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Influence of Mobile Shopping App Consumption Experience on
Clothing Purchase Intention

ZHU Yiyi, LU Cheng”
(Fashion College, Shanghai University of Engineering Science, Shanghai 201620, China)

Abstract : With the speedy development of network technology and the popularity of phablet, consumers are increasingly
keen on shopping on mobile shopping apps, and also pay more and more attention to shopping experience of the App.
Taking the mobile consumers of shopping App as the research object, and setting trust as intermediary variables, this paper
constructs a theoretical model of apparel purchasing intention influenced by three dimensions of App consumption
experience, and carries out empirical analysis and test on the model. The results show that interactive experience,

perceived experience and emotional experience in using mobile shopping App have significant positive effects on clothing

purchase intention, and trust plays a mediating role. The research results can provide a theoretical basis for clothing enter-

prises to improve their App marketing.
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Fig.1 Influence model of mobile shopping App consump-

tion experience on clothing purchase intention
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