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Abstract

In order to explore the relationship between clothing social e-commerce network word-of-mouth,
perceived risk, perceived value and consumers’ purchase intention, and provide practical sugges-
tions for social e-commerce platform clothing merchants’ word-of-mouth marketing, based on the
existing literature, five dimensions of online word-of-mouth of clothing social e-commerce are
determined, and a research model between online word-of-mouth, perceived risk, perceived value
and consumers’ purchase intention is constructed. According to the survey data, multiple regres-
sion analysis is used to empirically test the relationship between the four. It is concluded that the
source of word-of-mouth, the quality of word-of-mouth, the valence of word-of-mouth, the timeli-
ness of word-of-mouth and the number of word-of-mouth have a significant positive impact on
consumer purchase intention; perceived risk plays a partial mediating role between the number of
word-of-mouth and consumers’ purchase intention, and the rest are full mediating roles. Perceived
value plays a complete mediating role between online word-of-mouth and consumers’ purchase in-
tention. According to the research results, it provides relevant countermeasures and suggestions for
social e-commerce platform clothing enterprises to carry out word-of-mouth marketing.
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Figure 1. Explores the logical model
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Table 1. Questionnaire measurement items
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Table 2. Sample description statistics
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Elesy VN 31 5.8%
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15,000 JG LA I 17 3.2%
=0 179 33.6%
o] HR 186 34.9%
kAL TAEN R 81 15.2%

i |4
L TAEA R 60 11.3%
H R 19 3.6%
HoAth 7 1.4%

3.4. REMBUEHRE

3.4.1. (EERE

TERBIARCRBIEARE 5, R SPSS25.0 HEATHIE /4. 1 26X S 8E a7 (5 FER 30, A Ia 45 31
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Table 3. Reliability analysis of clothing social e-commerce network word-of-mouth

3. BRERAL TR ML ORISR ST

MEFE bR L CITC MBS 351 5 B o 18 afd
X11 0.765 0.788
X12 0.679 0.826

X1 0.855
X13 0.656 0.837
X14 0.708 0.811
X21 0.843 0.892
X22 0.855 0.887

X2 0.922
X23 0.800 0.906
X24 0.784 0.911
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X31 0.740 0.870
X32 0.823 0.836
X3 X33 0.773 0.856 0.892
X34 0.718 0.878
X35 0.697 0.783
X41 0.787 0.804
X42 0.793 0.795
X4 X43 0.707 0.873 0.876
X44 0.829 0.838
X45 0.824 0.812
X51 0.789 0.856
X52 0.789 0.855
X5 X53 0.804 0.842 0.895
X54 0.887 0.831
X55 0.868 0.921
Z11 0.813 0.947
Z12 0.881 0.935
Z1 Z13 0.874 0.936 0.950
Z14 0.887 0.934
Z15 0.871 0.938
721 0.844 0.933
722 0.873 0.934
Z2 723 0.849 0.933 0.938
724 0.849 0.934
725 0.653 0.781
Y1 0.926 0.926
Y Y2 0.916 0.916 0.943
Y3 0.912 0.912
PRk / >0.5 >0.7 >0.7
34.2. WERE

BEAT R T M, SExt & fabRit AT 7 KMO MR AR RS . |35 4 FIE W, FrA W TEAR 1 KMO
E¥IRT 0.7, B FwARCIERSS, EAFMREERIE B K 5 35 MEDy 0.000, 35 28 5 AL AH SRHE B (14 B B
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Table 4. KMO and Bartlett tests
= 4. KMO FnE4FFI45818

