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Influence of Clothing Brand Information of WeChat Platform
on Consumers”Acceptance Intention

JTIA Hainan, CHEN Lihong”
(School of Textiles and Fashion,Shanghai University of Engineering Science ,Shanghai 201620, China)

Abstract ; In order to explore the transmission effect of clothing brand information on WeChat platform, this paper extracted
the dimensions of clothing brand information on WeChat platform through case analysis and grounded theory, including
visual information, publicity information, advertising information, store display information and interface information. This
paper constructed a theoretical model of the influence of WeChat platforms clothing brand information on consumers”accep-
tance intention, and empirically tested the model through questionnaire survey. The results show that WeChat platforms
clothing brand information has significant positive impacts on consumers “ information search satisfaction and acceptance
intention, and the interface information has the most significant impact. Consumers”information search satisfaction plays a
partial intermediary role between clothing brand information and purchase intention and sharing intention. Based on this,
this paper put forward specific suggestions for clothing brands to carry out information delivery and marketing on WeChat
platform.

Key words: WeChat platform, clothing brand information,information search satisfaction,grounded theory ,acceptance intention
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Tab.2 Case analysis results
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Fig.1 Theoretical model
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Tab.4 Descriptive statistical analysis of sample data

HAFE 2% Al oo /%
5 160 50.16
5]
8 159 49.84
<18 % 4 0.98
19 ~25 % 243 76.18
26 ~35 % 37 11.60
AR
36 ~45 % 23 7.21
46 ~55 % 10 3.13
=56 % 2 0.63
W KLU 15 4.70
=/ 20 6.27
=3 K& 19 5.96
ENE 192 60.19
o as 73 22.88
<1 000 7 211 66. 14
} ‘ 1 001 ~2 000 JC 75 23.51
JR2E 7= b H T 9% B
2 001 ~3 000 JC 19 5.96
=3 001 JC 14 4.39
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WAE M AN 75 23.51
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DU LR Bk F LR I T 24 7.52

HIZE 4 Al AR R B L 2o 1:1, BT f
ARSI BORE XA W B VAR R AR &, % 18 )
SSERI e AT INEN N R Z YN N Sl R LR
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FERISCAY 319 3 8] 45 v, A 239 o7 A % 2 3R
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Tab.5 Results of the letter validity test and factor analysis

ot 18 bR Cronbach’s a [KF 28 o HAEAHE (CR) BRI 22 (AVE)
. it B 0.958
bR fe B " 0.908 0.910 0.836
iR S 0.868
ol H AL 1B 0.812
L A& 0.750
HiLE A o 0.886 0.888 0.664
ocHE) 0.864
A AR 0.830
I3 0.927
P B S 0.867 0.871 0.772
H s 0.828
AR 0.807
L TR 0.854
I 4 e o 1 A, " o 0.895 0.898 0.687
B E R 0.861
fOF AJER 0.790
28N Tl 0.822
. S X 0.785
E RS o 0.895 0.906 0.708
i A 0.908
A 0.845
*x6 TEEMEXSTSFIZ R ERE
Tab.6 Correlation analysis and judgment validity test between variables
VPS5
4 B N = - 0 — AVE (1) J7
- Wil A HL 1A A JER IS B P
s fE B 1 0.914
XD 0. 604 1 0.815
f= 0.555 0.714 1 0.879
BREE 0.564 0.631 0.674 1 0.829
AT RS 0.627 0. 652 0.708 0.711 1 0. 841
*x7 HXMEDW
Tab.7 Correlation analysis
X AR IE R 5L .
4 B — E—— — N VIF W EE N
R IWEY i) S o I
rEFR 0.502 " 0.502"* 0.440* 1.708 0. 000 239
HIEE R 0.704"* 0.677"" 0.622** 3.942 0. 000 239
ITERBE R 0.591"" 0.588 0.496 1.835 0.000 239
JEE RN E B 0.717"" 0.713 0.655* 4.294 0.000 239
FmfE R 0.758"" 0.760 " 0.687 " 3.946 0.000 239

o FORBFEM/NF0.01,

4.3 GEHERIRIE

SCHYE Amos 23. 0 BT BIS R AL EA T LA
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435128 0.801 1 0.766 ,RESMA 4 0.079, CFI A1 TLI
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GGG BE AT nl L AR SRR R4

Bl 2 R 25 I R AL S0 A, 6 8 AN 2 Al
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0.21,0.33, H p {HI7E 0. 05 AKF I 2%, {3 B i
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WO HREF R FWEESWERE rER
B2 ] B A2 R B0 R 0.75,0. 61, H p (HI1E
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Hop sz A WE R R, % H  Hy RO o
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Tab.8 Path test after model modification

AR A PRt R A bR iL R R S.E. C.R. » B &

A R B 15 B 0.84 0.95 0.072 13.240 o haa
L o S 0.21 0.23 0. 100 2.331 0.020 ST
SR B AT R 0.33 0.37 0.116 3.162 0.002 [%va

2 48 T 2 S R 0.75 0.72 0.102 6.992 . BT
EEEIWEE SR 0.61 0.56 0.123 4.780 . ST

T s FoR BEME/NTF 0,001,

1< .
D, ——TS 079 08

0.11 [ 1 7l |
_E

HE:Ml "’M4 %%*ﬁ%%ﬂhﬁmi,yn ~ Y13 ,Y21 ~ Y23%%§§@Im ,€ "634%5—\‘5%%1&10
2 GFEMFRERERSH

Fig.2 Structural equation model analysis
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Tab.9 Results of intermediary effect test

i [ 4254 Boot LLCI Boot ULCI  BE{ 440 LLCI ULCI RN AR
FhE B SISEE R 0.475 0.352 0.621 0.360*** 0.237 0.482 0.835""" /RS A
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TE o FORBETE/NT 0,001, = F£oR B PE/NT 0,05,
H13% 9 AL, T 30 1 B S AR I AL O 0.835 "R i HE 56.9% o I, TH 98 (5 R
J ST S M S T S R R ) PP A RO S 3, b S R A IR i A BN T 9 T SR R Y
P REAE R 0. 475, HARBOVAE A 0. 360, BALNIfE  Smaid e ke 23 70 b A 7 (R He 1S ; ()
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