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Abstract

With the rise of short video marketing models, the impact of clothing related short video factors
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on consumer purchase intention is a forward-looking approach that can provide important refer-
ences for creating higher quality short video marketing content and attracting more users. How-
ever, there are issues with content homogenization and vertical push. This article is based on a
multiple linear regression model, and designs and distributes questionnaires around six aspects:
dressing experience, clothing professional knowledge, clothing product quality, clothing prices,
short video effects, and shopping experience. The reliability and validity of the collected valid data
are then tested. Finally, using these six dimensions as independent variables and shopping inten-
tion as the dependent variable, a multiple linear regression model is established to study the rela-
tionship between purchasing factors and influencing factors of clothing short videos. Finally, based
on the conclusion, the marketing strategy of clothing short videos is improved, providing refer-
ence for clothing bloggers and enterprises.
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Table 4. Model analysis of usage satisfaction and its influencing factors
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Table 5. Regression model analysis of usage satisfaction and its influencing factors
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Table 6. Regression analysis of clothing shopping experience and its influencing factors
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Figure 1. Regression normalized residual histogram
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