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Influence Factors Analysis of Purchase Intention

Online for Infants Clothing

Mu Zhenzhen, Ren Li

(Institute of Fashion, Zhejiang Sci-Tech University, Hangzhou, Zhejiang 310018, China)

Abstract:Based on the situation that infants clothing consumer groups pay more attention to product safety,

convenience of online shopping and strong emotional communication,

the influencing factors on the purchase inten-

tion online for infants clothing were discussed by using the methods of empirical analysis. Network consumers were

used as the research objects,

risk, privacy risk,

has a significant impact on perceived risk, brand awareness,

internet reputation,

the relationship among purchase intention, perceiving risk,

brand awareness, quality

marketing strategy were analyzed. The result shows that purchase intention

and internet reputation. Perceiving risk has a signifi-

cant effect on privacy risk and quality risk. Brand awareness has no significant effect on network reputation but has
a significant impact on quality risk. Marketing strategy has a significant impact on purchase intention. This paper

also makes recommendations for the network marketing of infants clothing manufacturers, which provides reference

for the development of infants clothing business.

Key words:Infants Clothing; Purchase Intention Online;

Online Shopping

ot R 2016 EF EBAE L
B 1846 71, Hh LU 1
di L 45.0%, 2015 4RI, 22 4))
IR () T S 03 ik 3 15.5% , 4
eF A& B H R

P TAR R AR TR AS ] 2015 AE R
A B LI LR T R
JEIHI | 25 RGP & i 1 AR B
B FTHEL LTS, 2L

BEHLE AT 2H B B, A4k

EEWE W8 RHUTHA2A H (2014C35029) ; #iTT A H AT H (2013N078) .
BB/ N . KB (1988—), & L0508 NGRS BETT 5 50 s 4 05 T i ko

BWAEE AT (1972—), B BIHR

o E-mail ; Jacob_ren@sina.com,

Structure Equation Model;

Electronic Commerce ;

WL T — SR AR 5
HLRT 020 S5iz B, ASCME
%i%uiﬁ%bﬁ#ﬁ&ﬁxﬂ%%t

IR 7= i (W S 35 64 740 T 4 1
US PN E e =58 A S

61



ﬂ‘z-“‘ 2018 45 4

FAAY JEARYE GE T2 S R R L
Pt | Xt By JLIRRE AR 7= Al 1) T 46
ERT R ARG
1 B4 )LAREM E R

CXIPINIE o) P 5
T s AN AT o H—
& 80 JFiE ik Lotk BEREE R, L
TG AR A | PR Ak 7 A 3 A
A TR % A T Lk B T 4 ] 1 1)
IR, TR TR R 2 5
TH 2 25 S0 A B R B
R P2 AR 4 ) LR g i S
PR LU LT
L1 PO JRURS: 22 280

PPN R =g NT S
KRB TEA CHH R BT LY
T AT s T 0 e B o O B ¢
TEFZ TR K SR 2% 45 7 K
W B H T AN RE R A i 45 A R
fi, IF H 4 B T RE R
B AR S B R S SRR 7
SAEEES  HILIRA 5 5 80H 3%
SR BT - R A 25
LEARLERE R, I
Ah I TREAEM S FIHE AN
B M E B AT RE RS T E A
VFEi o 58 X S T BE S 45 TH 9%
ook B A2 LR,
1.2 fFEACH T K

A 2 W) 49 1 % A f 0 2% AT
DA fin (o b 00 S 45 o 7= i 3 AT
DLFEAT PR A% A P st i () 7=
dn s B WS BRI i i ]
W 3K Jy i Bk — b WA, ANE
EOR B 4 m R 4L
7 e A A LR F L
DA% B ILAS TS I I A 16 B
SR AT 32 R AR A58 T
H g At X e ts il s
& TR SR B R R 4
T 7= A SEBRIE 2
1.3 ERA LG R

