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Abstract:

With the rapid development of information technology and the extensive use of electronic products, more
and more information promotion adopts the "online + offline™ double-channel mode. In the process of
information dissemination, the audience will consciously screen the information received to form a
personal information acceptance filter net, and the factors affecting the attitude of the audience in
information dissemination become more and more complex. This paper analyzes the influencing factors
of audience resistance threshold of network information, and controls the key influencing factors of
dimension reduction by measuring and analyzing. Through research, it is found that subjective factors
have more obvious influence on the audience resistance threshold in the process of network information
dissemination, and the threshold range is controlled through effective marketing means, in order to
achieve the good effect of the information recipients into disseminator, save the promotion cost and
improve the effect of network information dissemination.
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I. INTRODUCTION

In recent years, for the process of user communication information research, more around the user
internal motivation and external factors, such as Zheng Jiaoliang selected time cost[1], entertainment,
system quality, social interaction, perceived value, satisfaction and participation intention seven potential
variables, the time cost, entertainment, system quality, social interaction as an independent variable, build
the user to participate in mobile social network platform research model. According to the study of Hu
Changying et al[2], the motivation of users to forward is mainly: entertainment motivation, self-realization
motivation, environmental monitoring motivation and interpersonal motivation. Wang Feifei pointed out
that there are significant differences in user information sharing motivation for different personality
traits.[3]

Social media promotes forwarding and sharing behavior in social networks.- -Some scholars have
summarized several factors affecting the diffusion of social media information: content-related functions,
users and network characteristics (social capital cognition, prestige and homogeneity.[4] mainly studies the
characteristics of information itself and the impact of personal psychological needs on information
dissemination, which focuses on the relationship between sources and accommodation, but lack of
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information communicators and the influence of this dynamic communication on the effect of information
communication. From the perspective of mobile search, for example, Zhang Yaming et al[5], based on the
information of microblog platform, summarized the factors from the perspective of media richness, content
characteristics, source characteristics and personal transfer engine, and studied the influencing factors of
forwarding willingness. It is concluded that the individual user transfer engine is affected by three external
factors: media, content and source, and the transfer engine plays a partial intermediary role for the
variables of external factors, which generates the intention to forward commercial information
comprehensively, but the exploration of external factors is not clearly explained.

Based on the relationship between information characteristics and communication, this paper will
analyze the influencing factors of audience resistance threshold of network information, measure the

distribution of audience resistance threshold, and control the key influencing factors of dimension
reduction. Verifying social relationships affects people’s attitudes to the information received.

1. EXPERIMENTAL DESIGN

2.1 Study hypotheses:

Considering that people are influenced by many factors and to varying degrees in the process of
information dissemination, the following assumptions are designed layer by layer.

H1: The transmission effect is influenced by personal factors, social relationship factors and objective
factors.

Based on the hypothesis, a model of hypothesis was constructed as shown in Figl.

Fig 1: Multifactorial influence hypothesis model of information transmission attitude

H2: Under the influence of social factors, people have a more positive attitude towards spreading
information. (Comparing experiments between groups A and B)
H3: Different social relations and different degree of information filtering promote different
communication attitudes.
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2.2 Variable design
According to the research objectives, variables were designed, as shown in Table 1 and Table 2.

Table 1 Independent variable design
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Table 2: The dependent variable design
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ropagation accessibility 0 read
sffegtg( valid interaction 1 Thumup, collection, reward
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I11. PRE-PROCESSING

3.1 Sample size determination

The total N number of the experiment was 897 million mobile Internet users in China[6]Given the
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knowledge of the variation of the index, and the maximum variation of the survey attitude ratio is P=0.2
(the value of Y), estimate P at 0.05 at 95.45 confidence (0.05 £ 0.05) z=1.96:

Table 3 Sample size determination

N P z r Deff n, N3 n
eight 0.2 1.96 0.7175 1 246 246 334
hundred and
ninety-seven
million

Where, “r” is the mean of the empirical values in table3.

Therefore, no less than 334 samples were drawn from the two groups, and a total of no less than 668
samples were drawn.

