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Abstract

As a typical platform for social e-commerce in China, the consumption model of KOL influencers on
Xiaohongshu has injected new vitality into the e-commerce field. This study focuses on the Xiaohongshu
platform and explores the impact of KOL influencers’ influencing behavior on consumers’ consumption
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paths in the e-commerce industry based on the theory of consumer behavior paths. By analyzing
the development status of KOL influencers on the Xiaohongshu platform from the five stages of “cog-
nition, interest, evaluation, purchase, and loyalty”, the role, influence, existing problems, and mar-
keting optimization strategies of KOL influencers on Xiaohongshu are examined. The goal is to pro-
vide targeted recommendations for e-commerce platforms and brands to better utilize KOL re-
sources to guide consumer behavior, enhance market competitiveness, and promote the healthy
development of the social e-commerce industry.
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Table 1. Differences between shelf e-commerce and social e-commerce.
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