefore, the multinomial logit model was
deemed to be unsuitable for estimating non-mutually exclu-
sive and nonhomogeneous alternatives, and the MVP was
instead used to analyze consumer preferences for different
products and to estimate multiple correlated binary outcomes
simultaneously (Cappellari and Jenkins 2003).
It is assumed that for a given consumer i making deci-

sions considering nonexclusive alternatives that consti-
tute the preference set k of furniture products, the choice
sets may differ according to the decision-maker for

maximizing his/her utility. Let U0 represent the benefits
to the consumer who chooses domestic wooden furni-
ture, and let Uk represent the benefits of the consumer
choosing the k furniture products, where k denotes pref-
erence of imported furniture (Y1), domestic furniture
(Y2), and both imported and domestic (Y3). The consumer
decides to choose the kth furniture product if Y*ik ¼ Uk � U0

. 0. The net benefit Y*ik that the consumer derives from
choosing furniture is a latent variable determined by the
observed explanatory variable (Xi) and the error term (ei):

Y �
ik ¼ Xibki þ ei ¼ Y1; Y2; Y3ð Þ (2)

Using the indicator function, the unobserved preferences
in the above equation translate into the observed binary out-
come equation for each choice as follows:

Y �
i ¼ 1 if Y �

ik > 0 j ðk ¼ Y1; Y2; Y3ð ÞÞ� �
0 otherwise

(3)

Here, Yi* is an unobservable latent variable denoting the
probability of choosing k type of furniture, for i presents a
consumer choosing imported furniture/domestic furniture,
both imported and domestic furniture.

In the multivariate model, where the choice of several fur-
niture products is possible, the error terms jointly follow a
multivariate normal distribution (MVP) with zero conditional
mean and variance normalized to unity (for identification of
the parameters), where (lx1, lx2, lx3) MVP � (0, X), and the
symmetric covariance matrixX is given by:

1 qX1X2 qX1X3

qX2X1 1 qX2X3

qX3X1 qX3X2 1

2
4

3
5 (4)

Of particular interest are the off-diagonal elements in the
covariance matrix, which represent the unobserved correlation
between the stochastic components of the different types of fur-
niture products. This assumption means that Equation 4 gener-
ates an MVP model that jointly represents a decision to choose a
particular furniture product. This specification with nonzero off-
diagonal elements allows for correlation across error terms of
several latent equations, which represent the unobserved charac-
teristics that affect the choice of alternative products. Different
factors that influenced the preference of consumers for domestic
and imported wooden furniture are presented in Table 1.

Following the formula used by Cappellari and Jenkins
(2003), the log-likelihood function associated with a sample
outcome is then given by:

LnL ¼
Xn

i ¼ 1

xilnu lli;Xð Þ (5)

where x is an optional weight for observation i, and Ui is
the multivariate standard normal distribution with argu-
ments li and X, where li can be denoted as:

li ¼ ki1b1Xi1; ki2b2Xi2; ki3b3Xi3ð Þ while Xik ¼ 1 and

Xki ¼ kiikqik; k ¼ 1; 2; 3 with kik ¼ 2yik � 1

A categorical dependent variable was measured by the
probability of consumers purchasing imported, domestic, or
both imported and domestic wooden furniture. It was
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represented in the model as Y1 for consumers who choose to
purchase imported furniture, Y2 for consumers who choose
domestic wooden furniture, and Y3 for consumers who choose
a combination of both imported and domestic wooden furni-
ture (Table 1). The choices of the outcome variables were pre-
sented by (0 and 1), which means that if the consumer chooses
the product, it is given a value of 1, and it is 0 otherwise. The
expected directional hypotheses of each explanatory/indepen-
dent variable included in the model are presented in Table 1.

Results and Discussion

Socioeconomic characteristics of consumers
correlates with furniture preference

The different socioeconomic characteristics of respon-
dents were summarized using summary statistics (Table 2).
During data collection, 390 respondents were solicited, and
only 385 responded and were valid. The findings revealed
that 52.7 percent of the consumer households were females,
and 65.2 percent of sample consumer households were mar-
ried. The mean age of consumers was 35.1 years old, and
the average years of schooling was 7.7 grade. The result
also showed that the average years of staying after marriage
was 6.72 years, and the sample respondents had 4.43 aver-
age family members per household. The average years of
staying in the area was 10.78 years, and 45 percent of sam-
ple respondents were self-employed. Regarding income, the
average monthly income of the respondent was ETB
12,874.94. Furthermore, the results revealed that 47 percent
of respondents lived in a condominium house, and 52 per-
cent of them had their own house. During furniture purchas-
ing time, consumers traveled an average distance of 6.84
km from their residence to the furniture purchasing center.
The advertising access showed that 83 percent of respon-
dents had advertising access when they purchased a particu-
lar type of wooden furniture.

