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Abstracts* 

How to meet the growing demands of new consumers the influential relationship 

between the visual marketing journey of apparel brands and consumers was discussed under 

the circumstances of multimedia convergence. and visual marketing and related theories on 

brand image perception and perceived value. was taken into account the relational model of 

the influence of the 6 Paths of Visual Marketing on Purchase Intent is was established. The 

method of interview by interviewing the sample, questionnaire inquiry, and structural equation 

modeling were used. Finally, the examination and empirically analyzation of the research 

hypothesis were taken.  

The results showed that the most influential factors for customer loyalty and 

satisfaction are co-branding and fashion show activities in the visual marketing path of 

clothing, followed by offline stores and short videos. The consumers’ purchasing intentions 

are influenced by the scene, window, dressing room environment, brand identity image, 

corporate image, network image of the offline physical stores and social platform. Moreover, 

the effect of consumer satisfaction on purchase intention is higher than that of consumer 

loyalty. 
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Introduction   
The clothing industry integrates fashion, culture, manufacturing and other industries. 

While clothing products bring people a beautiful image, they also affect their attitudes and 

values in life. The garment industry or garment industry summarizes the types of trade and 

ready-to-manufacturer industries and value chains of garments and garments beginning with 

the textile industry. (Manufacturers of cotton, wool, wool and synthetic fibers) embroider 

through the fashion industry for apparel retailers based on trade in second-hand clothing and 

textile recycling. The manufacturing sector is built on the wealth of certain clothing 

technologies such as looms at cotton spinning mills and conventional sewing machines. But 

before this practice textile manufacturing.    

Liu Lixian (2018 : 43-45) researched proves that high-quality visual experience and 

well-planned visual marketing can enhance the effect of clothing product information 

dissemination.     Research showed that retail physical stores are still an important way to shop 

in terms of creating consumer visual experience and scene immersion.   

 
*   Received: June 7, 2021; Revised: June 16, 2021; Accepted: June 17, 2021 

 



300 Journal of Roi Kaensarn Academi 

Vol. 6  No.10 October  2021 

    
 

Shao Dan et al. (2019: 32) pointed out in the study of environmental stimulation of 

consumer attitudes that the display and decoration of physical stores, POP promotion and other 

methods are more helpful than website pictures to enhance consumer immersion. 

 
Research Objectives 

1. To study Influence of clothing visual marketing path on consumers' purchasing 

intention 

     2. To determine the effects of Influence of clothing visual marketing path on 

consumers' purchasing intention 

 
Conceptual Framework  

This article takes the visual marketing path of clothing as an independent variable, 

consumers' purchase intention as the dependent variable, and consumer loyalty and satisfaction 

as the intermediary variables. Explore the relationship between the visual marketing path on 

the perceived value and the consumer's purchase intention, analyze the mediating role of 

consumer loyalty and satisfaction between the visual marketing path and the consumer's 

purchase intention. The structural model is shown in Figure 1.(En Ethiopie, les petites mains 

de H&M ou Calvin Klein gagnent 23 euros par mois , Le Monde) 

 

 
 

 

 

https://translate.google.com/website?sl=auto&tl=th&u=https://www.lemonde.fr/afrique/article/2019/05/08/en-ethiopie-les-petites-mains-de-h-m-ou-calvin-klein-gagnent-23-euros-par-mois_5459655_3212.html
https://translate.google.com/website?sl=auto&tl=th&u=https://www.lemonde.fr/afrique/article/2019/05/08/en-ethiopie-les-petites-mains-de-h-m-ou-calvin-klein-gagnent-23-euros-par-mois_5459655_3212.html
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Research Methodology 

Research Design  

Based on advanced research and combined with variables to form a scale, the variable 

measurement is divided into 3 parts:  

1) The visual marketing path sets up 32 measurement items;  

2) Consumer perceived value uses consumer loyalty and satisfaction as the 

measurement variables, set up 6 Three measurement items;  

3) Consumers purchase intentions to set up three measurement items. The 

corresponding relationship between measured variables and observed variables is shown in 

Table 1. 

                                                                 

Table 1 Correspondence between measured variables and observed variables 
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Population and Sample size         

 This research focuses on the investigation of 4 brands with certain brand value and 

brand recognition, and 6 research paths of visual marketing. According to the data provided in 

the "Annual China Retail Industry Development Report" by the Ministry of Commerce, the 

sample size is computed using Yamane formula and the size is 400 samples.  

Data Analysis Procedures  

After 14 expert interviews and case studies, 4 cases with certain brand value and brand 

recognition and 6 research paths of visual marketing were selected. This research questionnaire 

design adopts the artificial distribution and network the two ways of the release and used the 

Likert 5-level scale to score. 

 

Discussion 
Personal Profile of the Respondents 

The questionnaire design of this research adopts two methods of manual distribution 

and online publication, and uses demographic parameters as a reference to describe the 

characteristics of commercial users, including gender, age, education level, etc., as shown in 

Table 2. 

