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Abstract 

With the rise of various online social media such as Weibo and Xiaohongshu, many KOL 
s have gradually gained user attention and play different influence in the areas they are 
good at. This work we explore the reason why the market is launched and how KOL cater 
the need of consumer psychology. We discovered that KOL uses its own charm, 
credibility, or complementary to brand products, affecting the psychology of consumers. 
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1. Introduction 

Nowadays, the network is highly developed, and all kinds of social media platforms emerge in 
an endless stream. Therefore, different types of key opinion leaders have emerged, affecting 
people's consumption psychology from many aspects and forming a well-known "web celebrity 
economy". KOL is all called Key Opinion Leader, the key opinion leader, and is a marketing 
concept. Generally refers to people who have more, more professional and accurate product 
information, recognized and accepted by the majority of users, and easy to produce 
consumption and influence. As a crowd focusing on the mobile Internet, different KOL has 
unique personality attributes and content characteristics. Through the insight into its audience 
portrait, it can help brand marketing to explore more accurate business opportunities. 
Consumer psychology refers to the process of psychological characteristics and psychological 
activities displayed by consumers in consumer activities is to meet the desire. The reason why 
the market is launched is because the product or service caters to the consumer psychology of 
consumers. With the rise of various online social media such as Weibo and Xiaohongshu, many 
KOL s have gradually gained user attention and play different influence in the areas they are 
good at. At the same time, KOL uses its own charm, credibility, or complementary to brand 
products, affecting the psychology of buying. 

Today, when big data is becoming more and more prosperous, it has gradually developed into 
a trend. Many consumers will see whether KOL has recommended before buying, and the brand 
will also reverse adapt to the market for the response of KOL and consumers. 

2. Literature Review 

Most of the papers on this topic are conducted in the form of questionnaire and interview. In 
this way, it is convenient to collect and analyze data and present the data to readers, so as to 
more intuitively feel how key opinion leaders influence consumer psychology. 
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3. Method 

This study explores only the factors affecting the purchasing psychology and the influence of 
these consumers. On the basis of understanding these factors and ways, the brand can 
formulate targeted response strategies, suggest better brand image and establish a long-term 
friendly trust relationship with users, and help the product sales and response to stimulate the 
brand products to adapt to the market and better development. 

Decide to take the form of a questionnaire survey and refer to the AISAS model (attention, 
interest, search, action, sharing). [1] The way of influence is mainly divided into four categories: 
from KOL, from the brand itself, from the public evaluation, from different software 

3.1. The following influence approaches are currently determined as follows 

1.KOL’s personal charisma and professional abilities 

2. brand products have their own influence 

3. Mass evaluation of products 

4.KOL interacts with fans (will listen to fan advice, reply private messages, etc.) 

5. product promotions (such as KOL has discounts during product promotion) 

3.2. The questionnaire design is shown as follows: 

3.2.1. Personal screening category 

1. Do you use the TikTok or the Little Red Book? 

2. How often do you read TikTok or Little books? 

TikTok watches it once a day for three or four days 3. Is it your gender? 

4. would I ask you for your age? 

5. is you asking for your degree? 

3.2.2. Blogger's personal charm and professional abilities 

6. follows the product mentioned in the TikTok or Little red book meets my needs, and my 
desire to buy this product is stronger. 

7. The more focuses on the content the blogger releases like he (she) actually uses, the more 
intense I want to buy this product. 

8. I love the looks of the blogger, or charm, or figure, so am willing to buy the product he (she) 
recommended. 

9. I appreciate the professional skills of focused bloggers (take beauty bloggers, for example, If 
the blogger has learned beauty or often share it, I'd like to buy the product recommended by 
the blogger.)  

10. If the blogger looks similar to some situations (such as an outfit, Skin quality and yourself 
are very much like beauty bloggers, Learning goals and themselves are much like learning 
bloggers, etc.), I will believe more in the bloggers, Also supports what he (she) recommends. 

11. If each TikTok or little red book content is advertised, I won't go to buy the product he (she) 
recommended, At least not in his (her) that to buy the brand product of its own influence. 

