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Abstract ; In order to promote the development of webcast marketing of clothing enterprises, based on the S-O-R theory and
taking consumer emotion as the mediating variable, this paper constructed a theoretical model of the influence of clothing
anchor” characteristics on consumers “ impulsive purchase behavior. Data was acquired from a questionnaire survey, and
hypotheses were tested by structural equation model (SEM). The empirical results show that, the charming of anchor has a
positive effect on pleasure, popularity has a positive effect on pleasure and arousal, and the effect of interactivity on
consumers” pleasure and arousal are not significant. Pleasure partially mediates charming and impulsive purchase, and
pleasure and arousal fully mediate popularity and impulsive purchase. This conclusion provides some suggestions for apparel
enterprises to select and manage anchors when carrying out webcast marketing.
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Fig.1 Theoretical model of the influence of clothing

anchor’ characteristics on consumers”impulsive

purchase behavior
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