Motives of consumer preference towards
imported and domestic wooden furniture

The results showed that 45.2 percent of respondents pre-
ferred to buy imported furniture, while 39.2 percent pre-
ferred domestically produced wooden furniture. Only 15.6
percent of respondents preferred to buy both imported and

domestic furniture (Fig. 1). This finding is supported by the
study conducted by Khattak and Shah (2011), which found
that consumers living in big cities consider imported prod-
ucts to be of higher value and feel pride in consuming them.
Additionally, this finding aligns with findings showing that
consumers in developing countries such as Ethiopia are
more likely to favor global products over local ones because
they perceive global products as superior to domestic ones
(Lumintang et al. 2018).
Consumers were asked to provide reasons for their pref-

erence between imported and domestic wooden furniture, as
shown in Figure 2. The results indicated that consumers
favored imported wooden furniture products primarily
because of their finishing. Additionally, the results revealed
that color was another attractive attribute of imported furni-
ture, followed by the availability of various imported furni-
ture options in the market, compatibility with other objects/
items, design, and fast delivery to consumers. On the other
hand, attributes such as price affordability, durability, guar-
antee, ease of maintenance, and environmental friendliness
were less favored when describing imported furniture.
In the case of domestic wooden furniture, respondents

stated that durability was the most important attribute for
preferring domestic wooden furniture, followed by being
environmentally friendly, easy to maintain, affordability of

Table 2.—Summary statistics of consumers’ socioeconomic
characteristics (see Table 1 for definitions of variables).

Variable No. obs Mean SD Minimum Maximum

SEX 385 0.52 0.50 0 1

AGE 385 35.10 10.37 20 70

EDUC 385 7.71 5.12 0 22

MARTS 385 0.62 0.49 0 1

MARDYR 385 6.72 9.48 0 50

FAMS 385 4.43 2.04 1 10

YEARSLVD 385 10.78 10.60 0 45

OCCUP 385 0.45 0.50 0 1

INCMlog 385 12,874.94 9,692.54 500 53,000

HOUSTY 385 0.47 0.50 0 1

HOMRSHIP 385 0.52 0.50 0 1

RESDDIST 385 6.84 5.73 0 27

ADVRTACSS 385 0.83 0.37 0 1

Table 1.—Data summary and hypotheses for explanatory variables.

Variables Type Description

Hypothesis

Imported

preferences

Domestic

preferences

Both imported and

domestic preferences

Sex (SEX) Dummy 1 ¼ if female, 0 ¼ male þ � þ
Age (AGE) Continuous Age of consumer in years �/þ þ þ/�
Marital status (MARTS) Dummy 1 ¼ married, 0 ¼ single þ þ �
Education (EDUC) Continuous Level of education in years þ � þ
Married year (MARDYR) Continuous Number of years after marriage � þ þ/�
Family size (FAMS) Continuous Total family members in the household þ þ/� �
Occupation (OCCUP) Dummy 1 ¼ self-employed, 0 ¼ salaried employee � � þ
Log Income (INCMlog) Continuous Amount of consumer’s income/month þ � þ/�
Years lived (YEARSLVD) Continuous Number of years lived in the city þ þ þ/�
House type (HOUSTY) Dummy 1¼ Condominium, 0¼ single-family house þ/� þ �
Home ownership (HOMRSHIP) Dummy 1 ¼ own house, 0 ¼ rented house þ � þ/�
Residential distance (RESDDIST) Continuous Distance in kilometers � þ þ/�
Advertisement access (ADVRTACSS) Dummy 1¼ access to advertisement, 0 ¼ otherwise þ � þ/�
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price, and guarantee. Other attributes such as design, com-
patibility with other objects, finishing, fast delivery to users,
availability of multiple alternatives, and color were less pre-
ferred criteria for domestic wooden furniture.
The findings of the study indicate that finishing, color,

multiple alternatives, compatibility with other objects, and
design are the most preferred product attributes for imported
wooden furniture. However, durability, environmental friendli-
ness, ease of maintenance, affordability of price, and guarantee
are the most preferred product attributes for domestic wooden
furniture. The result is compatible with related literature
(Pezeshkpoor 2020, Genc and Merdan 2021, Hilal and S�€ukr€u
2022), which found that furniture selection criteria most often
are durability, comfort, functionality, design, cost, environ-
mentally friendly, moveability, and finishing. In addition, this
finding is consistent with the study by Chanjarika (2013), who
noted that domestic furniture was more durable and had fewer
varieties compared to imported furniture, while consumers
preferred imported furniture due to its availability of many
varieties and designs. In line with this, wooden furniture holds
a significant market share among consumers in terms of dura-
bility and environmentally friendly features (Guzel 2020,

Khojasteh-Khosro et al. 2022). Similarly, the durability,
design, and finishing of wooden furniture are highly preferred
by consumers (Kizito et al. 2012). In other, developing coun-
tries, foreign brands are often preferred over local brands due
to their better finishing and design (Lee and Nguyen 2017).

