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Abstract

Since its launch, WeChat has been changing the Chinese lifestyle, changing the traditional way
of distribution, and changing the way companies market with the combination of information
innovation and New Media. Now, WeChat plays an indispensable role in people’s daily lives,
not only in chatting software, but also in shopping, delivery, ordering, payment, and games.
This study was centered on people who have used WeChat and around these backgrounds,
planned study models. Through prior research, the purpose of the research is to explore the
factors influencing the effects of the WeChat platform on MPR and explore the media effects
of advertising attitude between WeChat platform features and MPR effects and provide basic
material on its continued development. The research has shown that the reliability and
diversity of the WeChat platform has a significant impact on both advertising attitude and
purchase intention and propaganda intention of MPR effects. Advertising attitude has a
positive impact on purchase intention and propaganda intention, and advertising attitude is
shown to have a mediated effect between the WeChat platform and the MPR effects. The
results of this study suggest the theoretical enlightenment of “continuous and stable
development of the WeChat platform”, and it is expected that marketing development plans of
various social platforms will provide basic materials.
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Table 1. Result for Factor Analysis

Factor and items Factor loading  eigen value  Cronbach’s o« Communality
1 .678 .678
Reliabilit 2 o5 3.123 652
eliabili .
Y 3 876 800 524
Independent 4 824 768
Variables 1 630 637
. 2 771 .762
Various 2.440 .806
3 .765 733
4 .660 651
1 .598 585
N , 2 754 584
Parameter  Advertising Attitude 2.377 .856
3 693 .550
4 784 614
1 .602 .598
Purchase Intention 2 .857 2.889 .805 791
Dependent 3 .868 793
Variable 1 888 825
e G LIS 832 2.007 719 766
Intention
3 .608 638
3. &PAEA] ol 9} 15454 Ak J&AIL 717} 0,353,
0.516, 0.5672 G4 1%04 BAX R
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Table 2. Result for Analysis of Relationships

Reliabilt Various Advertising Purchase Public Relations
y Attitude Intention Intention

Reliability 1

Various .558** 1
Advertising . .

Attitude H o y

Purchase 516 453+ 409+ 1

Intention

Public Relations 567+ 548+ 336+ 688+ 1

Intention

Notes: p: ***<0.01, **<0.05 and *<0.10.
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Table 3. Results of Hypothesis 1
Non-Standardization standardization Collineartiy
model t p
Standard
B Deviation J6] tolerance VIF
constant 2.244 215 10.442 .000
Reliability .310%** .060 372 5.178 .000 624 1.604
Various 342+ .065 .384 4.257 .000 481 2.077

R= 114 (Adjusted R?= .154)

F= 11.848 P= .000 Dubin-Watson= 1.959

Notes: p: ***<0.01, **<0.05 and *<0.10 (Dependent Variable: Advertising Attitude)
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Table 4. Results of Hypothesis 2
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Bt}

Non-Standardization standardization Collineartiy
model Standard t p
B Deviation 1] tolerance VIF
constant 1.384** 248 5.583 .000
Advertising Attitude
- .616*** .078 429 7911 .000 1.000 1.000
Purchase Intention
constant 2.028*** .265 7.651 .000
Advertising Attitude
Public Relations 478 .083 .326 5.743 .000 1.000 1.000
Intention

R?= 429 (Adjusted R*= .184) F= 62.582 P= .000 Dubin-Watson= 2.007

Notes: p: ***<0.01, **<0.05 and *<0.10 (Dependent Variable: Purchase Intention, Public Relations Intention)
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Table 5. Results of Hypothesis 3

000072 F-oJgt Zo® ekt
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tgro] 6.037(p=.000)0]aL thefda} g ojw
7o) 7P Aol A= 323 AIR(B )7 0.348,
t%ko] 3.736(p=.000) 0.2 Lpepyir),

Non-Standardization standardization Collineartiy
model Standard t p
B Deviation I6] tolerance VIF
constant .552** .269 2.048 .042
Reliability
N 489*** 075 409 6.513 .000 .624 1.604

Purchase Intention
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Various
— 283 .082
Purchase Intention

347 3.455 .001 481 2.077

R2= 570 (Adjusted R?= .325) F= 44.088 P= .000 Dubin-Watson= 2.096

constant .070 .256
Reliability

-
Public Relations
Intention

A430% 071

Various
—

Public Relations
Intention

.290*** .078

275 784
.352 6.037 .000 624 1.604
.348 3.736 .000 481 2.077

R?= 646 (Adjusted R*= .417) F= 65.641 P= .000 Dubin-Watson= 2.046

Notes: p: ***<0.01, **<0.05 and *<0.10 (Dependent Variable: Purchase Intention, Public Relations Intention)
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0.372, tZko]l 5.1788(p=.000)0]3L thAl2]
Table 6. Results of Hypothesis 4
Step 1 Step 2 Step 3
constant 2.244 552 -.382
Reliability
- .310(.372)*** 489(.409)*** .360(.301)***
Purchase Intention
Various
- .342(.384)** .283(.347)** .290(.253)***
Purchase Intention
Advertising Attitude 416(.290)***
R? 114 .325 .399
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Adjusted R? 105
F 11.848***
constant 2.244
Reliability
— .310(.372)***
Public Relations Intention
Various
— .342(.384)**

Public Relations Intention
Advertising Attitude

R? 114
Adjusted R? 105
F 11.848***

317 390
44.088** 45.499**
0.070 -A475
430(.352)" 355(.290)**
290(.348)* 294(.252)"

243(.166)"
417 442
411 433
65.641% 54,174

Notes: p: ***<0.01, **<0.05 and *<0.10
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