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A Study on the factors of SNS information influencing consumers’
purchasing intention: focusing on Chinese Weibo
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Abstract The SNS website can take full advantage of the characteristics of users to conduct e-commerce. The
e-commerce website's organizing ability will be greatly strengthened by SNS and creates greater value for consumers.
This article examined the Chinese largest SNS (Weibo) users as research objects, and combined the development
status of SNS in China. This article focuses on the influence to consumer's purchase intention in three aspects: number
of comments, consumer involvement level, and consumer appealing method and examines how the interaction of the
number of comments and consumer appealing method affects the purchase intention. An investigation was conducted
on 400 users of SNS and using valid questionnaires to perform reliability analysis, validity analysis, independent
sample t-test, and double factor variance analysis using SPSS21. The research results indicated that the number of
comments and rational appealing method had significant effect on the purchase intention. The mediating or
controllingthe purchase involvement level will disturb the influence of the number of comments but will have no
effect on the information appealing method.

Keywords : Communication method, Controlling effect, Consumer involvement level, Number of comments, Purchase
intention, SNS (Social Network Service)
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Table 1. Respondents' demographic results

Variable Group Frequency Percentage
(no. )

Male 185 46.25
Sex

Female 215 53.75

Below 20 60 15
Age 21-25 176 44

Above 25 164 41
Academi Under college 54 13.5

cACEMIC " Bachelor 232 58

career

Master or Above it 114 28.5
Monthl Below ¥2000 194 48.5
VoMY 1752000 - ¥4000 130 325
income

Above ¥4000 76 19
Weibo Yes 362 90.5
account No 38 9.5

Table 2. Variance analysis regarding demographic attributes

KMOZke] 0.721 % VeI, Bartlett -84 1A

of sample
Spec. Sum of DE Mean F Sig.
square sqare | value | level
Dunnett t 0.005 1 .005 0.005 | 0.944
Sex | Mmerclass | 0108 | 309 | 1110
variance
Total 423.204 400
Dunnett t 0.444 2 0.222 | 0.199 | 0.820
Age | merclass | 3060 | 308 | 1114
variance
Total 423.204 400
Dunnett t 0.250 2 0.125 0.122 | 0.894
Acad Interclass
emic . 422.954 398 1.114
variance
career
Total 423.204 400
Mont | Dunnett t 1.068 2 0.214 | 0.190 | 0.966
hly | Interclass | ) 135 | 308 | 1126
mco variance
me Total 423.204 400
3.2.2 BN W Ml 2
24ne) B e B3] e LA A
AlBHA =, o2 st SRIEAeE AA B Q1R
43} 84914 2918 gtk aRHE7] Aol WA
KMOS$} Bartlettell thal]l AAal|oF Aul11]. A% A=
[9ld gk FAAE A4S AMEEeH, KMOgte]

0.691% X3l Bartlett 784 AA < &E0] 0.000
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Table 3. Factor analysis of product/purchase involvement
level and purchase intention

Item Factor Item Factor
Product involvement 1| 0.663 Purchase involvement 1 | 0.842
-2 0.719 -2 0.798
-3 0.675 -3 0.693
-4 0.677 | Purchase intention - 1| 0.605
-5 0.745 -2 0.795
-6 0.647 -3 0.798
-7 0.694 -4 0.779
-8 0.720
-9 0.656
- 10 0.809
323714 &3
7Hd 1914 SNSALO|EdllA e 7} B-E&A] 427
7 zugse] Pulsltel e A 5 Qe %
371 AiA 1145 3kGiTh ofef Table 4914 He
Hho} o] 9F = FulelAbe] v Ggo] T
ztol7} Qe AITF YERGTHR2 97 0.1%). 1B
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A PHe P, oA e 5 Ytk o T
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Table 4. The difference regarding consumer's purchase
intention of number of comments and type of
information demand

Ind. Dep. A Standard tval !
variable | variable verage deviation -value | p-vaiue
6.004 |0.000%%*
Many 32287 | 071232
comments | pyrchase
i tonti
Few JIERION 5 9200 | 0.64784
comments
Emotional |pyrchase| 2.9038 0.66814 -3.443 1 0.001%*
Rational |intention| 3 1450 0.73171
#5p<0.01, ***p<0.001
M 3A giESsh R e NE IEHES
aha ool gl Aol7k g AAAE AFe] 9l
o] A A EAHEAlS G~ YT}, Table 501]*1 B npe}
2ol g Soh Auae P A2 7ho] T o)
7} S A3t YERLtHp#k 0.956)0]t) H|E HE S
of o P AR WEAEE B2 ?HH%M] ki
H2]2] AT =

Table 5. Interaction effect of number of comments and
type of information demand

Variable Sum of Df. Mean F value Sig.
square square level
Comments
many or 16.708 1 16.708 37.030 | 0.000%**
few(A)
Emotional orf =5 o) 1 5820 | 12,900 | 0.000%*
rational(B)
A*B 0.01 1 0.01 0.03 0.956
Error 178.671 396 0.451
Sum 3859.938 400
7V 49} B, SNSALO|EONA 2H|RE ] A Fol
gk a1 Fefoh A fojrl FrafoJatel] M X FEFE =

Q18] 34 1AL Sk Table 69141 1= vho}
2ol AF ol mrh 2] Ak 2] el F
o Fol7k ek A3E eItk el 5%). 17

o2 7Hd 4= AAEAH.
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Table 6. The difference regarding consumer's purchase
intention of product and purchase involvement

