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Abstract

In the era of social e-commerce, influencer promotion has become an important marketing strategy
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for brands. The core of this strategy lies in achieving commercial dissemination effects through the
form of sharing real experiences. “Authenticity” thus becomes a marketing resource that is meticu-
lously produced and traded. This study uses the Xiaohongshu platform as a case study to explore
the marketing logic and trust transformation mechanism of influencer promotion. It is found that
at the back-end production level, brand owners achieve mass penetration through cost decomposi-
tion, and calculation rules provide visibility space for influencer content. Standardized industrial
chains incorporate authenticity into industrial production. At the front-end performance level, in-
fluencer bloggers complete their performances through strategies such as situational narrative and
emotional labor, constructing a perception of audience value similarity to activate trust. However,
excessive commercialization is eroding this trust foundation. This research aims to reveal the com-
plete process of “authenticity” commercialization and propose platform governance suggestions, with
the hope of providing a reference for the healthy development of the content ecosystem of social e-
commerce.
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