3.2 Sample size acquisition

In groups A and B, 385 questionnaires were collected to sort out and clean up the data of different
social relations. Finally, 215 valid questionnaires were reached. Clone Bach reached 0.796 in the reliability
test, and the scale title in the validity test was also passed. The man-to-female ratio is 4:6, and the age
concentration is distributed between 20 and 49 years.

IV. AUDIENCE RESISTANCE THRESHOLOD MEASURE OF NETWORK INFORMATION

4.1 Selection of key factors and equation construction

4.1.1 factor analysis

The scale was factor analyzed by the statistical software SPSS to prepare for the subsequent
verification of the reasonable division of each dimension. The samples were tested for KMO and Bartley
sphere with a KMO value of 0.787 and P of O(Table 4), indicating that the scale within this questionnaire is
suitable for exploratory factor analysis.

Table 4 KMO and Bartlett tests

Number of KMO sampling 787

Bartlett spherical test Approximate chi square 826.911
free degree 105
CONSPiCUOUSNESS .000

The principle of variance maximization was used to cluster all indicators. The load height of each

factor in the rotating factor load matrix was classified, and the eigenvalues of the common factor in the
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cluster were greater than 1 were extracted, as shown in the following Table 5. Finally, the number of
effective factors was 5, and 15 questionnaire items were formed. The cumulative contribution rate of factor
variance was 62.35%, which met the statistical significance, and the effect of this factor extraction was
reasonable. Combining the purpose of this study and the actual meaning of each project, it was named
"social factors”, "information factor 1", "information factor 2", "personal factors™ and "subjective factors".

Table 5: Factor analysis of the questionnaire

factor title factor loading Acgumglated
contribution rate
social 7 0.584-0.741 21.33%
factors
Information 3 0.659-0.758 34.493%
factor 1
Information 2 0.671-0.746 44.74%
factor 2
pfersona' 2 0.645-0.873 54.066%
actors
manner 1 0.793 62.35%

When considering the actual questionnaire design, information from different sources of social
relations was simulated to collect data, information factors 1 and information factor 2 were integrated into
social and information factors, and social factors, social and information factors, personal factors and
attitudes were selected for model construction.

4.1.2 Equation construction

The equation of the measurement model is expressed as follows, where the first 15 equations are the
measurement model of endogenous potential termand the 16th is the measurement model of extrinsic
potential term.

When the information content is irrelevant to you =f (social factor, e5)

When the information content is inaccurate =f (social factors, e4)

When the information title is not attractive =f (social factor, e3)

When the information is incomplete =f (social factors, el)

When the abstract does not attract attention =f (social factors, e6)

When the information content is true and accurate =f (Social and information factors, e13)

When information is complete and coherent =f (social and information factors, €12)

Your age =f (personal factor, el14)

Number of your favorite instant messaging software friends =f (personal factor, e31)

Average monthly income =f (personal factor, e10)

Forward to others =f (Attitude, e20)

Forward to Group =f (Attitude, e21)
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Forward to Moments =f (Attitude, e22)

Thumtip or comment =f (attitude, e29)

Read Only No Forward =f (Attitude, €30)

Attitude =f (social factors, social and information factors, personal factors, e26)

There is no correlation between the measured random variation term and the error term.[7]

4.2 Model fit degree analysis

CMIN / DF (chi-square degree of freedom ratio), GFI (goodness of fit index), CFI (Comparative fitting
index), NFI (standard fitting index), IFI (increasing fitting index), TLI (Tucker-Lewis index) and RMSEA
(approximate root mean square error) of the test model were selected [8]. According to existing studies,
CMIN / DF should be below 5, preferably below 3 or 2; GFI, NFI, IFI, TLI and CFI should be greater than
0.90, the closer to 1, the better; RMSEA should be less than 0.05, better closer to 0, .Table 6 shows that all
the modified fit indicators, except IFI, which is about 0.8, meet the statistical requirements and have good
adaptation.

Table 6 Table of various fitting indicators of the model

metric CMIN/ oey RMR NI IR Tl crl RMSE
DF A

Good A3 >090 <005 >090 =090 >0.90 =090 0

adaptation

Reasomable s 5070 <008 >08 08 08 =08 <005

adaptation

This model 1480 0929 0.065 0.811 0.772 0913 0.928 0.047
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Fig 2: Multifactorial influence diagram of network information transmission
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Data on social factors were derived from the questionnaire asking respondents about their attitudes
towards disseminating information when receiving information about different social relationships.
Information depends on the condition that the content has nothing to do with users, is inaccurate and not
attractive. It eliminates the characteristics of information and mainly considers the factors of social
relations, while the social and information factors, and the characteristics of information are added under
different social relationship conditions.

