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The influence of online celebrity marketing elements on the purchase intention of
apparel consumers
LIN Tingting, QU Hongjian
( Clothing College, Shanghai University of Engineering Science, Shanghai 201600, China)
Abstract: The research about the influence of online celebrity marketing on the purchase intention of apparel
consumers has certain theoretical significance and practical value. Through the literature summary and theoretical
analysis, the paper put forward the corresponding research hypothesis and constructed the logical model, chose
appropriate measurement indicators, used the factor analysis and the regression analysis method based on the
questionnaire research data to analyze the specific influence of online celebrity marketing element on the purchase
intention. The research results showed that: the factors of online celebrity image, product information, promotion and
interaction, personalized service, and perceived value all influence the purchase intention of apparel consumers, and
the importance of the influence is as follows; perceived value factor > factor of online celebrity image > personalized
service factor > promotion and interaction factor > product information factor. From the perspective of the
consumers, this paper put forward the strategy of innovation development of online celebrity marketing.

Key words: online celebrity marketing; apparel consumer; purchase intention; perceived value; regression analysis
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Tab.4 Results of factor analysis
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Tab.5 Regression analysis result of online celebrity marketing

to purchase intention
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Tab.6 Regression analysis result of online celebrity

marketing to perceived value
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Tab.7 Regression analysis result of perceived value to

purchase intention
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Tab.9 Influence coefficient of each measurement index of online

celebrity marketing and perceived value to purchase intention
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