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Abstract 

As a rapidly growing marketing model, research on social media marketing has 
gradually increased. The research is classified according to the following three research 
characteristics: platform, influencer and audience. The platform aspect focuses on social 
media platform-related research, discussing the importance of the platform and its 
existing problems; the influencer aspect focuses on influencer characteristics and 
content characteristics; the audience aspect involves the audience's personality 
characteristics, behavior motivation and behavior intention. This article concludes with 
current research status and a future research agenda. 
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1. Introduction 

The data in the 44th "Statistical Report on Internet Development in China" of the China Internet 
Information Center (CNNIC) shows that as of June 2019, the number of Internet users reached 
854 million, and the Internet penetration rate reached 61.2%, an increase of 1.6 from the end 
of 2018 percentage point [1]. With the popularization of the Internet, the continuous 
development of Internet technology and users' social needs, Internet social platforms have 
gradually become an indispensable part of people's daily lives, and more and more diversified 
social products can meet users' personalized social needs. As of January 2020, Chinese social 
media users have reached 1.04 billion, with a penetration rate of 72%, which is much higher 
than the global 49%. At the same time, advertising expenditure on social media in China in 2019 
was US$14.09 billion, an increase of 20% over the previous year and the fastest growth among 
all advertising expenditure categories. 

Social media is widely used in marketing strategies. However, the adoption of social media 
alone cannot provide a competitive advantage for the brand for two reasons: firstly, almost 
everyone is using social media [2]; secondly, it is difficult for the brand to distinguish products 
technically [3]. Kupfer et al. believes that brands can strategically acquire other brands' social 
media networks [4]. Therefore, the brand can promote the brand through influencers who have 
a certain social network (that is, followers), thereby obtaining influencers’ social network, and 
transforming the attention of influencers into potential consumers of the brand, which is called 
social media marketing. Brands and influencers work together to increase brand exposure and 
influence consumers’ brand attitudes by communicating brand information to target audiences. 
In social media marketing, the social media platform, influencers, and participating users 
together determine the effectiveness of social media marketing. 
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2. Social media platform research 

The social media platform is a digital Web2.0 network platform that changes the way that 
people and organizations communicate and promotes information sharing, user content 
generation, and collaboration. In China, Weibo is the most representative social media platform, 
similar to Facebook, twitter, etc. Zheng et al. analyzed the background, service characteristics, 
operation mode and operation effect of Weibo, and demonstrated the epoch-making 
commercial value and social significance of "social media" [5]. Jiang et al. found that the limit of 
70 Chinese characters per Weibo article reduces the impact of terminal screen size on the user’s 
Weibo experience, so the experience of mobile Weibo may even be better than that of computer 
Weibo [6]. At the same time, Weibo has become the most widely used social media platform 
due to its openness and tolerance. However, there are still a large number of false and invalid 
information in Weibo. Only through continuous optimization and improvement can Sina Weibo 
be more authoritative and used by more people [7]. 

3. Social media influencer research  

Yuan et al. defines social media marketers as people who have a certain amount of social assets 
on social media such as Weibo and WeChat and can quickly realize them [19]. Schau et al. 
believes that unlike traditional celebrities, online celebrities can easily connect with followers 
because they share their personal lives and interact directly with their followers [8]. Knoll et al. 
believes that interaction may provide the illusion of a face-to-face relationship, which may 
make consumers more susceptible to social media influencer posts [9]. Social media influencers 
are considered accessible, credible, and intimate. Torres et al. researched through 
questionnaire surveys to verify the impact of social media influencers' attractiveness (including 
likeness and familiarity) and the consistency of online influencers and brands on consumer 
attitudes and purchase intentions [10]. 

From the perspective of Weibo content and topic types, Wei et al. established evaluation 
indicators for the Weibo content of ten influencers [11]. Using the method of class analysis and 
multi-factor virtual regression, they concluded that the microblog content of different types of 
influencers has significant differences in the distribution of vividness, knowledge, interaction 
and entertainment. At the same time, different types of influencers have different effects on the 
dissemination effect of the published information. Lu et al. conducted long-term observations 
on the Weibo account of well-known writer Zhang Xiaoxian on the Weibo platform, and found 
that the interaction between Zhang Xiaoxian and fans will have a positive impact on the stability 
and expansion of her fans [12]. After analyzing the relevant data of the auto company accounts 
on the Sina Weibo platform, Li et al. pointed out that auto companies need to highlight the 
personality and temperament of their brands in the operation of Weibo, and this difference can 
attract the attention of fans [13]. 

4. Social media user behavior research 

The motivation for users to use social media is to obtain and transmit information, and to get a 
personalized experience. After observing the following behaviors of Weibo users, Yuan et al. 
found that users can easily follow the celebrities or representatives in the fields they like or 
follow [14]. Yu et al. uses text mining technology to analyze user-generated content related to 
"Hi Tea" from social media platforms such as Weibo and WeChat, including important 
characteristics such as consumer gender ratio, geographic distribution, and media usage habits 
[15]. At the same time, it also verified that consumers have a closer psychological distance to 
the Internet celebrity group, and it is easier to establish a psychological connection with 
influencers and generate a sense of identity. Shan et al. explored the impact of consumer 
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influencer consistency on brand attitudes, brand participation, and purchase intentions in 
China’s dynamic social media environment, and examined the perceived motivation of social 
media influencers’ endorsement behavior, quasi-social identification with social media 
influencers, and the role in the endorsement process [16]. Hayes et al. uses social exchange 
theory to understand the expected value of any exchange between parties to obtain information 
[17]. Members of social networks exchange information for specific reasons, and this 
communication should be informal. Kim et al. believe that consumers’ perceptions, attitudes 
and behaviors as members of social networks have essentially different patterns when they 
give, deliver and seek product information [18]. Shareef et al. verified consumers' hedonic 
motivation, source distrust, self-concept, informality of information, and experience 
information through a questionnaire survey to influence consumers' attitudes towards 
Facebook advertising [16]. These are the driving forces for Facebook users (and potential 
consumers) to feel good about the product. 

5. Conclusion 

This study reviews past research on influencer marketing to find research gaps and pave the 
way for further research on influencer marketing strategies. Literature review results show 
that most research on influencer marketing was published in the past five years, and research 
on influencer marketing is still emerging. These studies use methods such as survey research, 
experimental design, content analysis or interviews. Currently, most relevant researches focus 
on the three aspects of social media platforms, influencers, and audiences, respectively 
discussing the importance and problems of platforms, the personal characteristics and content 
characteristics of influencers, and the personality characteristics and behavioral wishes of the 
audience. This study believes that the influencer marketing market is booming and has shown 
rapid growth in recent years. As the industry's specialization and influencer marketing become 
a widely implemented strategy, research on this topic is expected to expand further. 
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