Z P EE G SR sE | AT

. 62 -

X AR AR % | T LAAE 2240 L
P EIH TR Z T H NS 4
JE DN it IR 2B £ 7 it J i A
VET R r LA % H
ESAPINE IR S AR P ¢ 53
I 8 o ) | g el 5|
MGG I s R AE T R H R 2
B L A B AL S AT R AR T
DL B 7= T 22 i 2 B O AL
an B | 3K B TS 58 22 b G T
7 il PR Ty B N S M | T R B
A A SRR AN,
1.4 fEFELHL

ZA AL TG s R T LA
AR 25 4 B — 3 K (1) )R] 78 7
P — W0 2 4y LA | 3 — A
S VR FRAE I - Bl B AT Y SR
TTM3E VHFLIAM A4 i FE A
ZA, P R ARl iR £
LS I] B AN [ B DA — il 25 3
PERIZE MYy R 19 4% 0 4 1) 1k
Bz MR E Z AL
il /2 B2 AN [R) B B i 5 5K
2 EREBREEMRRIEL
2.1 K 5 SR AU |t A
R AR G TR Y G AR
20,1 TR RS Xof ) 3K S 5 i)

Chu et al ™Ak 25 I8 49 b 3
R | PR 28 g ST IRV K SR A7
T 2 AN [ AR 7 i SRR AR
1) 25 5 LA K I 445 g P A 56 Xof J
JRURS: 19 52 | 235 L R WY A1 R 4%
W S IR I R LS Al 9% 2 0 T 3K
TR XA Mg A A Ay SR U
15 AT: Bl % 2% 52 el 90 24 ) 0 K e 1Y
FEFR SR AU 2 52 e T ) 2
I R I 3 B 1 2 DR 2R 3 el ko
LU A T I ) 25 56 1 T % A AE A
AR | W S 3 T A5 T Y 22 1),
WY W Wy 22 56 1 3 2 55 8 AT )
KNGy LR BN (E, I
PR H, RPN XS X)) 3K
A BEIE

BIARBAR

2.1.2 i RN NS I S R S 52 )
RIIICAEENE A FA S S 1
T3 RAREE G RS it J RS ) 3K
BRI W5 R B X i Y
TAHIRR B g 7™ A Y T K
FrA . Kim et al 3 i3 75 2% & X 5
AN B P WESE T i AP
st JL ) 1T BT it LS IR 1 i)
S RO RS 12, B A
SR W K ATt 3 AR 1]
2.1.3 P& 0T i 3K R PR S
Chatterjee SWF 57 % B | 1 2% &
T ) 32 K Al N & 32 10 BT T 38
Ja, 2R AR T 3K P S N A A
AL ESHIER] T AR A F AR
RAN N7 it 5 N BE B AN [] 23 % i
B S R AR S O AR
8T IX B PR R Y 22 S PR 2 AT 3l
ok F R R AR BT B T K TR
JER R R H3, BER 2% 1
T ) 3 3 JEE ATt 3 1 v B2
2.1.4  EEE SRR I K S
Chaudhuri et al 7 A IAHTC P
S A R B E R R g 5 K
FEAHE  Hoyer et al SWF5E R WK 9%
B A W 3K B AN AT e o8 4
TR G AR ) E SN
I TR ) SR BE B SN
{8, SEREA BRI B & AT
I HE R Ha, BV 55 SR g X
K REAT W3 IR ) S
2.2 A REAHIS o AU | 4%
[LIUPER
2.2.1  PREE CTREERT b R TA R 5
SREAEE B, AERE R
A5y AL 25 T BRI, R
TR e E iR E HEE, T
ATt RN TR YRR BT
AL it R AR X A Ay {5 1] 14 52 i)
3 DT HEATIIGE, T B Y
FELTA JRVTE ot O R 5 o 4oy 8 A R Al
PERY A (0 ELRE TR E B NATT B0 i it
PEFEIT N . Baker et al™IA N iH 2%