Wooden furniture attribute importance
ranking by consumers

The factors that consumers considered when purchasing
household furniture were ranked on a five-point preference
basis, ranging from not very important to very important
(Table 3). The results revealed that in the ranking of furni-
ture attributes by consumer preference for bedroom furni-
ture, durability was the most important attribute with a
mean rank of 7.16, followed by finishing with a mean rank
of 6.32; design with a mean rank of 5.7; color with a mean
rank of 5.12; affordability with a mean rank of 4.58, user-
friendliness with a mean rank of 4.28; compatibility with
other objects with a mean rank of 4.06; guarantee with a
mean rank of 4.4; and multipurpose with a mean rank of
3.74.

The value of Kendall’s coefficient of concordance (W)
(0.24) was found to be significant at a 1 percent significance
level, indicating agreement among respondents in ranking
bedroom furniture attributes. The value of W also suggested
a notable difference in factors influencing the preference for
wooden bedroom furniture. Therefore, it can be concluded
that there is a significant difference in consumers’ prefer-
ence for wooden bedroom furniture attributes. This aligns
with findings from previous studies (Oztop et al. 2008,
Jaderna 2022, Hitka et al. 2024), which highlighted that
buyers consider bedroom furniture purchases as long-term
investments, with durability being a key factor in consumer
preference. Additionally, design, availability, and price
were identified as important factors influencing consumer
preferences for bedroom furniture purchases (Hitka et al.
2024).

45.20%

39.20%

15.60%

Imported Domestic Imported  + domestic

Figure 1.—Wooden furniture preference in terms of country of
origin.
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Figure 2.—Consumers’ choice criteria for domestic versus imported wooden furniture.
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The results from consumer preferences for living room
furniture features revealed that durability was the most pre-
ferred attribute with a mean rank of 6.41. This was followed
by finishing, with a mean rank of 5.94; design, with a mean
rank of 5.73; user-friendliness with a mean rank of 5.71;
color with a mean rank of 5.08; affordability with a mean
rank of 4.53; and compatibility with other objects with a
mean rank of 4.05.
These findings are consistent with previous research indi-

cating that durability was rated as the most important factor
by consumers (Oztop et al. 2008). Similarly, other scholars
have identified durability, design, and price as key influenc-
ing factors for wooden household living room furniture pur-
chase among all consumers (Mohamed and Yi 2008, Hitka
et al. 2024). Additional studies have shown that durability,

design, finishing, and color are significant attributes influ-
encing consumers’ choices of wooden dining furniture
(Wiafe et al. 2014). As human lifestyles evolve, there is a
growing trend toward personalized and diversified furniture
preferences due to ongoing innovations in furniture attri-
butes (Xiong et al. 2023, Zhou et al. 2023).

Determinants of consumer preference
toward imported and domestic wooden
furniture products

Table 4 presents the estimation of the MVP model for the
factors affecting consumers’ preference for wooden furni-
ture, with a total of 385 valid respondents included. The
Wald test is significant at a 1 percent probability level, indi-
cating that the MVP model fits the data reasonably well.
Likewise, the model is significant because the null hypothe-
sis, stating that the preference for the three furniture choices
is independent, was rejected at a 1 percent significance
level. The result of the likelihood ratio test in the model
indicates that the null hypothesis of independence between
wooden furniture preference decisions is rejected at a 1 per-
cent significance level, and there are significant joint corre-
lations for two estimated coefficients across the equations in
the models. The correlation between the probability of
choosing domestic or domestic plus imported furniture was
significant at a 1 percent level of significance (Table 4). The
finding of the estimated correlation implies that coefficients
are statistically significantly different from zero in one pair
of the three pairs. This suggests that the unobservable fac-
tors that increase the probability that a consumer chooses to
purchase their furniture from domestic sources reduce the
probability of purchasing the same from both imported plus
domestic sources. The preference for domestic wooden fur-
niture was found to be a substitution for domestic plus
imported, as presented by rho32 (Table 4).

Table 3.—Mean ranking and preference of consumers for
wooden furniture attributes.

