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Abstract

In the Internet era, online marketing has developed rapidly, the role of social media has gone be-
yond mere social sharing, and the combination of e-commerce and new media has become increas-
ingly mature, giving rise to a variety of segmentation models. As an influential social media platform
in China, Weibo has attracted a lot of academic research on consumer behaviour in recent years,
focusing on content marketing, interactive marketing, brand promotion and other factors. In con-
trast, foreign research, represented by the “wet marketing theory”, started earlier, while domestic
research focuses on word-of-mouth influence and marketing value. This study takes college stu-
dents as the survey object and extracts four Weibo marketing forms: online customer service, con-
tent marketing, interactive marketing and brand promotion. After collecting data through question-
naires and combining with case studies, it is found that enterprises should pay attention to content
marketing in Weibo marketing to enhance user stickiness, make reasonable use of celebrity effect
to improve advertising effect, and improve after-sales service to enhance customers’ psychological
value. The combination of multiple marketing forms can help enterprises attract attention, influ-
ence consumers’ purchasing decisions and maximise revenue on the Weibo platform.
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Ay, FLIE IR LT R 55 IR R R R IR 2SR T 2 ) ST AN AR TE T e AT TSR AR
FN LT BT IR R RS SE, SR (R A A AT RS S A LA, DUE MBI T
IREEAVE 2R 755K [1]. HRAEEE 47 Ik (R EECM 28 Rk R e gn v i ) BdE o, #E 2020 4F 12 H, &
[ Y e B U9k 9.89 12, HLIEH K ZR5A 3 70.4%. FEFEE HLIRM (K0 & 2, 2% 5 4t 3R W e
FHZRIAAE G E S, BN FEREHT [2]. MiEL—3ETHA XK ZEAT- &, 3 2009 4 1
LR UIR, LA B PRI MG 2 R Rl g K A k. 2020 4F, HHRTIE RO B B ISR, BNk
BRI SRS S AR &, SO H SRR P 20k 5.23 12, HIEERA PIEE] 2.29 12[3]. s B 2
] e R AR A AR A, 5 B 4 Twitter 28100, JE T 67 & 77 AR 078 84 07 58 R B Uil 24 . 2% % Michael
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AT Z 5o 77, CORET O A E A R E M, RO E AL 5T e S oS (5] BEE RS
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REMS L0k T 22 BEAR, SCLmCE 4. Ry, fEBh BRSPS 5E 0 AN Thag, ki s vl DR A 3R EA
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EARIHATE R, X EER T Kz & RE[7]. £E223% Tom Hayes #1 Michael S. Malone k32 H T
CGRERELRY , X W AUNHIEE R — P R RS e TE AR MATA, TEEERE R,
TS B B LA IO RN ALy, T o 38 EVRBLI 2 Al SR RE AR i 1) SR [8]

EENTY, &P, MBI — A6, HEEE KA R T & 347 5 8575 3 DALl
B, Hp AR E R BT R 0 R TR AR X R, DRI P9 PR AR DGR TSt B 2 D e, T
[ MR Ut e o S/ NS N (2010) THE4H AR 1 ok 17 A A Al i AN 280E P I AR A . o At
BRI, #0] DL I AGIEF 6, 5 i P AT B B . XS R U BT AR B o
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WO E B KA AR B AR, EEZFEIFRM—RIVERES), BF RO 2 FIh gk
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MRt H2R A ANEE A RAE R EARSE . Ed s S 8 B LB E S, IR EEh R, TRl
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DAEATHE V&S, KKK T EAI A, dEmidem VRN . (4) BahtE: fid T sesiH F s
W H5), HANRTFER R FURES, ARIT DA s sh[14]. (B) AEMENE: WMIEAFEH P MET
PRI EG, AR B bR P TR RO XX T AT S, B HEENSEME. (6) T

DOI: 10.12677/ecl.2025.141094 751 TR 4TS


https://doi.org/10.12677/ecl.2025.141094

ARG

TR FEE ST ESOEEIRTIR T, P T LA ORI, A AN E IR E .

