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Research on the influence of online store image on consumer’s willingness of online shopping
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Shanghai 200336, China; 2. Shanghai Chuyue Textile Co., Ltd., Shanghai 200050, China)
Abstract: Online clothing store is a place where consumers and clothing merchants conduct online transaction, and
its image is an important factor influencing consumer’ s willingness to purchase clothing online. Based on the S-O-R
model, a research model was built in this paper and relevant hypotheses were put forward in combination with the
online store image, trust and other relevant literature.

customer perceived risk, The model and hypothesis were

validated by questionnaire survey and data analysis. It was found that, commodity image, safety image and service
image directly influenced consumer’ s willingness of online shopping; customer perceived risk had negative direct
impacts on consumer’ s willingness of online shopping, and played an intermediary role between four dimensions
including webpage image and consumer’ s willingness of online shopping; customer trust has a positive direct impact
on the willingness of online shopping, and played an intermediary role between four dimensions including safety image
and the willingness of online shopping. According to the results, some proposals were proposed.

Key words: online store image; clothing; willingness of online shopping; perceived risk ; consumer trust
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Tab.2 Hypothesis of the impact of online clothing store image on consumer perceived risk, trust and willingness of online shopping
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Tab.4 Hypothesis of the relationship between consumer trust
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Tab.5 Relationship between the potential and observed variables
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Tab.6 The fit index of structure model
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Fig.2 Modified model
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Tab.7 Fit index of modified model
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Tab.8 Influence path coefficient of modified model
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