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Abstract. Under the mode of SoLoMo, more and more enterprises and merchants spread marketing
information through WeChat. At this time, consumers are not only recipients of information, but
also distributors of information. However, at present, most enterprises ignore the character of
consumer as an information sharer and fail to consider how to influence more consumers through
the “circle of friends”. Based on interpersonal attraction theory, this paper divides WeChat friends’
characteristics into three dimensions: similarity, familiarity and reciprocity, and discusses the
influence process of WeChat friends’ characteristics on consumer sharing intention based on SOR
theory model. The results show that WeChat friends’ characteristics (similarity, familiarity and
reciprocity) have a positive impact on consumer sharing intention, in which perceived value plays a
mediating role. Perceived risk only plays a mediating role in the characteristics of familiarity and
reciprocity, and has a negative impact on consumer sharing intention. Therefore, enterprises and
merchants can take WeChat friends’ characteristics as the clue to develop WeChat marketing
strategy, so as to achieve more extensive and effective dissemination of information.
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