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Abstract

This research aimed to: 1) study the use of new media for communicating and
disseminating fashion culture in China, 2) study the content for disseminating fashion
culture in China, and 3) develop a model and management guidelines for disseminating
fashion culture in China. This study employed a mixed-methods research approach.
Quantitative data were collected from 400 fashion consumers in Zhejiang Province
using questionnaires. Data were analyzed using descriptive statistics and correlation
analysis. Qualitative data were collected through in-depth interviews with eight
entrepreneurs and experts in fashion companies and analyzed using content analysis.

The research findings revealed that: 1) The use of new media for disseminating
fashion culture had a statistically significant positive relationship with acceptance,
particularly regarding content quality, presentation style, platform communication
capability, and user engagement, where user engagement played a vital role in
empowering content to influence acceptance. 2) Effective dissemination of content
must integrate diversity, align with cultural contexts, and communicate via advanced
digital technologies, including VR, AR, and Al, to create positive experiences and
stimulate deep engagement. 3) Appropriate management models and guidelines
should focus on developing creative dissemination strategies, strengthening
technological infrastructure, and elevating cultural values to build credibility and

coverage in both practical and academic contexts.
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