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Consumer’ s clothing virtual experience and its influencing factors in network marketing
YANG Xiaobing' WANG Jingxin' WU Xuemeng' CAO Qingren’
(1. School of Arts Xuzhou Institute of Technology Xuzhou 221006 China; 2. School of Management China University of Mining
and Technology Xuzhou 211116 China)

Abstract: The role of clothing virtual experience in clothing network marketing is becoming more and more
important. Based on qualitative analysis of clothing virtual experience the influencing factors of consumer’s clothing
virtual experience in network marketing were investigated by using structural equation model method and the possible
mediating effects of consumer factors were analyzed. The data were from 306 online and offline questionnaires of
online clothing consumers. The results showed that vividness interactivity and entertaining of clothing marketing
website experience and attitude of online clothing consumers were all the factors influencing the consumer’ s clothing
virtual experience; consumer factors play different mediating roles in clothing marketing website factors affecting
consumer’ s clothing virtual experience. This paper is of certain value for people to understand the clothing virtual
experience and effectively carry out network clothing marketing activities.
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Tab.1 Descriptive statistics of samples ( 306 cases)

4. /%

° 94 30.72

5 212 69.28

20 113 36.92

21 ~30 148 48. 37

2.3

31 ~40 29 9.48

41 ~50 14 4.58

51 2 0.65

R 8 2.62

. 235 76.79

63 20.59

500 16 5.23
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1001 ~2 000 130 42.48
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Tab.2 Measurement scale its reliability and validity test results

Cronbach’ s « KMO Bartlett AVE

.783
679 0.749
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. 788
. 758

0.789 0.694 273.459***

0.714 0.661 178.948* **

0.867 0.736 441.693***
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Tab.3 The goodness of fit of hypothetical model
CMIN/DF  GFI AGFI RMSEA CFI NFI IFI TLI TLI
3.812 0.771 0.715 0.096 0.798 0.747 0. 800 0.769 0.769
3.108 0.836 0.793 0.083 0.851 0.797 0.853 0.827 0.827
2.968 0.846 0.803 0.080 0.863 0. 809 0.865 0.838 0.838
2.951 0. 845 0. 804 0.080 0.862 0. 807 0.863 0. 840 0. 840
0.336( p <0.001) .0.260( p <0.001) .
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Fig. 1

Modified influence relationship model and
its influence path
xz/df:2. 951 <5

RMSEA =0.080 <0. 1

o GFI =0.845 >0.8 AGFI =0.804 >0.8
CFI =0.862 >0.8 NFI =0.807 >0.8 IFI =0.863 >
0.8 TLI=0.840 >0.8.

0.9 Hair

0.8

Anderson

3.5

0.35(p <0.001)
0.22(p <0.01)
0.22(p <0.001) .

0.91(p<0.001) 0.85(p<0.001)

0.22(p <0.001) 0.13(p<0.001) .
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