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Abstract

With the increasing number of social network users, the emergence of social media based on
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social network is regarded as the technological progress of the Internet. It is the main carrier
for consumers to generate content and share information, and it is an online platform for
word-of-mouth information to be spread quickly. The communication mode of word-of-mouth
marketing relying on social media platform has received the common attention of academia and
industry. This paper, through in-depth interviews and questionnaire survey on users, data collec-
tion and analysis, explores the factors that affect social media word-of-mouth marketing, estab-
lishes a model, puts forward research hypotheses and verifies the hypotheses one by one, explores
the influence of various factors of social media word-of-mouth marketing on consumers’ purchase
intention, and finally draws the research conclusion. Finally, according to the research conclu-
sions, this paper puts forward improvement suggestions and marketing strategies for related en-
terprises.
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Figure 1. Curve: research roadmap
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Figure 2. Relationship model of social media word of mouth marketing on
consumers’ purchase intention
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Table 1. Measurement index of consumers’ purchase intention
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Table 2. Table 1 sample view of word of mouth information
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R, B R, JE R RAS 30 R A S B S Z R B R, G SRR A L B 1 i)
RRRRAR T, WAL . AR FE R T WA SR R 75 & BN & 3L, 0% 2 W A FH IR 2 BT X P 0
IITTBEATIEL, s ildEid KMO E, SR, 77 Z MR, 73l R EBUE St Ar g T 285 0T

DOI: 10.12677/mm.2021.111009 69 AR


https://doi.org/10.12677/mm.2021.111009

L
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FeRAE M T U HE B BUKT, PR3y 2R 801 T R 4 AU Ok & . AEREAT R i, AL
BEHR) T 5o dris, RIS VIR LA R IAE R 28, R R R B — BT, Bl
HLAS PR BB BRI R B 05 B Je FHRXAH T ST R, BRATTRT A5 (S M 3 B2 i 3 9% 8 T S i 9%
Ui e FE ) R R ks, LR BTN 71 (8]

Table 3. Reliability Analysis of each scale
3 BEREESH

AR BE KAIEWUS M SSI(CITC) W MR Alpha £%0  Cronbach’s Alpha Z%
PR & 1 0.041 0.878
PR B S 1: 2 0.678 0.782
ALl v 4 0.776 0.774
TETH F A 2 0.744 0.775
7T R 1 0.437 0.818 o8
KRS 2 0.671 0.784
) K 7 IR 3 0.695 0.781
e = 1 0.620 0.788

ARG D EE B RS Bl IETH DG BB SRR R E LR SR
BERINAEZ T, 4 4 FoR I K g S5 R R BUZ o i R

Table 4. Validity Analysis of Purchase Intention and Recommendation Intention

* 4. MEIBRBSHEBROMNESN

IR 3 i 2R 5 L[ B
S R B S R
A=Y WHER
W) S 7 ik B R 5
B2 WAL Bt E BRI 05 0877 0.238 0.826
MALAZ A E IR S EUR S (5 B T
R 0.691 0.502 0.73
FEASH A IR B 4 15 B
A B R B 0.733 0.521 0.809
T4 B RIS VR B O AN DS B R
TERASHRPE |, 7 R B G 0.198 0937 0917
FEAERRAAE (e % 1) 341 0.678 -
T7 ZE SRR Y (FEFETT) 0.68209 0.13558 -
R ZE IR Y% (Fe% ) 0.68209 0.81766 -
FHIEARE (e J5) 2.612 1.476
7 Z AR Y% (e )5) 0.52237 0.29529
BT R % (Efs )5) 0.52237 0.81766
KMO 14 0.826
CRFER A 577.609
df 10
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ARSI 6 AN, SRR T AR 1 D1 8T K T AR Ik 0.500, DAIEER 1 234 (9 73 # 4
RSP BBE—2, #E—B IR T A & R % T R AR AR R SRR .