12. focuses on the product released by bloggers or his brand itself is very influential, well-
known, I will consider buying it. 

13. I want to buy this brand products, will go to different bloggers on him. 

14. I like it (like its packaging, its quality, its brand concept and culture), I will want to buy it 
product promotion. 

15. Like bloggers in the TikTok or small red book mentioned products if there is a promotion, 
no matter not just need, I will buy it 16 like bloggers in TikTok or small red book mentioned 
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product link point can buy, I directly pay for 17. If the blogger in the comments below the 
forwarding lottery, the prize is his (her) recommended products, I will be involved 

3.2.3. Mass evaluation of the products 

18 I'll order comments below TikTok and Little Red Books where favorite bloggers posting 
recommended products. 

19 If Volkswagen reviews go against the blogger's recommendation, I will give up buying the 
product A. Yes, Not buying B. will consider again, Not necessarily going to give up C. or be willing 
to believe the blogger,  

3.2.4. Buy different software 

20. TikTok and Little Red Book, Which software do you prefer to see the product recommended 
for A. TikTok, Because the form of the video is easier to impress me with B. Little Red Book, I 
prefer to see good pictures and text C. as long as I like the blogger which software can D. TikTok 
and little red book can be. [2] 

3.3. Questionnaire results 

A total of 234 valid samples were obtained from this questionnaire 

 

Table 1. The Questions of the Questionnaire 
  Frequency Scale 

Whether TikTok use TikTok and Little Red Book 
Yes 203 86.75% 
No 31 13.25% 

I love the blogger's professional skills and will be 
willing to buy the recommended product 

Yes 222 94.87% 
No 12 5.13% 

If the blogger is similar to some cases, he would prefer 
to believe the blogger and support the products he 

recommends 

Yes 194 82.9% 

No 40 17.1% 

Pay attention to the products released by the blogger 
and the brand itself are influential and popular, so I will 

think about buying him. 

Yes 168 71.79% 

No 66 28.21% 

I want to buy this brand of products before I look for 
different bloggers about it 

Yes 138 58.97% 
No 96 41.03% 

The favorite bloggers mentioned in the release have 
promotional activities, and I will buy it whether it is 

just needed or not 

Yes 38 16.23% 

No 196 83.77% 

I'll click on comments below the TikTok and Little Red 
Books to see how VW reviews the product 

Yes 225 96.15% 
No 9 3.85% 

If the public evaluation goes against the blogger 
recommendation, I will give up buying the product 

Yes 62 26.49% 
No 172 73.51% 

TikTok and Little Red Book two software on which 
software you prefer to see product recommendations 

TikTok, in the video form 53 22.64% 
Little Red Book, picture form 181 77.36% 

 

4. Conclusion 

As shown in Table 1, the influence affecting people's consumer psychology can be classified as: 
KOL, from the brand itself, from the public evaluation, from different software. How to build a 
better brand image, open the market, to the brand construction response strategy suggestions 
are as follows: 

(1) Choose the right KOL and establish a long-term friendly partnership. Choose a right KOL 
and cooperate for a long-term, KOL binding with the brand, such as becoming a brand 
ambassador, can show the brand image well. (For example, the cooperative relationship 
between Li Jiaqi and domestic brand Huaxi ") Choosing long-term cooperation rather than a 
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short cooperation can enable users who focus on KOL to have a deeper understanding of brand 
products, resulting in purchase behavior. 

(2) Improve the brand's own influence, quality and business ability. The questionnaire showed 
that more than half of the people are more willing to choose well-known brands when buying 
products. This also gives the brand inspiration, a certain advertising investment, propaganda is 
necessary. The era of "wine fragrance is not afraid of deep alley" has passed, to pay attention to 
"publicity" and "quality" parallel, and improve the quality of the product. 

(3) When conducting hard publicity with KOL (e. g. video, photo release), also pay full attention 
to soft publicity (such as public evaluation). You can propose the comments below the reply 
content and drive the comments trend when working with the blogger. 

(4) Focus on the impact of KOL in different social software on consumer psychology. For 
example, when people recommend beauty products, they tend to see the beautiful pictures and 
descriptions in the Little Red Book software. 
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