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[Abstract]

In recent years, online word-of-mouth (WOM) has become a crucial method for Internet consumers to obtain product
information. Many people search for information, purchase products, and share information through the Internet, making online
WOM a key factor influencing consumers' purchase intentions. This study explores social e-commerce using the elaboration
likelihood model (ELM) to clarify the psychological mechanism of purchase decisions resulting from consumers' access to online
WOM prior to making a purchase. A questionnaire survey and SPSS 26.0 software were employed to test the model and
hypotheses. The results confirm that the valence and volume of WOM, sender expertise, tie strength, and receiver involvement
positively influence consumers' purchase intentions. Furthermore, the perceived usefulness of online WOM information acts as a

mediating variable, playing a significant role in consumers' purchase intentions.
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Table 1. Research hypotheses

22te! FEEEIL 2H|Afe] Fojo| ol olx[= PEk ST ARERE SR

No Hypotheses

H1 The valence of online word—-of-mouth will have a positive(+) effect on information usefulness.

H2 The volume of online word—of-mouth will have a positive(+) effect on information usefulness.

H3 The sender's expertise will have a positive(+) effect on information usefulness.

H4 The tie strength between the sender and the receiver will have a positive(+) effect on information usefulness.
H5 The consumer's level of immersive involvement will have a positive(+) effect on information usefulness.

H6 Information usefulness will have a positive(+) effect on consumers' purchase intention.
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Table 2. Operational definitions and measurement items of variables

Variables Operational Definitions and Measurement Items of Variables Related Literature
1. | trust notes containing positive information about this brand/product more.
Directionality 2. g\:gsg/g%s(;tgginformation outweighs negative information, | am more inclined to purchase this [13]
3. | cannot trust brands/products that lack any negative information.
1. 1 'am more likely to purchase products that have more discussions on Xiaohongshu compared to
Volume similar products. [14]
2. | believe products with more word—of-mouth information are more popular.
1. I would select products/brands recommended by professional bloggers.
E?(S)Z(rjtiesre 2. | believe this note blogger has relevant knowledge in the field of this brand/product. [15],[16]
3. | believe this note blogger has rich experience in the field of this brand/product.
1. I will research deeply about brands/products | want to purchase.
2. | have relevant knowledge in the field of brands/products | intend to purchase.
o 3. | have rich experience in the field of brands/products | intend to purchase.
Efge:éggn;nt 4. | often lose track of time when reading others' notes/comments. [15],[17],[18]
5. | actively observe how others evaluate different types of brands/products.
6. | always feel happy when reading notes shared on Xiaohongshu.
7. The brands/products discussed in this note are necessary for me.
1. I make purchase decisions quickly in fields | am familiar with.
2. | share similar views with this information source.
3. | am familiar with this note blogger.
Tie Strength 4. | like and comment on notes from bloggers | know well. (71, [19]
5. | want to purchase items recommended by bloggers | follow.
6. | tend to repurchase from brands/products recommended by influencers if I've had many
successful purchases.
7. | tend to purchase brands/products recommended by bloggers | follow.
1. | believe the brand/product quality described in Xiaohongshu notes is reliable.
Information 2 blra:g;\;roéhdit note provides helpful information for my purchase decision regarding this [13].116].[20],
Usefulness [21]
3. | can always find the information | need when browsing word—of-mouth information on
Xiaohongshu.
1. lintend to purchase products recommended in online word—of-mouth information.
Purchase 2. Online word—of-mouth information helped my purchase decision—-making.
Intention 3. I want to purchase brands/products shared by Xiaohongshu users. (61,1221~ [26]
4. When purchasing products, | will prioritize those recommended on Xiaohongshu.
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Table 3. Reliability analysis results Table 4. KMO and Bartlett's test results
Variables cz\lful?;r?fsr Cronbach's a KMO and Bartlett's test
Kaiser—-Meyer—Olkin Measure of Sampling 0.921
Direction of oral information 3 0.845 Adequacy :
Amount of oral information 2 0.800 Bartlett’s T ] Approx. Chi-Square 6140.216
- artlett’s Test o
Sender Expertise 3 0.802 Sphericity (.jf 465
Recipient immersive engagement 7 0.901 SIg. 0.000
Strength of ties between consumers 7 0.906
Usefulness of oral information 3 0.821 3-3 A 2
Consumer purchase intention 4 0.879
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Table 5. Factor analysis results

