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Evaluation System and Empirical Test of the IP Content Power of Clothing Brand

ZHANG Yuanli', CHEN Lihong**, HE Lin'
(1. School of Textiles and Fashion,Shanghai University of Engineering Science , Shanghai 201620, China ;2. Shanghai Inter-
national Fashion Innovation Center,Donghua University , Shanghai 200051 , China)

Abstract: To explore the evaluation system of clothing brand IP content power, five dimensions of clothing brand IP content
power were extracted through case and content analysis, including originality, symbolization, transformation, sharing and
connectivity. The scale was developed and the confirmatory factors were analyzed. The measurement model of clothing
brand IP content power was developed. This paper examined the predictive ability of the scale to consumers”purchase inten-
tion, and put forward hypotheses on the relationship between five dimensions and consumers ~ purchase intention. The
results show that the originality, symbolization, transformation, sharing and connectivity of clothing brand IP content power
can positively affect consumers “ purchase intention. Among them, sharing and symbolization have the most significant
influence. The results can be applied to the evaluation of the content power of clothing brand IP, and provide theoretical
reference for the building and operation of clothing brand IP.

Key words : clothing brand, IP content power, evaluation system,scale development,purchase intention
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Tab.1 Analysis results of clothing brand IP content
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Fig.1 Social and semantic network of clothing brand IP content
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Tab.2 High-frequency words clustering of clothing brand IP content
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Tab.3 Dimension corresponding relationship and meaning of clothing brand IP content power
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Tab.4 Clothing brand IP content power
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Fig.2 Confirmatory factor analysis of clothing brand
IP content power
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Tab.5 Results of convergent validity test of the scale
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Tab.6 Results of discriminant validity test of the scale
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Tab.7 Results of regression analysis of clothing brand IP content power on purchase intention
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