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Abstract

Against the backdrop of global climate change and consumption upgrading, the market size of down
jackets has been expanding. However, the frequent occurrence of irregularities such as false promo-
tions (e.g., false labeling of material content, underreporting of down quantity, and counterfeiting of
brands) has undermined consumers’ trust in the down jacket market. Existing studies have mostly fo-
cused on descriptive analyses of phenomena, lacking quantitative data to support the universality and
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harmfulness of such issues. Based on 578 valid questionnaires, this study employs the Structural Equa-
tion Model (SEM) to empirically examine the influencing factors of consumer trust. The results indicate
that past consumption experience, perceived product quality, and management systems are positively
correlated with consumer trust. To promote the development of the down jacket market, it is necessary
to improve product and service quality, strengthen brand supervision, attach importance to honest
sales, and ultimately restore consumer trust.
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Table 1. Dimension specific measurement scale
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Table 2. Statistics on respondents’ demographic characteristics and down jacket consumption behavior
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Table 3. Item and total score variables test
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Table 6. Goodness-of-fit test of the model
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Figure 1. Confirmatory factor analysis model
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Table 7. Convergent validity and composite reliability of trust scale
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Table 8. Test results for discriminant validity of the trust scale
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Figure 2. Structural equation model analysis of influencing factors of consumer trust
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Table 10. Hypothesis testing for path relationships of the SEM model on trust influencing factors
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