5.3. XS

FHZR I M7 A FH SRAS B U AR B 2 [A) AR B R AR FE (Y — A GE it Ik o QSRR SR A i) 2R 50 246 0o e
1, WERIIRRAKT#GE, Roisg. —Bokid, RERBMEEAE 0.3 UL EHIAR|—E BEKT,
HOANAS R B HA MR WRABOVIE, AREHAAEIEMR; WRABO, A5 W A7 7
FKo WUERFRHON 0, VMIPNASR 2 [AIBA LM RK R . A Pearson % RE T AT TR
HRIEL .

Horp, 3% 5 FRox DS BT VI 2 3 0 AT S B RE MR o ) S B AT Ll 2 ] (R A SR R B
0.706, JfH DL 0.01 K92k, DR 5 W I SR e AT M M 2 TR 25 2 28 (M IE AR G &R AR
JEFIL L 2 T R AH G R EUE Y 0.548, JFH EILH 0.01 /KPR, Ut W SRR Lkt
[ % 3 IR R R

Table 5. The impact of word of mouth information professionalism on consumers’ purchase behavior

5. OERTAMIHEEEWIIT AR

kit e K IR MR
AR R BUE 0.706 0.548
AHE(0~1) TEFHR NYi:PS
P & **p < 0.01 **p < 0.01
*p < 0.05 **p < 0.01( & F1%) 0.01 7K1 2. 35 4 0.01 7K1 2. 35 4
5.4. BlIVA5r#T

ASCUAFHR AT NETHE, XA BEAR VRSV 247 B R R 1 26 R EAT B 400, [mA 50 Hr T
WL X (B RmBUEZR)N Y (ER)MMCR, REARWIKR, LM77 [ S 5 S Bl .

Hodr, & 6 AR RYE BORATE 5 A B¢ R R 9 W SEAT OIS . OO0 RIRAE
TENBA R, MR B E R E AT S B4, B8 RSP {E 0.349, MW KRR
FERR I S R 34.9% AR LR A . SR EAT FASIGE R B ALE T F AL (F = 105.916, P < 0.05), thE[
Vi IH G R L — 58 20 W SRR = AR R G R, DAL A O : T SE R = 1.487 + 0.591 * K RIBSE .
A BAR M A e RIREE AR ZBUE N 0.591, P 4 0.000, /T 0.01, BRI RIBEE L
SRR RFE W IR ST E: O% FR A 88 2 0 I S R SR AR 3 (1 I [ 2 DK

Table 6. The influence of the relationship strength between word-of-mouth publishers and visitors on consumers’ purchase
behavior

F 6. OMERLHESNEE - ENXRBEINHEEWLIT NN

IR s RERCRE t P VIF R? s R F
B Beta
HH 1.487 0.22 ; 6.711 0.000%* - 0.349 0345  105.916%*
SRUE 0591 0.057 0.59 10292 0.000% 1

RAZE: WEEIE *p <0.05**p <0.01
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AL I B R AL e ) ARl WML OB 7 i RS S T AL
B LI, AHIEFOR R F SR 3R 7 22 20 M 75 V26 B R AR A A B LK) 22 SR dE AT T

Hop, R 7 FORTERE R FERAE SN R L ZRD ISR AT 20 Hr Lo T T 1 sett,
Tl tk, IR O ME SRR, U OE R, SRR, WSKEE, MRSt 7 W ERE, N
R TATLVE M AEERFEAR T RS, Tk, IEE DG RGO DeYE REcE, WKEE,
HE BTt 6 BIASRINE BEVEP > 0.05), MRE N FFRFEAN T RHEE, £k, T OfER
B, o EEHE, WKERE, EESESNYRIE B, IREAERE. HAMEREEART
TRAMES LRI BEVEP <0.05), EWREAFEERFEAN TR RBEAEZ R

Table 7. Single factor difference analysis results of consumers’ age in each variable
F7OHBEENFRESNEELNBRRHFENTER
FRCFHME + brdE=)
18 HLAF 19-25 % 26~35 % 35-50 ¥ 51 YLk

