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[Abstract]

With the rapid development of social media, KOL(Key Opinion Leader) marketing is playing an
increasingly important role in Chinese SNS. The purpose of this study is to investigate the mechanisms
by which KOL characteristics(Professionalism, Recognition, Involvement and Interactivity) influence
consumers' purchase intention in Chinese SNS, with a focus on analysing the moderating role of
product type(Fashion and Daily Necessities) in this process. In this study, the questionnaire method was
used to collect data from the Chinese sample and to analyse the data. The results of the analyses show
that KOL's professionalism, popularity, product involvement, and interactivity —significantly affect
consumers' purchase intention in China. However, product type reduces the influence of KOL's
awareness and product involvement on purchase intention, especially for clothing items. This study will
provide a theoretical basis and practical guidance for KOL marketing practices on Chinese SNS, helping

brands to better select KOLs, formulate marketing strategies, and improve marketing effectiveness.
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I. Introduction
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II. Preliminaries

1. KOL Characteristics and Purchase Intention
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2. KOL Characteristics,
Product Type
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III. The Proposed Scheme

1. Research Data
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Table 1. Characteristics of Respondents

Category Subcategory Frequency %
Gender Male 205 492
Female 212 50.8

0-19 61 14.6

20-29 166 39.8

Age 30-39 123 295
40-49 37 8.9

Over 50 30 7.2

Student 80 19.2

Employee 199 47.7

occupation Business Owner 80 19.2
Civil Servant 38 9.1

Others 20 4.8

Less than 1 year 30 7.2

Usage 1-2 vyears 27 6.5
Period 2-3 vyears 77 18.5
3-5 years 111 26.2

More than 5 years 172 412

0-100 62 14.9

;"V"e:targi 101-300 88 211
Spending 301-600 110 264
(Last 601-1000 94 225
Year) 1001-2000 37 8.9
Over 2001 26 6.2

2. Operational Definition of Variables
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Table 2. Previous Studies

Variable

Item

Source

This KOLs have relevant
knowledge in their field (e.g.,
product types, brands, related
terms, product attributes, and

pricing).

Profess

This KOL has expertise in their
field.

ionality

This KOL has leadership in their
field.

This KOLs have specialized
training in their field.

This KOLs have a wealth of
hands-on experience in their
field.

Meng
(2012)

nition

This KOL has a dominant and
influential position in their field.

Recog

This KOL has a good reputation
in the community.

this KOLs are people who are
publicly known on a social
platform or network.

Huang,
and
Koo(2021)

KOL
Chara
cterist

ics

ment

this KOLs usually follow the
product very closely.

This KOL is usually a big fan of
the product.

Involve

You can see that this type of
product is very important to this
KOL.

You can sense that your type of
product is appealing to this KOL.

You can see that this type of
product is valuable to this KOL.

You can tell that this KOL has
put a lot of thought into this type
of product.

Meng
(2012)

IV. Results

1. Reliability and Validity of Measurements

2 As B4 =45 29T v 2 Q019 B
a5l Hsll SPSSE &gt BN QQlR
(Exploratory Factor Analysis, EFA)S 488519 ct. tf
= Aes g A, AR =, AlEdole, oA,
Ao 9= W49 ARlE2 WA ditd(Internal
Consistency)& &3l Z7=%It}. & 21 719 == o4
olg9] #xof wet 57j12] QQlog J/dEQlen, olF &
0lo] & BAF MAYg-L 73.777%= UEFIC Cronbach’s
alphag o|-8¢t A1=]’d 24 22h= Table 3.0 AAJet v
o 2ol Ad(a=.897), AX=(a=.869), A& (o
=.907), A5 AH24(0=.886), F0f 9] = (0=.882). 2= 1/
7fdollAl Cronbach's Alpha o] 0.7 oj4fo.2 LR,
= WA g ARl =rt 5= B HIAEOA
KMO Z5& 0.9160]H, Bartlett 2+ 5270.588(p<0.001)=
LEPGT o] 25 7ligo] Aeleh2 UEiH, $4 {1
gt Ado] EASEAL w2 BHd/dE Eelth

oz O_O,.lﬁ 1% HJ[O

Table 3. Factor Analysis Results

tivity

This KOL always responds
positively to netizens' questions
or comments.

Interac

Netizens will react positively or
comment on the topic started
by this KOL.

this KOLs often engage with
netizens on the internet about a
specific product area.

this KOLs are always quick to
respond to netizens' questions
or comments.

Meng
(2012)

Purchase
Intention

This KOL's recommendation
gave us a three-dimensional
view of the product information.

This KOL's recommendation
helped me in my product
purchase decision.

This KOL's recommendation
sparked a desire to buy the
product.

Konuk
(2018)
[18]

Component Comm
1 2 3 4 5) unality
Professionalityl| .778 698
Professionality?2 | .803 714
Professionality3| .813 694
Professionality4d | .810 718
Professionality5 | .809 732
Recognition1 .840 800
Recognition2 837 776
Recognition3 .847 801
Involvement1 .785 674
Involvement2 811 .706
Involvement3 797 701
Involvement4 765 684
Involvement5 777 675
Involvementé 783 .689
Interactivity1 797 752
Interactivity2 811 745
Interactivity3 .804 737
Interactivity4 839 767
Purchase
Intention1 848 824
Purchase
Intention2 824 791
Purchase
Intention3 856 817
Variance
Explained(%) 19.658 | 17.066 | 14257 | 11415 | 11.382
Cumulative | 19 ioq | 30724 | 50981 | 62396 | 73777
Variance(%)
Cronbach’s Alpha | .897 | .869 | .907 | .886 | .882
KMO(kaiser-Meyer-0lkin)=0.916
Bartlett's Test of Sphericity=5270.588
Degrees of Freedom = 210
Significance Probability = 0.000
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2. Hypothesis test

M A5E ol E5UaE Ul Qs AAsh, =
FHeE KOL 5491 AIXE, A4, Algdol, =
AedE 2T g 23S S0
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74 1(H1), 714 2(H2), 714 3(H3), 71’4 4(H4) 2% &
AR o=z [ojulst Auts Hof A= qict

Table 4. Multiple Regression Analysis Results

Model |Unstandardized | Standardiz| t |p-va | Collinearity
Coefficient ed lue | Statistics
Coefficient
B | Standard | Standard Toler | VIF
Error Error ance
Constant
(Intercept) A77 303 1572 117
Professi 004 1329
onality 152 .052 142 2922\ " | 752
R i 1.287
o9 g9 | 051 | ase |33s| 0N g7
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Involve 000 1.360
ment 252 .060 .208 4239\ | 735
Interacti 000 1.362
) 217 .054 197 4020 734
vity * Kk
R=520 R-Squared (R?)=.270 S RA|5=263
Durbin-Watson=2.038 F=38.139 p=0.000
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Table 5. The moderating effect of product type

Variable B B t-value
Professionality(® 394 364 4 .659**x
Product Type 592 216 983
®=Product Type -.155 -.275 -1.251
Recognition® 505 474 6.465%*x
Product Type 941 .343 1.668
@*Product Type -.247 -442 -2.107*x*
Involvement® 600 A77 6.172%%x*
Product Type 1.312 478 2.024xx
@=Product Type -.329 -.569 -2.370%*x*
Interactivity@ A16 377 4.960%**
Product Type 157 057 .255
@=Product Type -.063 -.114 -.507

*x< 05, **x< 01
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Fig. 2. The moderating effect of product type
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