e HRIA

2018 45 4 47 ﬂfﬁ-“‘

Sk P O A R R
5 ) Y 2% 25 X i R R R o R
XS DRI R A i 1S, BPI 4%
FLRGT it RN AT I 2 1E ) 5 )
222 ARG S5 XU 5 )
Keller et al™™3A R di FEIA T
B3 2 A A TR 16 0N AR A
TR BE T, TEARIN 2% 3 U0 A RE Yy ke
SErh T B ) R R R Y
FE AT Ry T B T i L) 2
AR FE 235 A A] A SRR, RV I
A a2 d ) AT [ X6
HC T 0 &S T &I,
Walsh et al™1HA k78 9% & 78 W 35
JEL Al A AT 4 B A ) IR LR
st L7 i A LB R I T A T B
F18) JR £ O ) K R o i
18, U2 5 M ROk XU ) 2
K2 R g Bk He , BV A
JRK J e XS A W 2 T ) 5
2.3 BN RS 5 B e XU | AL KL
[SEEPSES
231 ERHRURS: X B RA XU 5%
Sharma et al I\ A 7E P 2%
R, T 083 TN G W 4 1 224 |
BBl A5 AT A9 R) 8L | F 7 45 I 3
() R G2 BUAT B R N5 AT 2, A
7T 12 B 1 SRR Pl LA R R
B HT, BRIV RS T B R AU A
e NALEAN
2.3.2 IRHRURS: X Jo e XU 5
T e A5 DI\ Ry 7 T 24 PR v
IR B 4 T T AR R B
& G AFTE IR | T B AT R A
e JE v e R PR B TR R AT Al G
TE W25 il RO 2260 45 4 B IR
AT R A IR XU ) O
F, IR AW B AW R AT
o B BEEE R HE , RV XU
Xof Jo it XU AT db 3 I [R) 5
B, AR SCHR I SE I TR
JHRURS: |l RN o o JXURS: | B A
JAURS: o 2% 11 R8BS A SR 7 4>

AP IR L NEE Ra g
MAMERZ | R G5 i 4l LR 2
W0 2 g S = s I IR A
Structural Equation Modeling (%514
Jr RRAEAL RIFR SEM) #F AT 5L 4y
Br, AR LA B, 2 B4 LR
e ) 4 I 3K 5 B s ) R R I B e
PR UL T,
3 HESH
3.1 FEARETE

EN/EESP IR
B, EYNAEF AR E R R
B DBUA 1~5 kR, B
GNRET 7 ANAR R S R K R
JE N KUBS: b R DA R KL
W BRRD KU | o0 45 RS A OR
W, 2R I 2% ) 26 1) =N 4
] S PR P R R 3, E b AR 2
J& 80 J& Fil 90 J #5241 Wl LI
7k, HEREREA 300 0, bl
RUFEA 280 1), A RHEH 93.0%.,
32 (HESRES

R T SIS RR , A0 S
G 50 18 A 7] 45 1 A B R, e
KMO FEAS (9 58 43 1 K 36 3 40
0.886, Bartlett £k J¥ £ 5 K 75 {H &
FVEKE R 0, MRS 2R

@ O
o i
o

@ Lo
@1d) a2 R
i

@ i
() >fars]

57.398, Ui HLALIE G b AT A T4
Br, EAREHEILZ 1 gk 2,
33 St U7 PRI K 56 5 45 R
B

b — 25 X5 JIr ST 45 4 O FEAR
BUSEATFRAR VAT B R R B 5 P
febRf G . AR %L GFIL &
IERVE L EEFE 5 AGFT, BEHLA
FEEUNFI, LA G 95 %0 CFT L Z 18
B g% 22 RMSEA | ¥ 7 R 5k %
RMR, BAMUG LR R AR UL 3,

¢ 3 B ds T 0 BR T NFI i
M TFhRuE(E A A A A HE AR 1
(B FEATE P 1237 B 0 L P | 338 e
RAF BRLEA —E G B

FELER TR Yl B
Z X E KT BT 1.96 B [FIH &R
I AT I E S 7R B PR K F0.05
THEAEREEESR ) AR
AMOS 42 HIE 1 2 B0k 4 A A8 i
PEAE REO KD IR RIE & AR
ST, R 4 EABTE A5 T
PR B S HAh THE o PAER
B T 45 A i 22 [ 1Y) b RO
2 P<0.050 B M) & 75 ik 3 1 7K P
A LAHERZ (%), 24 P<0.010 B I 3%
TN HA BT 0 3 KO () T

