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Impact of the Video Posting of Uploader Wearing on
Consumers” Willingness to Buy Clothes

ZHOU Qianying, QU Hongjian
(School of Textiles and Fashion, Shanghai University of Engineering Science, Shanghai 201620, China)
Abstract : In response to the rise of short videos, through literature review and theoretical analysis, this study proposed
research hypotheses and theoretical models on the impact of wearing uploader video posting on consumer clothing purchase

intentions mediated by perceived value. Using data from an online survey, factor analysis and multiple regression analysis

were conducted with SPSS 25. 0 software to validate the hypotheses. The results show that four factors, including uploaler

characteristics, clothing product quality, content recommendations,

impact on consumers” clothing purchase intentions.

characteristics, video engagement,

and consumers ” clothing purchase intentions,

and video engagement, have a significant positive

Perceived value partially mediates the relationship between influencer

while it fully mediates the relationship

between clothing product quality, content recommendations, and consumers” clothing purchase intentions.

Key words : Bilibili, wearing uploader,SOR theory,regression analysis,consumer purchase intention
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