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The Impacts of Online WOM Information on Consumer’s Apparel
Purchase Intention: an Empirical Study of

College Students in Hangzhou
XU Jiao-jiao, WU Qiao-ying
(School of Fashion, Zhejiang Sci-Tech University, Hangzhou 310018, China)

Abstract: Based on relative studies of home and abroad, the study of impacts of online WOM informa-

tion on consumer’s apparel purchase intention is conducted. The data of the quantitative analysis is collect-

ed through a survey of college students. The result indicates: the online WOM information has great posi-

tive influence on consumer’s purchase intention. The online WOM information’s quantity, direction and in-

terest can impact consumer to receive information, thus influencing consumer purchase decision.

Key words: online WOM information; quantity; direction; interest; apparel sale
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