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Abstract

This study aims to understand the impact of fashion design on consumers' purchase intention
on the online customization platform, so as to improve the purchase rate of consumers on the
online customization platform. Based on the pre-research of online fashion design and 12
online customization websites, six fashion design elements of online customization platform
were summarized, including style unigueness, pattern personalization, color diversity, fabric
richness, size suitability and virtual fitting reliability. 260 questionnaires were analyzed by
spss24.0. The results show that the style uniqueness, pattern personalization, color diversity, size
suitability and virtual fitting reliability of online customized clothing have a positive impact on
the purchase intention of Chinese consumers, while the richness of fabric has no positive
impact. The results of this study can provide a reference for the developers of clothing online
customization platform to develop marketing strategies, and provide data and feasible
theoretical basis for promoting consumers' purchase through improving fashion design.
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