(N=28) (N = 143) (N=22) (N=5) (N=2) F P

B 355+0.89  354+082  330x077 390£089  2.00+1.41 2.37 0.05
Ll 3.53+0.85 3.65+0.72 357+0.58 3.90+0.76 2.13+1.59 241 0.05

BT HMEE4E  352+0.87 3.67+0.78 3.73+0.63 3.50 +1.00 2.25+1.77 1.87 0.12
i OfEEEHE 3.25+1.00 3.19+1.10 3.36 + 1.05 3.00+1.22 2.00+1.41 0.8 0.53
S RIRSY 345+085  381+075 380+078  3.60+082  225+1.77 3.17 0.02*
Ty 3 78 S 346+080  3.75+0.78  377+065  353%112  250%212 2.03 0.09
Eii == 3.46+1.07 3.52+1.09 332+1.17 3.60 £ 0.55 2.00 £1.41 1.11 0.35

*p <0.05 **p <0.01

FARTHra] 0 SRR T 50 R0 2B 0.05 /K835 1E(F = 3.17, P = 0.02), Ak 4 3 TR sURoR -
SEEATR AFEAER AR T RS, Tbrt, Em A E S ECE, il DaE REcE, R, HE
HERI 6 AR BEMER, HIMERFEAN T RABEI 1 2N BE M ER.

AU IR RIS TT 22 T AT A

3.81
3.45 3.8

25

188 LAF 19-25% 26-35% 35-50% 51 LAk

Figure 3. Significant effect of age on relationship strength
E 3. FRIIXRBENBEMEZ
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Table 8. Results of hypothesis verification
8. AXMRBZIIELER

U] WHTAR % o 45 R
Hia R B KO AN R0 3 Y 2 A0 S IS AR AE B T AL
H1b R B PR AN D 28 10 L BB R 2 7 AL
Hilc R A (R HRY AN R0V 2 2 R0 S R ISR AE B 3 1 2 ANRRAL
H2 HEBZ - B AN X Bl 1 0 S R SRR AE S 2 22 S AL
H3 HEAE SRR VR JELF) TSI X D K R B A7 A S 355 M I 1 S BT
H4 HEAE B VR S F Ml o e I o PR A S 355 M I 1 S AT,
H5 FEAZ b TR SR B0 X e SE R B A R ) AT
H5a HEAZF 6 IETH F AR S AR B0 o e S 3 B A S 3 P I o) ) AL
H5b HEAZF 6 BT AR JE PR X M S 3 B A S 3 P 7 e ) BRAL
H6 FIRRAS S R AT 5 0 8 O 2R 0 T g Wy S 758 JREA S 38 L 1 5 FRAT
AL L 7 | IS SRR AT

WBHETTH

T Bl MK RT

T H TR B

ST PR B

B B A 47 1
PP

[ rnmies L

HETA AN

Figure 4. Empirical model
4. EIEfFHIHREY

6. LS5
6.1. FRLGIR

Mo LB AR A T AR, R BRI AR — Tk, DR T4 e A A
) RE A B AR IR RCR, AR O B B TR, 1325 AL S H L i
Ahe SR DAL AR D B O WETERL A, 6 B ) 10 MEGE —I80E, Horh 6 MRS 2158 4210

SCRFANSSAE, 4 MERAROL, RIGEARI AR, T FE REAT IR, JF5 Ak B in
AT (5 Bl A S A AR SR BB 0 AT 10 9 4 ) S B I
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BUNT 5, BUREANEELE LR, By, B 2B, 15 RS B S 5
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[F S A R AL GRS, THRE RS THBICT = i D RE S, X 2 0 S s s i)
FRFERE R . 4 VRS 2 AR R AT 3 K P R AT 4077 it B — 8 s P 2 30 BOAH DG BB R, RIS ORAIE P & A 1)
WA AT S, N R BRI, DG BRI, Mk, XhH 238 W S 2 R 1 B2 M ik
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6.2. FFEEIE
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ALPEARS T R E A I R UHME T AE o (E 3 Al A R B IO IR e, IR R AFAE R — € 1
B, AR S R A LAY T SR AN, T2 I B AR, A9 AEASTH
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