. 63 -



ﬂ‘z-“‘ 2018 S5 4

HRHEA ——
£ 1 KMO MEF Bartlett ERFZ 4058 F2 BENEFE
H#R N R 7 AR A e S5 A
KMOfH 0.886 FH% ait I %1% 2%
Bartlert 05k EMRTIE | 2 506.539 1 26.740 3.444 12.300 12.300
R df 378 2 34.201 3.189 11.389 23.688
Sig. 0 3 40.220 2.657 9.490 33.179
L df o8 A B Sig 28 &M 4 45.013 2.291 8.183 41.362
1 Pe0.001 1 SLAY B Z e | i | s | e
WP () 7 57.398 1.377 4916 57.398
A2 4 73 Mr 4 SRl A, W 3K VE IO A S
B TR XU | it LA T %
TR B0 535 BRI X %3 BEHAREER
R B AL B B 0 25, AR | XY/DF GFI AGFI NFI CFI RMSEA RMR
. . . HEFAH | <2.000 | >0.900 | >0.800 | >0.900 = >0.900 | <0.080 | <0.100
;ﬁggﬁgﬁzigﬁﬁzéz SR 1.719 0.905 0.878 0.833 0.921 0.051 0.036
U R T A K T ) 5 e 2 R4 GEMHEERNSHE
MR B AR R B THE T A 78 A5 i W Estimate | #71E2% SE. | WAL CR. | P | REBH
5 PR AR TR v s A AR i [B) A E B T SIS 8 S S 0233 0.114 2.039 0.041 #
KSR SE &R eSS o R T 38 far 6 B L TR DAL, Dy 31 758 i 2.745 1.344 2.042 0.041 *
2 5 BERZEH TR HT LI 2, st A0 S R 2.801 1.362 2.056 0.040 *
4 B SRtk JRURG: I L 0.667 0.156 4.287 sk sk
SRR AR SCIE A BTG5 5L e RIS, «— R 1.310 0.180 7.293 ok ok
i N o JOT 5 XU «— it AR 0.181 0.077 2.340 0.019 &
gjgﬁj;giiigi; %;f;f VA 4% 11 B i BT D 0.025 0.074 0.340 0.734 | A
; - AR, O £ 1 R 3K 78 i 3.391 1.660 2.043 0.041 o
AL i i R RS —
S ARG B, BRI I 24 1 S X ®5 mEEEHETFHETER
B A%, UL IR 3 s, MICR T | Eayoems | LR BE | WA | IR | 4% TR | BRORARUSS: | A XU
5 B i A e R O 1 1 BHRNE | 0242
o VEMRCEGN, mamgpgy |WREEL 00se o0
SEHE LU R 2RI R K SRAG | 0.158 0.050 0.355
Do FEopR AR T F 1 % 2K 3 BN | 0.155 0.049 0.137 0.165
Dﬁ?:ﬂ x4 M P S 2 R 4 ROZK TR | 0.195 0.062 0.179 0.170 0.216
Py o {5 3. WA i TR 12 92 4 BRI | 0.203 0.064 | 0.180 0217 0222 | 0284
R 5bE A0 LA Aol T i L B AR | 0.132 0.042 0.156 0.135 0.146 0.177 0.132

e R T BRI AR 5
S 4 BEOR 10 56 1 0 2 . W ID
T B R B S A
M sk B R (U 19045 3
Yt FHLE M App. BV
FAER . A AAMGET R,
TR B RS S5
BT AL A M AR
R I BRI 5 5 R
WO BB I TR T e

