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Research on the Influence of Information Adoption and Online Store Image

on Online Shopping Behavior of Clothing Consumers

WU Jiabin, QU Hongjian"
(School of Textiles and Fashion,Shanghai University of Engineering Science, Shanghai 201600, China)

Abstract ; Six research hypotheses of information adoption and online store image on apparel consumers”online shopping
behavior are proposed based on the literature summary and theoretical analysis of the influencing factors of consumers”online
shopping behavior, and a logical model among information adoption, online store image and online shopping behavior is
constructed. Appropriate measurement indicators are selected based on questionnaire data, and the combination of factor
analysis and regression analysis are used for empirical analysis. The results show that information adoption, online store
image, online word of mouth and online brand experience have a positive impact on online shopping behavior, among which
online word of mouth and online brand experience play a partial intermediary role in the impact of information adoption and
online shop image on online shopping behavior. Based on the above conclusion, some suggestions are put forward to
promote consumers” online shopping behavior.

Key words : information adoption, online store image, online word of mouth, clothing online shopping behavior
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Tab.2 Descriptive statistics of samples
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Tab.3 Reliability analysis
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Tab.4 Results of factor analysis
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Tab. 5 Information adoption, online store image to

purchase behavior regression analysis results
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Tab.6 Information adoption, online store image on the

network of word-of-mouth regression analysis

results
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Tab.7 Results of the regression analysis of online word of

mouth on buying behavior
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Tab. 8 Regression analysis results of information adop-

tion, online store image and online word of

mouth on buying behavior
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Tab. 9 Information adoption, online store image on the

online brand experience regression analysis results
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Tab.10 Regression analysis results of online brand experi-

ence on buying behavior
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Tab.11 Information adoption, online store image, online
brand experience on the purchase behavior of
regression analysis results
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