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Abstract

With the rise of internet technology and social commerce models, social platforms represented by
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Douyin have profoundly transformed consumers’ decision-making paths, particularly significantly
impacting the trend-seeking college student demographic. This study takes the Douyin platform as
a case, integrates the Technology Acceptance Model (TAM) theory, constructs a theoretical model
from four dimensions—perceived usefulness, ease of use, entertainment, and risk, and proposes
research hypotheses. Based on empirical findings, it offers targeted recommendations for college
student consumers, apparel brands, and social commerce platforms, while reflecting on the study’s
limitations and future directions for improvement.
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Figure 1. TAM theoretical model
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Figure 2. A user consumption intention model for social e-commerce platforms based on TAM theory
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Table 3. The main ways for college students to purchase clothing products
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Table 4. Have college students ever bought clothes on Douyin?
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Table 5. The monthly cost of college students to buy clothing products in Douyin
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Table 6. Probability of purchase after browsing clothing products in Douyin
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Table 7. Reasons for choosing or wanting to buy clothing products in Douyin
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Table 8. Possible problems when purchasing clothing products in Douyin
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Table 9. Important factors for purchasing clothing products in Douyin
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Table 10. Reliability analysis of the formal survey
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Table 11. KMO and Bartlett inspection
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Table 12. Validation factor analysis fitting index results
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Table 13. Convergence validity analysis
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Table 14. Discriminant validity: Pearson correlation and AVE root value
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Table 15. Summary table of model regression coefficients
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Table 16. Research hypothesis verification results
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