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A Study on the Impact of KOS Characteristics on Consumer Purchase Intention

Yuging Xu Zhiwu Chen
School of Business, Hunan University of Technology

[Abstract] With the advent of social media and the networked era, consumers are increasingly valuing the
opinions and suggestions of others, and key opinion sellers, as influential and professional opinion leaders, their
characteristics may have a significant impact on consumer purchasing behavior. This article adopts grounded theory
and takes KOS Zhang Xiaohui, who has high sales capabilities, as an example to collect consumer evaluations
under her short videos through Python web scraping technology. NVivo20 is used for qualitative analysis.
Through in—depth analysis of a series of consumer comments and opinions, the article discovered multiple KOS
characteristics, including individual attributes such as professionalism, artistry, and sincerity, as well as
recommended content features such as customization and scarcity. These characteristics can not only directly affect
consumer recognition of products or services, but also indirectly shape consumer purchasing intentions and
behaviors. The SOR model explains how KOS features promote purchasing behavior by stimulating consumer
perception and influencing intrinsic mechanisms.The study provides strategies for enhancing personal
characteristics for KOS, which has practical guidance significance for enterprise social media marketing.
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