Factor Loadings

1 2 3 4 5] 6 7
Direction of oral information 2 0.840 0.148 0.076 0.053 0.176 0.081 0.160
Direction of oral information 1 0.819 0.051 0.059 0.078 0.175 0.116 0.132
Direction of oral information 3 0.799 0.065 0.085 0.136 0.143 0.093 0.225
Amount of oral information 2 0.159 0.843 0.131 0.154 0.165 0.134 0.157
Amount of oral information 1 0.127 0.764 0.060 0.203 0.265 0.156 0.230
Sender Expertise 3 0.077 0.060 0.833 0.090 0.197 0.096 0.130
Sender Expertise 1 0.087 0.103 0.788 0.155 0.182 0.152 0.133
Sender Expertise 2 0.052 0.024 0.761 0.077 0.132 0.116 0.111
Recipient immersive engagement 1 0.050 0.052 0.086 0.785 0.161 0.093 0.152
Recipient immersive engagement 6 0.070 0.124 0.012 0.779 0.059 0.062 0.036
Recipient immersive engagement 5 0.109 0.053 0.058 0.771 0.164 0.086 0.093
Recipient immersive engagement 2 0.080 0.050 0.108 0.759 0.153 0.018 0.139
Recipient immersive engagement 3 -0.036 0.074 0.076 0.750 0.122 0.109 0.058
Recipient immersive engagement 4 0.045 0.062 0.052 0.745 0.152 0.031 0.113
Recipient immersive engagement 7 0.054 0.011 0.046 0.736 0.160 0.144 0.111
Strength of ties between consumers 7 0.096 0.060 0.117 0.212 0.798 0.114 0.164
Strength of ties between consumers 6 0.047 0.120 0.127 0.170 0.756 0.082 0.151
Strength of ties between consumers 4 0.106 0.062 0.146 0.108 0.741 0.105 0.130
Strength of ties between consumers 2 0.056 0.119 0.087 0.145 0.740 0.097 0.111
Strength of ties between consumers 1 0.105 0.021 0.015 0.154 0.738 0.142 0.154
Strength of ties between consumers 5 0.159 0.086 0.110 0.121 0.730 0.095 0.082
Strength of ties between consumers 3 0.114 0.061 0.119 0.134 0.724 0.095 0.085
Usefulness of oral information 2 0.127 0.123 0.174 0.198 0.198 0.791 0.142
Usefulness of oral information 3 0.071 0.046 0.098 0.130 0.198 0.778 0.208
Usefulness of oral information 1 0.138 0.138 0.161 0.138 0.198 0.722 0.190
Consumer purchase intention 3 0.141 0.168 0.124 0.193 0.111 0.111 0.786
Consumer purchase intention 2 0.175 0.053 0.092 0.166 0.205 0.205 0.752
Consumer purchase intention 1 0.142 0.045 0.111 0.190 0.142 0.142 0.751
Consumer purchase intention 4 0.208 0.194 0.179 0.141 0.161 0.161 0.725
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Table 6. Correlation analysis results

Direction of | Amount of Recipient Strength of | Usefulness | Consumer
) Standard Sender ) . )
Variables Mean - oral oral ) immersive | ties between of oral purchase
Deviation | . ) . . Expertise ) . . )
information | information engagement | consumers | information intention
D|r.ect|on o.f oral 3971 0.999 1
information
Amount of oral |5 544 | 1011 375 1
information
Sender Expertise 3.365 0.927 267 ** .315%%* 1
Recipient
immersive 3.650 0.871 2485 * .367*%* 281 % * 1
engagement
Strength of ties
between 3.413 0.901 .380** .436%* 399+ x 408+ *
consumers
Usefulness of oral | 5 4, 0.941 357%% 430+ 413 368+ 1
information
Consumer 3.311 0.953 473%% 485%% 4025 4095 518%% 1
purchase intention

E 7. SEHset HE R84 210 572y 23}
Table 7. Regression analysis results between independent variables and information usefulness
Unstandardized Standardized Collinearity Statistics
Variable Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant) 0.423 0.220 1.923 0.055
Direction of oral information 0.112 0.045 0.119 2.519 0.012 0.790 1.266
Amount of oral information 0.148 0.047 0.159 3.147 0.002 0.694 1.441
Sender Expertise 0.197 0.048 0.194 4.107 0.000 0.794 1.259
Recipient immersive 0.120 0.052 0.111 2.302 0.022 0.762 1.312
engagement
Strength of ties between | 474 0.055 0.169 3.198 0.002 0.636 1.573
consumers
R 0.363 F 34.156
Adjusted R? 0.352 Sig 0.000
¥ 8. Y5 741 Fofo|x 7te| | EA Zu}
Table 8. Regression analysis results between information usefulness and purchase intention
Unstandardized Standardized ) . -
Variable Coefficients Coefficients t Sig. Collinearity Statistics
B Std. Error Beta Tolerance VIF
(Constant) 1.516 0.161 9.420 0.000
Usefulness of oral 0.525 0.045 0.518 11.574 0.000 1.000 1.000
information
R 0.268 F 133.958
Adjusted R? 0.266 Sig 0.000
Brh 33 Bt B ASVIFSES 5 ol s gol TFs o] Sl Besle] S 519 melo] vk et
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Table 9. Independent vanables, mediating variables, outcome variables: Lecture on regression analysis results
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Unstandardized Standardized ) . .
i . " i Collinearity Statistics
Variable Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant) -0.130 0.204 -0.638 0.524
Direction of oral 0.207 0.042 0.217 4.978 0.000 0.776 1.288
information
Amount of oral information 0.143 0.044 0.152 3.248 0.001 0.675 1.481
Sender Expertise 0.109 0.045 0.106 2.409 0.017 0.759 1.318
Recipient immersive 0.121 0.048 0.111 2.500 0.013 0.751 1.331
engagement
Strength of ties between 0.122 0.052 0.115 2.359 0.019 0.618 1.617
consumers
Usefulness of oral 0.191 0.049 0.189 3.934 0.000 0.637 1.569
information
R 0.472 F 45.866
Adjusted R? 0.462 Sig 0.000
H 10. 7t AZ Z3t
Table 10. Research results
No Hypotheses Results
H1 The valence of online word—of-mouth will have a positive(+) effect on information usefulness. Accepted
H2 The volume of online word—of-mouth will have a positive(+) effect on information usefulness. Accepted
H3 The sender's expertise will have a positive(+) effect on information usefulness. Accepted
H4 The tie strength between the sender and the receiver will have a positive(+) effect on information usefulness. Accepted
H5 The consumer's level of immersive involvement will have a positive(+) effect on information usefulness. Accepted
Hé Information usefulness will have a positive(+) effect on consumers' purchase intention. Accepted
om, o3z 374l o3 FEWGTL AR S gl o] 02 M UF AnE ¥ 103} Lol 2RIt
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