4.3 Relations analysis of the influencing factors of network information transmission

4.3.1 Hypothesis test and path analysis affecting information transmission

Table 7 shows the list of the path coefficient between the variables and the corresponding p-value
statistics. Shown by Fig2, three paths, passed by significance test. The three paths are the influence of
personal factors, social factors and information factors on attitude. The comparison found that when only
personal characteristics and social factors existed, the attitude influence on information was small. When
social relationships are combined with information characteristics, attitude effects on information is more
significant.

Table 7 Hypotheses and significance tests

Standardization standard critical

hypothesis coefficient error value P result
personal L N
manner  <--- factors 0.23 0.03 2.143 0.032 Positive effect results were significant
manner  <--- fsai%ils 029 0.029 2371 0.018 Positive effect results were significant
Society and
manner <--- Information 0.475  0.09 2.368 0.018 Positive effect results were significant
factors

4.3.2 Impact analysis of latent variables

Table 8. Analysis of the effects of the latent variables

Standardization standard critical

way coefficient error value P
social factors
When the information is social
incomplete and <--- ; 0.668 0.12 8.774 ekl
) actors
incoherent
V_\/he_n the mform_atlon <. social 0.762 0.105 9.75 ..
title is not attractive factors
When th_e !nformatlon <. social 0.758
content is inaccurate factors
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When the information

content is irrelevant to <--- social 0.605 0.104 7.999 faalad
you factors
When the abstrag:t does o social 0.537 0.105 7109 o
not attract attention factors

manner
Forward to group <--- manner 0.375 0.509 2.756  0.006
Forward to circle of <om manner 0.52 0.664 3.025  0.002
friends
Read only and not <ee manner -0.736 0781 -3.122 0.002
forward
Forward to others <--- manner 0.396 0.551 2.81 0.005
thumb up collection tips .. manner 0.26

or comments

Social and information factors

. L Social and
When the information is .. nformation 0.405
complete and coherent
factors
When the information Social and
content is true and <--- information 0.728 0.81 2.411 0.016
accurate factors
personal factors
Monthly average income = <--- personal 0.94 1.39 3.862 falekal
factors
Your age <--- personal 0.602
factors
The number of friends
you most commo_nly use  _ personal 0.304 0.155 4.048 e
in instant messaging factors

software

Through the Table 8 analysis, we can know that:

(1) Among the observation variables that affect social factors, part of the nature of the information is
excluded, and the investigators give three-level attitude feedback on whether to read, interact (likes,
collection, tips and comments )and forwarding (individual, group, circle of friends) according to the
information sent by social relations. When excluding the information of integrity, title attraction, accurate
information content, information correlation and information attraction, the standardization coefficient of
information from social relations on people's attitude towards information is in the range of 0.537-0.762,
which has a significant positive effect. Therefore, it is learned that when social relations exist and in the
face of complex network information, people will ignore the characteristics of information to some extent,
S0 as to open their own information "filter" to read, interact and forward information. At the same time, the
influence of personal factors on attitude needs to collect privacy issues such as their age, friends and
average monthly income. From the perspective of social relations, they pay attention to information
exchange and the relationship with others. The privacy is low, and people are more willing to share
information with their social relations.
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(2) Among the observation variables that affect attitude, forwarding to the circle of friends is the most
positive and significant factor compared to others and groups, indicating to a certain extent that people
tend to communicate more indirectly when they reprocess information after reaching them. However, the
value of only reading without forwarding is negative, which may indicate that it is difficult for people to
refuse the information sent from social relations, and they choose to interact or forward the information
again.

(3) In the face of complete, coherent, truthful and accurate information from social relations, it has a
strong impact on people's attitudes towards reading, interaction and forwarding. The communication
attitude is more influenced by individual factors than social factors.

