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Abstract: In order to promote the marketing development of clothing brands in the field of live broadcast, the technology
acceptance model was selected as the theoretical basis, and the factors influencing consumers” attitude towards live broad-
casting were extracted through relevant literature. Based on questionnaire survey data, several analysis namely descriptive
analysis, correlation analysis and regression analysis were used to explore consumers”behavioral preferences and attitudes
towards watching live broadcast. The research shows that perceived entertainment, perceived interactivity and perceived
preference express significant positive effects on consumers “ using attitudes, thus the corresponding suggestions are put
forward accordingly.
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Fig. 1  Influence factors of clothing live broadcast 3 FR43 (21 ~26 Tl ) J& T[] 6 4 1) Fe a5 5 U
marketing on consumers”attitude toward using W WFEL~F2,

®1 HBRFEBTAREFRRESSERD

Tab.1 Questionnaire onconsumers”behavioral preference and brand engagement in live broadcasting
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Tab.2 Measurements corresponding to the hypothesis model

=X
#H_l‘

S

AT

Py FIA M3 ELHE W o — o B M e =X AR s, AR 22
SRR Py, FRIA N B ELHR W 2 AR A RO T B R T X
Pi TR Ay 3 AR % ) B R it [ B R T 37, 0 R 25 FR ok TARZPUR
Py TN E R B PR 2 (R AR S MUk T RS 53
o — Py FIN N e ELAE P AV 2 B AT 55 .80, 18 AT 55 e S22 il i B eXARAT 1 5 1 0 B P il ke
Py FIN i i ELRR I AN 220 B3l A 0] RELS S B A, A7 VA i SRR
Py Ayt ERES E R H. ), AT AR Ax i 1 e A I A el
Py Fe il R AR [ CISK AR A PRSI TR] , HERE A2 ] 2= TRl BRG] , i )
A I P FRAA gt Ao AR RS SN A T A 1R IR kR JBURR AR LA
P FI N BB ST B DI REREAE Lk T4/ S St 125 R G T IR 7 it (14 5 I7)
P TN N B AEAR AR Ty SR ke B A BT o O R AN BOR  BRAE DT, B ) 2
TS T FRIN e BRI (R ™ DI REAR T , AN 2Bl o i W B0 106 3l ™ i 15 2,
P FIA NI ELAR A R A & T R AT R OB AR 1
Py, TN TG I B, B A E AL %, BEE R 2 /94
Jr—— Py, T - T A O BRI S, BE S B AR A 20612 ol , B & LT el dfrdn s s R
Py TR ST ELARR I SO ATHEREAH S TE T T2 ) , PR T ARSI A
Py TN IATGHERA PR E A ARSI
Py T SR O T A R I S5 14 IR T o B e T RE 2 S LA v SRR ) A 2
SRR Pp, T 2o AE O T P I S 4 IR T i B S A N B DR B (0 - AN R B ANPFIR R4 )
Prs T 2RO BB AR, ST A 238 W SR SRS B0 2 npshing 2%
An FRIA 3 1o ELRE W K e i
& Ap FRIN N IR ELRR B B AR A IRK )
A

3

B I A 59T — [FUA IR Bk




%6

ITRETEIE SN & WK B RN SR AR - 543 -

3.2 EBEHSEK

S A0 A 9 2016 4F ot [ A 1 4T h
TR UFTIFHR ) , e R I P AF4 19 ~ 30 215
HL2 56% , FI /AT A7 RVBTF 7% 4o P B T A
S TSP B WS T L TRl
BRI AR e A RESE ATV, LV o £
PEFEZ . JATHERI 231 3103 , I % 44
B3 AR 187 G, W64 2R Jg 88.6% .

4 HBRESFITSH

PADFREAS 2R 2 g AR 2 38, 187 ASFEAS
ANEOLINF 3, BB Pk b 74.33% B
[ 25.67% ;4E#% 20 ~30 % 5 1 90% , Hrfr 21 ~ 25
2 R, m ik 76. 47% 5 F a] SR AR A
1 000 ~5 000 G ; Wk 25k 244, 2201 90% L) 1R
EN Y Y

3 BAERER

Tab.3 Basic information of samples
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Tab. 5  Regression results of perceived ease of use to

perceived usefulness
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Tab.6 Multiple regression results of clothing live broad-
cast marketing measurement index to attitude

towards using
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