Attributes

Living room furniture Bedroom furniture

Mean rank Mean rank

Durability 6.41 7.16

Color 5.08 5.12

Multiple options 3.85 3.74

User-friendly 5.71 4.28

Affordable price 4.53 4.58

Guarantee 3.60 5.45

Design 5.73 5.7

Fast delivery to consumers 3.05 3.51

Finishing 5.94 6.32

Compatible with other objects 4.05 4.06

Maintainability 3.92 4.00

Kendall’s W 0.205 0.24

Chi-square 632.57 740.39

P-valuea 0.000*** 0.000***

a *** ¼ 1 percent level of significance.

Table 4.—MVP estimations for determinants of wooden furniture preference (see Table 1 for definitions of variables).

Import (1) Domestic (2) Domestic þ imported (3)

Variables Coefficienta (SE) Dy/dxb Coefficienta (SE) Dy/dxb Coefficienta (SE) Dy/dxb

SEX �0.193 (0.157) �0.194 �0.208 (0.153) �0.203 0.076 (0.157) 0.083

AGE �0.021* (0.012) �0.021 �0.005 (0.011) �0.002 0.022* (0.012) 0.017

EDUC 0.007 (0.015) 0.007 �0.005 (0.014) �0.009 0.011 (0.015) 0.012

MARTS �0.021 (0.172) �0.023 �0.220 (0.168) �0.208 �0.058 (0.186) �0.014

MARDYR 0.003 (0.013) 0.003 0.026** (0.013) 0.024 �0.027* (0.014) �0.018

FAMS 0.138*** (0.043) 0.139 0.029 (0.040) 0.035 0.107*** (0.040) 0.130

YEARSLVD �0.002 (0.007) �0.002 �0.014* (0.008) �0.016 0.004 (0.007) �0.001

OCCUP 0.218** (0.086) 0.219 �0.254*** (0.082) �0.267 0.153* (0.092) 0.144

INCMlog �0.111 (0.099) �0.113 0.009 (0.093) 0.028 0.023 (0.100) 0.039

HOUSTY �0.154 (0.161) �0.157 �0.012 (0.159) �0.015 �0.167 (0.168) �0.194

HOMRSHIP 0.159 (0.154) 0.157 0.235 (0.152) 0.233 �0.106 (0.164) �0.172

RESDDIST �0.007 (0.012) �0.007 �0.012 (0.012) �0.010 �0.009 (0.014) �0.010

ADVRTACSS 0.796*** (0.231) 0.793 0.476** (0.187) 0.478 �0.507** (0.229) �0.550

CONST 1.829 (0.955) 0.964 (0.901) �3.038 (0.956)

/atrho21 0.042 (0.087) rho21 0.041 (.086)

/atrho31 �0.054 (0.090) rho31 �0.054 (0.090)

/atrho32 �0.999 (0.171) rho32 �0.761*** (0.072)

Likelihood ratio test of rho21 ¼ rho31 ¼ rho32 ¼ 0: chi-square (3) ¼ 65.3082, prob . chi-square ¼ 0.0000; no. obs. ¼ 385, log likelihood ¼ �598.49269,

prob . chi-square 5 0.0000, Wald chi-square (39) ¼ 93.09.

a ***, **, and * ¼ 1 percent, 5 percent, and 10 percent level of significance, respectively.
b Dy/dx presents marginal effect of independent variables on dependent variables.
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Age.—The results revealed that the coefficient of age
had a negative effect on the preference for imported wooden
furniture and a positive effect on the preference for
imported plus domestic wooden furniture at a 10 percent
significance level, respectively. The results support the
expected hypotheses regarding preferences for imported
and both imported and domestic furniture preferences but
do not confirm preferences for domestic furniture. This
means that older consumers had a probability of choosing
imported wooden furniture that was less than 2.1 percent.
This may be due to globalization; younger individuals have
a better understanding of the attributes present in furniture
products, and today’s market is dominated by consumers
who have the ability to demand quality attributes for new
types of housing.

Family size.—The results showed that family size was
positively and statistically significant in preferences for
imported and imported plus domestic wooden furniture at a
1 percent significance level. This aligns with the expected
direction of hypotheses regarding imported furniture prefer-
ences but contradicts with preferences for both imported
and domestic furniture. This result implies that the larger
households were more likely to prefer imported and both
imported plus domestic wooden furniture by a factor of
0.139 (13.9%) and 0.13 (13%). This may be because as the
size of the family increases, the variety and needs of family
members’ preferences regarding the origin of wooden furni-
ture also increase. This finding is supported by the research
of Kumburu and Kessy (2018).