EEMENZE, ARG IR T H AR W UAEHE, XA R R TR, B2k
JZ. BETHNIEHTBMZEMAY, MAETRMNA. RIEARNB, ASCER T Hai e L
TEDAE: WORE . ERE. O AR A s MBS R A ST AT BAE AT AR, FFIR R
MR B PR ZAEE AR, AXMIER SRR, WRGZASE, %R TS
T, AT T RGN A A o I ST ARAE, AT DL SREE G AR I, Aol th RE A R
PRI AER 220 UL BT, S AR IR, IR AT RE BN IR R R BT R, AT AR B
TS HE, WEI KR AR . A Rk Z X BRI 2, Al mT DA B A Th RE AT
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B — R SE PR AR R, R AR 2, SR AN R, OIS R E EEEHNL. M. %
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FIrTSENE. 8 BRNR, DPABERIEE REGST 0.9, HMEREDUSE AR Z R m, RUIEHERE R

RN A=y i

il

DOI: 10.12677/ecl.2025.141094 752 TR 4TS


https://doi.org/10.12677/ecl.2025.141094

A5

Table 1. Cronbach’s reliability analysis results table
%% 1. Cronbach (EEShERK

=) KIEUS A (CITC) TRE MR o 25X Cronbach’s o &%k
3 0.92 0.982
4 0.819 0.983
5 0.962 0.983
6 0.94 0.982
7 0.924 0.983
8 0.608 0.987
9 0.966 0.982
10 0.957 0.982
1 0.662 0.986 0.984
12 0.975 0.982
13 0.815 0.984
14 0.967 0.982
15 0.963 0.982
16 0.965 0.982
17 0.906 0.983
18 0.962 0.983
19 0.942 0.982

4.2.2. RS
A B S SRR A BEAT G R YE A, DA E SR SR B M T ik BEJE, W OGHREA AT
o] AR, 45 6 [ RO R BRI DL, PR LR 2.

Table 2. Describe the results of the analyses-results of the underlying indicators

=2 RS EER - ERMEIRER

g A e/ ME SO A Rl 3
Q3 122 1 4 3.336 1.08 4
Q4 122 5 2.254 1535 15
Q5 122 1 2 1.689 0.465 2
Q6 122 1 5 3.049 1.134 3
Q7 122 1 2 1.295 0.458 1
Q8 122 -3 5 1.492 3.043 3
Q9 122 5 3.385 0.949 3
Q10 122 1 5 3.033 1.083 3
Q11 122 -3 5 1.508 2.829 3
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Q12 122 1 5 3.566 0.953 4
Q13 122 -3 5 3.066 2.485 4
Q14 122 1 5 4115 0.825 4
Q15 122 1 5 3.582 0.935 4
Q16 122 1 5 3.754 0.875 4
Q17 122 1 4 2.008 0.818 2
Q18 122 1 2 1.656 0.477 2
Q19 122 1 6 2.943 0.965 3

WA 2 ATULE i EE AN R AR, A SR e T e £ 3 MRz T B A sl . B,
A VLB TP B AT SR 7 A

FESE =8, ST R A I ALK P 2 (8 3.336, XSRS HOREH MMM, ST
SEMMEHT 2. IX I P R E A IR 2 . IS, FEMEAIE b, BH 2GR EH R
FEARR —, REWRE ) — B 0 Gl B S FE AR AR . PRIl il ol ) S B T2 HE I T Y4
EM TR, LB RE B AL

SN -CREERS 1 R RN SRE WS . BEBor, 2HRAATE A RS EYE
RIS 7 = P At B, (R R 2 S5 SIERE RS SR T i R R ST EE RN 51| 7 & 3K R W I S 0O LA X
Al SO HEAE IR S REE AL, FETH S B “TARTAT AR B 6 B AR P BEAT AR 51 S, ORI E B ROR

FILERE+—EEE TR E RS 56, SRERZHAFFRILY, R IEA
HeF 5 H SR AR (e s sl . v RS BIM AR — B3, KA R T il R A P B AR

BB NEESE T AR HE SN A IR E AR, EERA . B EAREE
FHfe) SR EAE B, U0 R ORISR AR R, DLW IRAE 7R EEAVERT-T S RER L 2 WM ik . 2z
BRSSO B aEE, DG MBI S HARH S E LR . 0 A
PIPE 3.5 73 Lh b, REVH 9 XSS E 7 AR IE WA B R4 T 5CHF