V. COMPARATIVE ANALYSIS OF SUBJECTIVE AND OBJECTIVE FACTORS

5.1 Control design of subjective and objective factors

In order to discuss the influence of various factors including and excluding social relations on
information transmission. According to the original questionnaire containing social relations, the content of
social relations was excluded. Group A formed the subjective information group of social relations, and
group B excluded the objective information group of social relations.

For the questionnaire reliability validity test, the KMO value was 0.805, which is higher than 0.8,
indicating high validity. In addition, the corresponding relationship between items and factors is basically
consistent with the study expectations and good validity; the lowest common value was 0.494, higher than
0.4, and no delete items are required. Overall, the validity of this questionnaire is reasonable.

Want to compare the questionnaire with the information mainly influenced by objective factors and the
questionnaire mainly influenced by human subjective factors. Considering the differences in the
questionnaire design of the two sides, we choose spss for exploratory factor analysis and classify the
internal factors of the questionnaire. The scale was factor analyzed by the statistical software SPSS to
prepare for the subsequent verification of the reasonable division of each dimension. The KMO and
Bartley spherical tests were performed for the samples, and the KMO values and P-values of the two
questionnaires are shown in Table 9, indicating that the scale within this questionnaire is suitable for
exploratory factor analysis.

Table 9. KMO and Bartlett tests

objective subjectivity

Number of KMO sampling 0.847 0.888
Bartlett spherical ~ conspicuousness 0 0
test

The variance maximization principle was used to cluster all indicators, and the load height of each
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factor in the rotating factor load matrix was classified, and the eigenvalues of the common factor greater
than 1 were extracted, as shown in the following figure, and the final number of effective factors was 4 and
5 respectively, which is reasonable.Considering the purpose of this study and the actual meaning of each
project, the objective factor questionnaire is named "media use", "information factor”, "attitude™ and
"personal factor"; the subjective factor questionnaire is named "media use", "information factor", "attitude",
"personal factor" and "social relations".

5.2 Difference analysis of subjective and objective data
The differences between objective and subjective factors were compared, that is, spss used paired
sample T test to find whether subjective and objective factors have obvious differences in information

transmission in the three dimensions of information factors, attitude and social relations.

Table 10. Results of the table-paired T-test

Paired .
. d Sig.(Dou
Slfferenc t £ ble tail)
Difference
mean standard  Standar value: 95%
deviation derror Confidence
interval
lower superio
limit  rlimit
. Subjective not -0. 3
Pal " forwarding-objective not 002597 059891 00305 008 00340 on g 595
ril . 2 599 4
forwarding 1 4
. Subjective business 1
Pal - burce-objective business 027586 131603 01221 0033 45009 22 7 006
r2 9 83 58
source 5
. .. .. 2
Pai Subjective Words-Objective -0.01 0.2086 1.6
r3  Words 0.096 0.90446 0.0572 666 6 78 g 0.095

As shown in the Table 10, when only information comes from commercial sources, information
containing social relations and information not considering social relations, with a P value of 0.02 less than
0.05. Therefore, the transmission effect of network information is further analyzed according to different
social relations.

V1. AUDIEVCE RESISTANCE THRESHOLD CONTROL OF NETWORK INFORMATION

Through the analysis of the resistance threshold measure of the network information, it is confirmed
that the factors affecting the attitude of the audience information dissemination are complex,
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multidimensional and joint, and the subjective factors have a more obvious influence on the audience
resistance threshold in the process of the network information dissemination.

A‘ l
e

~

Fig. 3: propagation effect when information title is attracted

.

Fig. 4: propagation effect when information title is not attracted

Figure 3. In the case of attractive information, the communication effect approaches to 2 (forwarding
behavior), the more the social relationship tends to R e 13, and the more the age tends to A ge 2. This
shows that when friends send attractive information, people aged 20-29 tend to be more active in
communication reactions. The closer the communication effect is to-2 (reporting, shielding, shielding), the
closer the social relationship is to R e 14, the closer the age is to A ge 5, which shows that people over 50
years old tend to take a more negative way to deal with attractive messages sent by strangers. Age 20-29 of
all ages tend to give a more positive treatment to messages with attractive headlines, and those under 19
and over 50.In social relations, users are more willing to give positive ways to handle the messages sent
from R e 2, Re5and R e 13 interpersonal relationships.