Ind. variable va].:r)‘iear;le Sample |Average| (?et?/?:i?;i t-value|p-value
Low 162 |3.1127| 0.79841 |1.975|0.049*
involvement
of product | Purchase
High intention| 238 [2.9643| 0.63792
involvement
of product
Low 193 |2.8718| 0.67271 |-4.238/0.000%**
involvement
of purchase | Purchase
High intention| 207 |3.1667| 0.71606
involvement
of purchase

* p<0.05, *** p<0.001

7hd 59k ¥, SNSAO|EAA AH A5 ?LUHOH
tjgh 3 Fofe} A Frofz} Fujeltel] diE] H| X B
& glaly] 98I AL 9 pakel 0.0000.% ﬂi
ek gl L B9 ito] 3.1667% YL T
| A BT RT} =T} Table 694 Hi= ule} o] T
u) o] et 222 WEEA| 7L 2R} FrufejAte] Aol
7} QlojA 7Hd 5= AA|FH AR
7 63} ¥, SNSALO|EoA AFe] ozl o
F7F Al sl vXE G B A2 0s
g Fe7HE ER1E] A o] AR RAREA S
o] A 7

o

&g}, o}# Table 794 Hi= whe} 2 p
o] 0.055T} ZTH0.044). 2212 AFE Fo]wel A
R A2 woAgehs s S8E 7 Atk

Table 7. Interaction effect of product involvement and
number of comments

Variable Sum of Df. Mean F value Sig.
square square level
Number of
18.504 1 18.504 40.649 [0.000%***
comments(A)
Product
involvement 2.405 1 2.405 5.284 | 0.022*
®B)
A*B 1.852 1 1.852 4.069 | 0.044*
Error 180.268 396 0.455
Sum 3859.938 400

x5 n<0.001, * p<0.05
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Table 8. Scheffe test of product involvement and number
of comments

Dep. (I-J)average| Standard .
variable ® @ difference | deviation Sig. level
Low | -5769 | .10605 | .000%**
comments 73T 5104 | 09683 998
and low
involvement | 4y | 2802 | .09616 038%
@
Many | 5769 10605 | .000%*
comments |3y | 5963 09825 | .000%**
and low
involvement | 4y | 2967 | 09759 027*
Purchase ?2)
intention Low 1| -0194 .09683 1998
comments |5y | _ 5963 109825 L000%**
and high
involvement | (4) | _2996 | .08748 | .009%*
3)
Many (| .2802 09616 038*
comments |5y 1 _ 967 09759 027*
and high
involvement | (3| 2996 | 08748 | .009%*
“

* p<0.05, ** p<0.01, *** p<0.001

744 73 B, SNSALO|EA A|FE B} 2o
2] oo uel AR4GQ HAlo] Fulo)alel JEkS
A 5 =AE A el o] uiAEAREA S
P}, o} Table 994 Hi= we} o] pgko] 0.055
oh AR AlE dolmst AHge A2 A7 el ol
SAEEHA B AR YEsth F, Al ol =
Agylo] uel JH5Q WAL Lufolale] JgkS n)E

T gleng 7P 72 A A A okt

Table 9. Interaction of product involvement and type
of information demand

Variable Sum of Df. Mean F value | Sig. level
square square
Product
involvement| 1.216 1 1.216 2.481 0.116
GY]
Type of
information |  5.076 1 5.076 10.362 0.001**
demand (B)
A*B 0.124 1 0.124 0.252 0.616
Error | 193.992 | 396 0.490
Sum 3859.938 | 400

** p<0.01
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Table 10. Interaction of purchase involvement and number

of comments

Variable Sum of Df. Mean F value Sig.
square square level
Purchase
involvement 8.563 1 18.563 19.503 | 0.000***
A)
Number of | co7e | 16978 | 38.668 |0.000%%*
comments (B)
A*B 2.053 1 2.053 4.676 0.031*
Error 173.873 198 0.439
Sum 3859.938 | 400
* p<0.05, ** p<0.001
Scheffe AAWHE o]&aA T FALe} Has

7t FA 4 o)

Table 11914 Hi&=

B e Pl 2UAE 230§

.
o] ol AmlAet et v Alow

th aHuR 7bd 8L AR FH A

Table 11. Scheffe test of purchase involvement and
number of comments
Dep. (I-)) average | Standard .
variable ® @ difference deviation Sig. level
Low o) -.5557 09539 | .000%**
comments " ;) 4362 09375 | .000%**
and low
involvement | 4 -7051 09353 | .000%%*
Purchase @)
. . 1) 5557 .09539 .000%**
intention Many
3) 1195 109400 .656
comments
and low
involvement | (4) -.1494 .09378 469
(@)

99

Low 1) 4362 09375 | .000%**
comments

and high ) -.1195 .09400 656
involvement | ) -.2689 09211 .038*
3)

Many | (1) 7051 09353 | .000%**
comments

and high ) .1494 .09378 469
‘nV°1éiment 3) .2689 09211 038%*

* p<0.05, *** p<0.001
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Table 12. Interaction effect of purchase involvement
and type of information demand

Variable Sum of Df. Mean F value |Sig. level
square square
Purchase
involvemen| 7.834 1 7.834 16.570 | 0.000%**
t (A)
Emotional,
Rational 4.855 1 4.855 10.270 | 0.001**
B)
A*B 0.343 1 0.343 0.726 0.395
Error 187.218 396 0.473
Sum 3859.938 | 400

% p<0.01, #+* p<0.001
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