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Abstract

Objective: This paper aims to explore the influence of Mental imagery on clothing consumers'
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behavioral intentions and the mediating effect of positive anticipatory emotions and decision-mak-
ing confidence. Methods: A total of 555 clothing consumers aged 16 to 35 were surveyed using the
Mental Representation Scale, the Decision Confidence Scale, the Expected Emotion Scale, and the
Behavioral Intention Scale. Results: (1) There was a significant positive correlation between mental
imagery and positive anticipatory emotion, decision-making confidence and behavioral intention
(r =0.67~0.84, p < 0.001). (2) The direct effect of mental imagery on behavioral intention was sig-
nificant (§ = 0.081, p < 0.01); (3) Mental imagery can affect behavioral intentions through the indi-
vidual and chain mediation of positive expectation emotions and decision-making confidence. Con-
clusion: Mental imagery can positively predict consumer behavior intention, and positive anticipa-
tory emotion and decision-making confidence play a chain mediating role between mental imagery
and consumer behavior intention.
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Table 1. Descriptive statistics and correlation analysis between variables

* 1. BLBZ MRS RAEX D0

A HE M+SD 1 2 3 4
DIERG 525+1.15 1
TG % 538 +1.03 0.71%#* 1
WFAF L 539+ 1.01 0.69%#* 0.84%%* 1
ITHEE 4.05+0.75 0.67%#* 0.83%#* 0.84 %% 1

VE: N=506, **p<0.05, *p<0.01, ***p<0.001, FIi.
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i processd.1 F2 /5 BEAT8E R AP A RB 54T, Bootstrap #E1T 5000 YR E & e, 5 95% EH A5 X H .
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HT RS TR 26 5 TSR A5 O R B AE P R IEFRAER

By o b s, FRS TR ER, OERZEEMNEEB=0.081,p<0.01). fE&HE
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Table 2. Mediation effect test
= 2. PN

Boot Boot CI Boot CI

— R LR T AR AL
B 0.081 0.028 0.026 0.136 13.78
AT 1 0.241 0.039 0.165 0.315 41.03
1% 2 0.069 0.018 0.038 0.109 11.73
H4% 3 0.196 0.030 0.141 0.261 33.33
BSYISTE: 34 g 0.507 0.051 0.399 0.604 86.22
PER 0.588 0.287 0.531 0.644
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Figure 1. Chain intermediary model diagram
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TR BRI EIELW[6]-[8]. L5 EXTHFFU4E Rk AT MR . I 2 i A i SR AR U™ i B AR EN R, A
B i % T SR UE AR B W, AT 4 o B B A AT e AL
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AR B 9 2 0 0 T 9 R SR, AR TS 7 ik ¥ 2 I SR B B e R AT D i KT 24 28]

R 2 A AL B0 S I BE AR 1 2 T R AR T 19 2 R SRA /0 IX S BR AR M AT R o ARl DU
Fo, AHLEFNFIER RXAT NI R RHAERH C A3 7 R0 KAE2] [16] [22], TH 95 £ R FE
Hh A ) 1 O BER R AE 2y, e R REAE SR AR e A 2 (B A 7 5 A I AR B R B O 1
L5 (NP SR & B s R Kt . IR, AT B SR SERSFEEA(E O, Faiie 7 H Il
Wi hERE.

ZREFTA, WU SR BRI ISR B B 5k, PUAVEE#IEZ 5| S BEER
72 b PR 5 T A7 i AP SR g 48 ) A M O BER R 2807 3K [35], Fir U MCE B N B mT i “ 2
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