W FedR bR I R KMO 1 ERARTT H1E wEE
X1 X11. X12, X13. X14 0.779 714.090 6 0.000
X2 X21. X22., X23. X24 0.841 1180.549 6 0.000
X3 X31. X32. X33. X34. X35 0.827 913.764 6 0.000
X4 X41. X42. X43. X44. X45 0.727 622.197 3 0.000
X5 X51. X52. X53. X54. X55 0.751 689.599 3 0.000
Z1 Z11. Z12. 7Z13. Z14. Z15 0.890 1180.549 10 0.000
72 721\ Z22. 723. Z24. 725 0.843 1374.085 0.000
Y Y1. Y2. Y3 0.862 1505.151 6 0.000
PR / >0.7 / / <0.05

4. SEFIRGE RS

4.1. FR¥4t3ZR M OBXESREWIREHEES

Table 5. Regression analysis of online word-of-mouth of clothing social e-commerce on consumers’ purchase intention

5. BRERAL AR M O HEE W B EREE 0

b ﬂ%ffm‘/ﬁﬂc:%i& PRAELL 2R H . [T . F E%‘E F
Beta PRk Rz Beta A

X1 0.186 0.029 0.186 6.391 0.000

X2 0.417 0.029 0.417 14.349 0.000

X3 0.380 0.029 0.380 13.082 0.000 0.628 123.740 0.000

X4 0.437 0.029 0.437 15.028 0.000

X5 0.285 0.029 0.285 9.786 0.000

H 5 A IEE J T &0, F{EN 123.740, F AR{LE P {H N 0.000, FHI[EIH77FE B A SR AR 2 (7]
MR B, FAGRRNBLA IR RO EIE 0.628, 1t W AR 2E #50 Hh ps 00 4 RS T AR AR 2
) S 7 L) 62.8%, [ AR i) (R AR B (AR FE I A . HL P48 0.000, /NT0.01, BB HANEHA R
BE MR iR LS, BIE0X Hla, Hlby Hlc. H1d. Hle {07,

4.2. BAIRE DL

Table 6. Test results of mediating effect of perceived risk

6. BARKPEHI RN LER

RbrHELL 2R 2L

PRAELL 2R 5L

AR & WEM R? F
B PR Beta
X1 —-0.020 0.055 —0.016 0.360 0.000
X2 -0.315 0.061 —0.270 50.165 0.000
0.607 116.543

X3 —0.298 0.061 —0.237 40.871 0.000

X5 —0.389 0.075 —0.323 50.156 0.000
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Table 7. Test results of the mediating effect of consumer trust

% 7. BANEN PN RSB LER

. AR R FrAEfL R 2L . 5
A PR BEN R F
B PR 2 Beta

X1 0.248 0.031 0.248 80.103 0.000

X2 0.256 0.029 0.256 80.736 0.000

X3 0.219 0.029 0.219 70.442 0.000 0.710 179.390
X4 0.143 0.029 0.143 40.985 0.000

X5 0.095 0.027 0.095 30.545 0.000

AN EL IR RN AT IR 45 R U0 7 P, ARATAD, IRCRAt S s i L ORIR . LIRS IRk
fre DRRECR . R RCPE AR AEAL REBIALE 0~1 2 [8], HEZEMH/NT 0.01, RYIBAME R /3L
MR, HAEARZEALAC AR CUORIR . DR &, R . DRRACE . VRN R0 S5 o 2 T K i
A 56 T RN . BB B H3a~H3e )L,

5. MREGIR SRR
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M > ARREAL AT FRS RN R > AR S R RS RO XIS A R b 5 P A SR L A
B LTRSS R S W SK I R AE SE AR A RN, AR AR A AT HL R R N S M T A
FERR T A RNE s AR AL SRS RRYR . SR IR VRS, R R 5V B T K
E R AR FE A A RN

5.2. MEREW

AL SRR T, IRAIRTC 1 52 F 7 I X 2% 1 R ¥ 8 5 Al e I S T S S LB . ik
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1) JEE KOL #fE) 25 T B in ARk e A 22 i i 1 RERIE ) Ll Ak

2 Al 75 A 22 SRAE SR T X 2% Tl Ve sl iR S8 KOL bk 2 5 3 g b 2 s vh 55
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