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Abstract

This paper focuses on the influence of consumer interaction on the willingness to co-create brand value
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in the live broadcast of apparel e-commerce. It assumes that self-concept consistency is the inter-
mediary mechanism connecting consumer interaction with consumer value co-creation willingness,
and analyzes the mediating role of self-concept consistency. Through the analysis of 241 data collected,
it is found that consumer interaction positively affects the value co-creation intention of consumers,
and self-concept consistency plays a part of mediating role in this process. Consumer interaction also
has a positive effect on self-concept consistency and value co-creation willingness. Finally, the results
are discussed and explained, and suggestions are put forward for the apparel e-commerce platform to
promote the sustainable and high-quality development of the apparel e-commerce platform.
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Figure 1. Theoretical model
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Table 1. Descriptive statistics of samples (N = 241)
= 1. HARREARMESITN = 241)

I H e A H (%)
5 99 41.1
4 5]
& 142 58.9
18 Z LR 22 9.1
18~25 % 111 46.1
LR 26~35 % 51 21.2
36~45 % 43 17.8
45 Lk 14 5.8
&R 13 5.4
X REERFL 25 10.4
&3] i
KEEAF 122 50.6
fifit- j L b 81 33.6
2000 ST LATF 19 7.9
2001~4000 7T 109 452
H ] RSN _
4001~6000 7T 74 30.7
6000 Jo b I 39 16.2
—JFWIR L L 177 73.4
—Ji—k 23 9.5
5 R 28 R 7 AT
FAH—IR 10 4.1
gF—MH— 31 12.9
3EME 126 52.3
2~3 4 41 17
P fd s HL R G
1~2 4F 28 11.6
1N 46 19.1
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Table 2. Descriptive statistics
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AP B 4 FR Y E R FEA FEME M) bRt ZE(SD)
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H MR — i :
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PHE LR P E LB R R 241 3.1867 0.938
Table 3. Reliability test results
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WA HB) B 0.886
INRER] 0.875
B H S 0.874
B M-S — 2 0.864
PRAE B M 0.834
M EIL AR MEILE R 0.909 0.909
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Table 4. Phase relationships between variables
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HFFER 0. AR SR Bl KA 2 A X IR BT AR R 207 208, EHT b
JE T LIS IR p=0.945>0.05, 22/ p=0.124>0.05, 7] ZEIA p=0.808>0.05, #iH p=0.012<

DOI: 10.12677/ecl.2024.1341596 3900 1T 5508


https://doi.org/10.12677/ecl.2024.1341596
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Xof k24 e P L4 R 9 LSO S L GRS R I . FESY R RIEY, SN
NI, DI 3 E ahAcs, RARR MM EERE. 88RmE 5 fox, /FJ%%EZJJ
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ARAEN 1.975, G2, YOUREARRIMALN . HIATR, JH 8 Bahfehy B3 Ersgm it e s e, |
W HI AL
Table 5. Regression analysis of consumer 1nteract10n and value co-creation intention

5. HBEEEHSNERUBRENEEADITE

A5 AR rE R

Ml M2
Beta BEM Beta i
LIES -0.089 0.122 0.001 0.022
A&
P& HE) 0.438 0.000
R2 0.10 0.208
% R 0.006 0.201
F 2.408 31212
T - K% 1.975

Table 6. Results of regression analysis of consumer interaction and self-concept consistency

6. HBEEFEHNSERMS—HMMEENTER

. AR ERBES—EE

=
=25

M1 M2
= Beta BEM Beta wE
IS 0.022 0.636 -0.011 0.795
H A&
H 2 H) 0.386 0.000
R2 0.01 0.200
B R2 0.03 0.193
F 0.225 29.662
e - AR 1.837

Xof A2 L LA v 9 B B B A S — S R E A TR E . R E BT, S B A
R E, B OPIMANETE LT E, FHEENARME—8E. SR 0%E 6 i, BIRME—E
PEAR B 25 (8= 0.386, p<0.001, M2), RZEAFE(AR?2=0.193,p <0.001, M2)it #| & Z /KT, [FK, 5 -
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Table 7. Regression analysis of self-concept consistency and value co-creation intention

# 7. BRMS—HMESNMERSIERNEASHER

WA frEdtaRE

MI M2
Beta M Beta wEMN
A -0.089 0.122 -0.089 0.082
AR
H M — 0.506 0.000
R2 0.10 0.467
T R2 0.006 0.218
F 2.408 33.198
I - IR 1.901

L FRME 5 — S 3 3 AT P L R O B LS I L O R s e A R AR . OGTERK
W EAETH P B M (3L 0 2 R R 2 R AN MRS5S, AN FEJRMH T SPSS HLMIf process
R P RONAS e, 33045 R 8, LI AT HUAS IR LR (1) B A [X 18] /2 [0.1868, 0.4183], K 0 FF
BRTESL, BBREAAER /8, (A I I A A RS R RONAR + 550 P R mT ASHIE A2
R R ECH 0.3847. 193] HRM & —BMER R AR B3, #iik HA RGL.

Table 8. The mediating role of self-concept consistency

* 8. BERMS MNP N{ER

SRR (total effect of X on Y)

Effect Se t P LLCI ULCI

0.4379 0.0553 7.9174 0.0000 0.3289 0.5469

BB (Direct effect of X on Y)

Effect Se t P LLCI ULCI

0.3026 0.0587 5.1507 0.0000 0.1868 0.4183

H A28 (indirect effect of X on Y)

Effect BootSE BootLLCI BootULCI

0.1354 0.0341 0.0800 0.2104
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