FA-CEIR T TR I RERE R . VDN E SR B =IO 85 S VR, i
i T Sty MRURSE 2R R B E AT, TR ATON” R SRR I R AT, (HLRE
W A TR B, AEL b &5 RS B2 . NI SARIR IR, WFEAAEEsFHC
K R A RS2 . 1%, R ZURT 5 B IL AR, AR 4SS BEAR K Kk 2 2 10
BERAL AR, X BGONAT “TERTTN” BB AT R 1R 0 T KIS RS . WG HE
oK, KEH P SAAHE R DI 2RI TE K. B, b s, 53R M I 18 AT E 1) 4
JRE R R E N

4.2.3. ZX S

AT B B B @ R AT A ST, R X e AR R 5 BT O A 2R A DL K
BSOS A W 5| ) 2 IRHEATZE AT, G L% 3~5 Ak 6~8.

M7 RRHIEARE AT L, Pearson < U7 AR 1 2 2 ML (sig) B K T 0.05, X BHAS [F PR 5 )7 P E AE 2
LN 5| RS L AR R 25 Rk, Aol 7 WA S R s 67, 06 BB A o) o ) S
SRR C 711D R A0 B S NP o A DN ST Rl ik D ebvivt= < A=) NS U 1 P g G A biry s AR Brike s 1 R St
PIAH S S 0 5 B AR S, TR FH 0 S A gis NBA BRE B A B B EHE, DRI I 5] 1.
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Table 3. Crosstabulation of Gender* and types of Weibo accounts followed

3. MR RIEMRIERB RN G

T4k
5 )%
T4k
P %
2
5 )%

P53

RVE M 2 .
. it
S|A=eL i ESWNLES
23 19 42
54.8% 45.2% 100.0%
15 65 80
18.8% 81.3% 100.0%
38 84 122
31.1% 68.9% 100.0%

Table 4. Chi-square test (math.)
= 4. R (math.)

{1 df Yt Sig. (RN K5 T Sig. (W) K& Sig. (B0))
Pearson 5 16.6542 1 0.000
HESIE P 15.018 1 0.000
SR L 16.292 1 0.000
Fisher FrIRE ARG 26 0.000 0.000
MR A A 16.518 1 0.000
BREFHHN 122

20 H70A% (0.0%) [ A A THEUD T 5. /MR THECA 13.08. DI N SRR AR 5% 1 1A AT EI VA 78 55— AN X TR PR PO RE 3R I 12
SPECEAR AR X [E) o IXAMRIETSE TR T ok 5 — X R R G N eiE oy 0 I, IFHRR TSt RE

HH L i)

Table 5. Symmetry metric
#*5. MNREE

1B ALY Sig.
A y— ) 0.369 0.000
Cramer ] V 0.369 0.000
BREBIFH N 122

ERESEEEE AT, PRI ISR A MR 2R, PE AR T T E R A AN

Table 6. Crosstabulation of Gender* and the attractiveness of celebrity effect

6. MAFHENNERWS| NI X HIFR

B B RN AR 51 7

" = it
T 27 15 42
Yo ¥ PSR % 64.3% 35.7% 100.0%
T 59 21 80
x PR % 73.8% 26.3% 100.0%
2t 4 86 36 122
PERH % 70.5% 29.5% 100.0%
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Table 7. Chi-square test (math.)
= 7. FAH3E(math.)

15 df Bk Sig. (W) FEHA Sig. (W) K50 Sig. (A1)
Pearson £ Jj 1.1862 1 0.276
ARG IR P 0.775 1 0.379
ISR L 1.168 1 0.280
Fisher A& 35 0.301 0.189
RPN S 1.176 1 0.278
BREBIHHN 122

30 H70H% (0.0%) K EETHEUD T 5. S /MAEETHECA 12.39. DI\ Sz Bn 4% 21 ) SRUEVE 1 5 — A DX 1) P FROMBE 236 82 1
S BCEIRH AR I o IRAMRIE T 3 B2 TR e 22— DX R IR 3 /N Bl O I, THSEROT S BT g
HH B )

Table 8. Symmetry metric
* 8. MNEE

& U fLME Sig.
— o -0.099 0.276
BomRinE Cramer [f] V 0.099 0.276
BHREF TN 122
5. &5ig

T IR I AR B, S5 RARIR TR E AR B A AT ORI, I SRR A B
T A B KRS A R —— MR 5 BRI RA S SRR, IR SRR 2
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T, T SEBELE L (T R IS S e B R E .
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