Years lived after marriage.—Consumers who live for a
long period after marriage are more likely to choose
imported furniture, with statistical significance levels of 5
percent and 10 percent, respectively. This aligns with the
expected direction of the hypotheses. The results suggest
that the likelihood of choosing domestic furniture decreases
by 2.6 percent, while the likelihood of choosing imported
plus domestic increases by 2.7 percent for consumers who
have been married for a longer time.

Years lived in the city.—The results indicated that the
length of time consumers have lived in the city has a statis-
tically significant negative effect on domestic wooden furni-
ture preference at a 10 percent level of significance. This
explanatory variable does not support the hypotheses of
expected directional signs. This finding reveals that con-
sumers who have resided in the city for longer periods are
1.6 percent less likely to choose domestic wooden furniture.
This may be because individuals who have lived in the city
for many years, especially in a large city, are more likely to
gradually shift towards new products from abroad than the
usual product.

Occupation.—The results revealed that occupation is
positively and significantly associated with preferences for
imported furniture at the 5 percent level of significance, and
preferences for both imported and domestic furniture at the
10 percent level of significance. However, it is negatively
and significantly associated with domestic furniture prefer-
ence at the 1 percent level of significance. These results do
not support the expected hypotheses for the three furniture
choice categories with explanatory variables. The marginal
effect analysis shows that consumers engaged in self-
employment increased their choice of imported wooden fur-
niture by 21.9 percent and their choice of imported plus

domestic furniture by 14.4 percent. On the other hand, self-
employed consumers decreased their preference for domes-
tic furniture by 23 percent. This suggests that occupation
creates different economic classes leading to varying pur-
chasing power among consumers. This is consistent with
the findings of previous studies, such as Troian (2011), who
stated that occupation reflects the social status of the con-
sumer and was linked to the consumer characteristics and
their preferences. Furthermore, these results align with the
findings of Chekol et al. (2022), who found that occupation
was linked to preferences for imported goods.

Advertisement.—Advertisement had a positive and sig-
nificant influence on the preference for imported and
domestic furniture at the 1 percent and 5 percent signifi-
cance levels, respectively, but it negatively affected the
preference for imported plus domestic wooden furniture at a
5 percent significance level. The marginal effect indicates
that consumers who are exposed to advertisements are more
likely to prefer imported and domestic furniture products by
a factor of 0.79 and 0.48, respectively. These results support
the expected directional signs of the hypotheses for
imported furniture preferences but contradict the hypotheses
for domestic wooden furniture preferences. Various studies
have shown that advertising is a powerful tool that influ-
ences consumer preferences for different types of furniture
(Jošt et al. 2020, Hitka et al. 2024). Additionally, advertis-
ing plays a significant role in influencing the choice of
imported goods and can attract new customers to brands
(Chekol et al. 2022).

Conclusions
The purpose of this study was to contribute to research

information on the linkages between consumers’ preference
for wooden furniture and furniture sources. Understanding
consumer preferences for products and relevant attributes is
crucial for production and marketing success. Manufactur-
ers and enterprises engaged in product differentiation of
higher value-added furniture products must constantly seek
out attributes that are most attractive to consumers and care-
fully evaluate whether any of those favorable products and
attributes are competing with existing attributes.

This study analyzed consumers’ preferences for imported
and domestic wooden furniture products and their attributes.
The findings of the study revealed significant differences in
consumers’ preference levels between imported and domes-
tic wooden furniture products and their attributes. The
results indicate that consumers mostly preferred imported
wooden furniture, which scored higher in finishing, color,
compatibility with other objects, and design. On the other
hand, domestic wooden furniture was superior in terms of
durability, environmental friendliness, maintainability, and
affordability. The preference for domestic wooden furniture
was found to be a substitution for imported plus domestic
wooden furniture preference and was statistically significant.
Consumer preference for furniture products was influenced by
factors such as age, the number of years in marriage, family
size, years lived in the city, occupation, and advertisement
exposure. The findings suggest that consumers are not a homo-
geneous group, showing great variation in preferences between
imported and locally produced wooden furniture based on
socioeconomic characteristics and product attributes.
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The findings suggest that domestic wooden furniture
manufacturers should consider consumer preferences for
finishing, design, color, and compatibility to increase the
competitiveness of domestic furniture with imported prod-
ucts. Policymakers and practitioners need to understand
which wooden furniture attributes are valued by different
consumer types and how these attributes can be innovated
and promoted successfully. Furniture manufacturers should
focus on innovating multiple local furniture attributes to
meet the needs of different consumer groups and compete
with imported furniture.
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