64

T R App, X T B4 LA B B
S A S, A M A 0
7t A AR

b I3 A B R
b 25 5 2 006 50T B8 R
P AT 2 A
BRI 28N ol B 4
TR LR 3 L A
P 43 A0 HE A P B s S 5

T RLR R b B 1 28 SRR 9 R ok
1 R AT B IE T R
e X445 BT AR B R
R R R N B
S Wi 52 A 00 BEE 8l 5 2k B
I B AR N R A AT R | BT
Xt AR 32 AR B, i HL 2 AR
RN EESR/AN i~ i ) R T
Wbl 5 e H AT 2



2018 45 4 47 ﬂfﬁ-“‘

— FREAR
0.57 .
‘ 1 0.55

Ui, B —E W B A LR B
FHEE BEIR R KRB,
CSUPIN & 3 R DR
BEAS PR A R AL K LS A
BTN R R BT IR IR

c. HEHOMER, TEMKE
AR S 1 2% 11 R DR 1 PR R
AIRZ  FENZZRA 2
T TE DLl B S BRI 9
IR Z ) A% R i A2 A 07 X B AR [a]
R R AR AN [ 2 052 ARBEAAR DA
AT 2 e ity B 8 2 3] 8 3 Bl
AOPRFEIT R | B AR — 26 5 L 4 R
fefl ab A5 B . BR T g W R Al A5
BB RN AN R A A Ry
AR R 580 3K B A B S 1 IR
e B BARSS G AT ik 2
ZRTH R R A H

S &k

[1]JCHU K K, LI C H. A study of the
effect of risk—reduction strategies on pur-
chase intentions in online shopping [J].
International Journal of Electronic Busi-
ness Management,2008,6(4):213-226.
[2 70X 2 A, 200 IRUIR A7 1 AR 0 IR
T 9% I 2% T S 2 SR A SR TR 5 ().
Hmgeit A, 2010(2) :305-314.

o AU 0.55 028 037

%.34@.263).24
ORORO

B2 HESEHFESTE

[3IRMIIL, B iR, 55 = 55 5 A ¥
X it AR 4 5 iy SE R I O R 1 9
YEH——3E T2 Be T L1l 5 19 2R A
FELT]RIEI T RAZ R A SR
J,2014,35(3) :62-68.

[4]KIM C K, HAN D, PARK S B. The
effect of brand personality and brand i-
applying
the theory of social identification [J].

dentification on brand loyalty:

Japanese Psychological Research,2001,
43(4):195-206.

[5]CHATTERJEE P. Online reviews:
do consumers use them|[J].Advances in
Consumer Research,2001,28 (1):129-
133.

[6] 4 37 B9 2% 110 f B0 T 2 3 1
SERE R — DL E ST (1] 857
B 2008,29(22):36-42.
[7]CHAUDHURI A, LIGAS M. Conse-
quences of value in retail markets [J].
Journal of Retailing,2009,85 (3) :406 -
419.

[8JHOYER W D, BROWN S P. Effects
of brand awareness on choice for a com-
mon, repeat—purchase product[]J].Jour-
nal of consumer research,1990,17 (2).
141-148.

(9] T T W AN RO i B i 1) 5% ) BT

FE[D].5r R LA R, 2008.
[10]JBAKER T L, HUNT J B, SCRIB-
NER L L. The effect of introducing a
new brand on consumer perceptions of
current brand similarity: the roles of
product knowledge and involvement [] ].
Journal of Marketing Theory and Prac-
lice 2002, 10(4) :45-57.

[11]JKELLER K L. Brand synthesis: the
multidimensionality of brand knowledge
[J].Journal of Consumer Research,2003,
29(4) :595-600.

[12]WALSH G, SHIU E, HASSAN L
M. Investigating the drivers of consumer
intention to buy manufacturer brands[J].
Journal of Product & Brand Manage-
ment,2012,21(5) :328-340.
[13]SHARMA G, WANG L J. Ethical
perspectives on e—commerce; an empiri-
cal investigation [ J ].Internet Research,
2014,24(4) 414-435.

RER T SN TR S A
908 W L BB N R A5 ()] T
W28 ,2010(7) : 115-124.

(1517 AR MR 27 B 8T IR i i
e R BEE [T ] 821 Tk, 2016 (5)
58-61.

KfHBAE 2017FE8AH18H

65