Figure 4 is formed under the influence of three variables of communication effect in age-social
relationship-when the information title is not attractive. When the information title is not attractive, the
overall treatment is negative with almost no positive communication reaction, which shows that the feature
of information title attraction is very important for the communication effect. Age is also 20-29,
information tends to be more positive. R e 8 and R e 13 relationships will have a more positive approach.
To sum up, we shows that the attraction of information title has a great impact on the effect of information
dissemination, and the interpersonal relationship of friends will promote the audience to make a positive

response under different objective attributes.
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Dssemination effact when information IS relevant
Sl ~3

Fig 5: Transmission effect when information is related to oneself

.- J"i '« l

A

Fig 6: Transmission effect when information is not related to oneself

As we can see in Figure 5, audiences of different professions should report and close the different
social relations with communicators; give up reading, click on reading; like, collect and comment; forward
these five main communication attitude reactions. When the transmission effect is positive (score greater
than 0), occupations tend to O ¢ 1, O ¢ 2 and O c 8; social relations tend to Re 5, R e 8 and R e
13.government officials and productive enterprises are more likely to make positive responses to messages
from their superiors, partners and friends.

Figure 6 is formed under the influence of three variables of transmission effect when
occupational-social relationship-information is irrelevant. When information is not correlated with them,
the overall response of users is more negative, but there are still some neutral or even positive reactions.
Therefore, information correlation has a certain impact on the effect of information transmission, but it is
not decisive. O ¢ 2, 0 ¢ 7, and O ¢ 12 are also willing to actively process information that is not related to
them. The information from R e 3, R e 12 and R e 13 social relations is easier to get positive processing.
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‘ ;
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Fig 7: Communication effect of information from commercial sources

Figure 7 shows that information is sent from a commercial channel, audiences of different ages will
report and block the different interpersonal relationship between communicators and themselves; give up
reading, click reading, like, collect and comment; forward these five main communication attitudes.
Therefore, when business information comes from strangers, parents, children and other relatives, the
transmission effect is poor, among which strangers have the lowest transmission effect. The
communication effect from working relationship and school relationship is good, and the effect from
superiors and superiors is the best, with the effect of click reading; praise, collection and comment. Among
them, under the age of 39, they have more attitudes towards likes, collections and comments.

VII. Conclusion

7.1 The influence of interpersonal relationship on the effect of information transmission presents
different characteristics in different ages.

Social relations have a significant impact on people's handling of the received information, clear the
social relations of users, advertising, tweets from social relations for scene design, humanized marketing,
moving with emotion. It is beneficial for information publishers to change their information processing
attitude in the face of user information fatigue or in the filtering of information because of social relations.

7.2 It is difficult to spread the information from commercial sources to high-affinity social relations.

Data analysis results show that when business information comes from strangers and their relatives, the
transmission effect is poor, among which strangers have the lowest transmission effect. The
communication effect from working relationship and school relationship is good, and the effect from
superiors and superiors is the best, with the effect of click reading; praise, collection and comment.
Enterprises should encourage users to forward commercial information in the working circle and university
groups.

When information is a source of business, social relations show a strong positive role in information
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dissemination. This is because the information from commercial sources lacks the attraction of content,
and the communication of social relations will bring emotional trust to the audience, so that more
audiences can bring stronger positive communication effect to the information.

When information is not a commercial source, social relations have little influence in the process of
information dissemination. The objective factors of information such as the number of information and
information content are higher than subjective factors in social relations.

Business source attribute of information in the process of transmission, different interpersonal
communicators information from the audience response, parents and children because too close, the
audience in this kind of interpersonal communicators received this information, is often ignored,
transmission effect is poor, strangers business source attribute of information audience is mostly negative
transmission effect, transmission effect is the worst in many relationships. Among them, the information
from the superior and level interpersonal relationship is the best, because the working relationship is
relatively subtle. The blessing of the working relationship makes the information exchange between each
other very serious, and it will be a positive reaction to the information received.

7.3 Most people will choose to open up the messages from close social relationships

No matter how the objective properties of information, in the face of different intimate relationship
information communication channels, close social relationship message more easily Datong
communication threshold, when only need to improve visibility, do not need to live forwarding behavior,
enterprises can through interpersonal marketing, set up special forward blessing, etc., promote intimate
information between forward, improve information exposure.
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