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Content Marketing Strategy Analysis of Women$ E-Commerce
Based on Consumers” Interactive Behaviors
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Abstract:In order to promote the content e-commerce to enhance consumer stickiness, realize diversity development of
brands and promote the flow, this article discussed the content marketing and interactive activities of key opinion leaders”
personal brands from the perspective of consumers. The research was carried out by extracting the relevant elements through
in-depth interviews, and constructing the research model with relevant theory. The questionnaire survey was used to analyze
the consumers perception of the content marketing strategy and interaction mode, so that it can analyzed the consumers
willingness to purchase. The research shows that the five factors most concerned by consumers of womens content e-com-
merce are style design, quality, price, buyer evaluation and sales volume. Information content, entertainment content and
emotion content in content marketing have significant positive influence on consumers”purchase intention. The influence of
product involvement on consumers”purchasing decision is not significant.
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Fig.1 Model of the relationship between network inter-

action and purchase intention
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Tab.1 Result of concept classification
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Fig.3 Theoretical research model
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Tab.2 Reliability analysis of the formal questionnaire
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Tab.4 Analysis of Pearson correlation coefficient
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Tab.5 Multiple regression analysis of content marketing types and interactive behaviors
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Tab.6 Regression analysis of interactive behavior and purchase intention
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Tab.7 Multiple regression analysis of content marketing and interactive behavior on purchase intention
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Tab.8 Summary of hypothesis test results
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Fig.4 Correction of theoretical model
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