Table 2 Basic information of survey respondents 
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Testing of Validity and Reliability  

Through the test of its reliability, the results of factor analysis and reliability test of each 

scale are shown in Table 3. The reliability of each scale is acceptable and the reliability is high. 

Table 3 Factor analysis and reliability test results of each scale 

 

 

After factor analysis and reliability testing, confirmatory factor analysis is used to verify 

that the data fits well with the structural model, and the measurement structure of factors is 

tested through convergence validity and discriminant validity. The convergence validity of 

each potential factor is good. 

The discriminant validity of each potential factor and other factors is tested, and the 

results show that the square root of AVE (diagonal black number) of each factor is higher than 

the correlation between this factor and other factors, which can prove that each potential factor 

has better. The discriminant validity. Through the test of aggregate validity and discriminant 

validity, the structural validity and reliability of each potential factor have been proved, the 

validity and reliability of each factor are good, and the conclusion can be proved. Correlation 

analysis and judgment validity test among various factors are shown in Table 4. 
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Table 4 Correlation analysis and judgment validity test among various factors 

 

 
 

Note: The diagonal blackbody number is the square root of the factor AVE,* P＜0. 001, ** P

＜0.01,* P＜0. 05。 

According to the initial model substituting the data for fitting, the goodness of fit of the 

structural equation model is tested. The results show that the model has a good goodness of fit 

as a whole, and only the AGFI value (0. 895) is included in the fitting index value. It is lower 

than 0.9, but in order to obtain a more scientific and accurate model, the model is revised. The 

fitting index of the modified model is shown in Table 5, and the fitting diagram of the modified 

structural equation model is shown in Figure 2. 

 

 



Journal of Roi Kaensarn Academi 

ปีที่ 6 ฉบับที่ 10 ประจำเดือนตุลาคม 2564 
305 

 

 

 
 

Analysis of the effect of visual marketing path on perceived value 

We can see the validity of the hypothesis. The comprehensive explanation degree of 

the 5 significant visual marketing paths for consumer loyalty is 67.7%, which has a strong 

explanation ability. The research data on the influence of various factors on consumer loyalty 

is shown in Table 6. Brand co-branding has the greatest promotion effect on consumer loyalty, 

followed by offline physical stores, short videos, brand fashion shows and social platforms, 

and e-commerce platforms. No significant effect on loyalty. 
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The comprehensive explanation level of the five significant visual marketing paths for 

consumer satisfaction is 84.9%, and the explanation ability is strong. The research data on the 

impact of various factors on consumer satisfaction is shown in Table 7. Brand fashion shows 

have the greatest positive impact on consumer satisfaction, followed by brand co-branding, 

offline physical stores, e-commerce platforms, short videos, and social media. The influence 

of the platform on consumer satisfaction is not significant. 
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Analysis of results that directly affect purchase intention 

The effect of consumer satisfaction on purchase intention is higher than that of 

consumer loyalty. The model can explain 76.8% of consumer purchase intention in total, and 

the interpretation ability is strong. The results of the influence of various factors on purchase 

intention are shown in Table 8. 
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Analysis of the Mediating Effect of Loyalty and Satisfaction 

Research data shows that brand co-branding has the greatest intermediary effect on 

purchase intentions through consumer loyalty. E-commerce platforms do not use loyalty to 

produce an intermediary effect on consumers purchase intentions In summary, there are 

significant differences in the mediating variables of consumer loyalty and satisfaction in the 

visual marketing path of apparel brands that affect purchase intention. As shown in Table 9, 

the mediating effects of different influence paths are different. 
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Conclusions and recommendations       

 This article extracts the visual marketing paths of clothing brands as offline physical 

stores, brand fashion shows, e-commerce platforms, social platforms, brand co-branding, and 

short videos, and studies the relationship between them and consumers' purchase intentions. 

The conclusions are as follows: 

1) Co-branding of apparel brands and fashion show activities are the visual marketing 

paths that have the greatest impact on consumer loyalty and satisfaction, followed by offline 

physical stores and short video activities, which have significant influence on purchase 

intentions in brand influence and product information dissemination Influence effect. Visual 

marketing in e-commerce platforms has a significant effect on consumer satisfaction, but has 

no significant effect on loyalty; visual marketing in social platforms has a significant effect on 

consumer loyalty, but has no significant effect on consumer satisfaction.  

2) Offline brick-and-mortar stores and social platforms in the visual marketing path of 

clothing brands have the most direct influence on consumers' purchase intention; consumer 

loyalty and satisfaction word-of-mouth evaluation directly influence purchase intention, and 

consumer satisfaction has a higher impact on purchase intention loyalty.  

3) Perceived value as an intermediary variable affects the relationship between the 

visual marketing path of a clothing brand and consumers' purchase intention. The stronger the 

consumer loyalty and satisfaction in the visual marketing path, the more positive the purchase 

intention behavior. The visual marketing path allows consumers to achieve brand recognition 

and satisfaction evaluation, and realize a diversified profit model to promote the sustainable 

development of consumer companies. 
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