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WFFE4R T 0B E {37 ( psychological targeting ) fY HE 2P | BIER AL 55 F P 00 BRARHAEAH DG IE A9 9 25 B 68 14
iR FE P )RR T 7 00 I o, 0 3 o R A A AR ] O BRRRAIE R4 T 1) 100 IR A% 47 , ok =2 oA << o0 BER 8 A
( psychological persuasion) ™', 4 F PSRN B 5 F O A A — 1 I 68 PGB g 7 e v 7 1Y
DA TR Al 2 100 25 2 i 1 3 R AT 9 S P 5 | O 7 A TR R X R i 5 | A ST O B2 B R AR
“REARLPE Y 51 57 ( The similarity-attraction model ) ™ A A0 B2 i 28 Y B9 LS 2 — | X FIR A B 4R
AT 2 5 B AL AKS S I A At A BT 51 SR, AR B I 5 RS i T A BR 3 A
J5 kel I TOF G LU L5 I AL #E A1 )8 &R 42 (information system) , Horf {5 B R G & 4
B4 107 FH 8 00 D) MR B o TR AL SRR ISR A S el T 9 A G o 4k S8 AR T 7 i B A P A R R
W —FPHEAEAT Ry o PRI , ARRLI: I 75 A5 2R 6% A7 00 14 e P P W S 1 7™ i 1) BRAIL A

F AT UL 3 AL R A 2 [ A B A e [] 22 Ak BT T S 1 A R B B W | D O i
55— B AU I 5 | 2 1 ok FH P S e e = BT = 552 i g 3 P e 3R AT 52 ) 3 A R SR
BRI, A5G P P SRR T 32 AR T A 1 A B I 8 D30 R I 3, 3kt o R 22 i it
5 SMIs BRG AT AASALE B B9RZOURK o DS LY A BER U, i 7 25 4RI 28 55 1 B 7 i XUAG
ARAT B, DA IORS o b 52 907 R AIE 5 [R] A AR BEOREBL A W 5 TR A ) P P i ) T-9A S A 2 ORI
HE R WA A C AL, BT XN E , S S SMIs FHZE 5 108 B RIS AR BE A 2R 15
A B s AR

(D) ERMEAT . ANERS# B B AR B SaEE

TE AN SCETF 2k i ad | 2 DLt BB SR A 1A S e ) B ANTEAE B AR R R i AR, R
T, P B B 5 BB B BB R A, AT BEE o 78 AN W e 5 5 1 98 205 R A1 25 33 R 10 2 58 5
TR, TERAAGHERAR , B I A A o (] 2R, X 32 A 015 8 2 i 5 i it BRI e, i 7%
LR, A W BN N A SN T AR T IR A B A A R, S
1% 52 358 L AUl )RR AS DX T B 3 1 748 5, A2 AR 52 i 5 A 00 2R e\ 48U 1 P 75 A, i AT
DU GG AP RS B RESE 2 o bR s | P 8l A

BE A F 3l ELI R0 TR A K e ARFE A& 264 58 7 5 R AT YRS S Ak 52 & 2 8 R Z BN AR T
o VLB, ok B Ay 2d X AR TS DX I Xk XS5 A ] 450 358 A e = sk ] SR PR AR R R A, 4E
FERKBEWERA T, FEAE B sl piA 5 S0k, 18 3 5 0 P 22 18] RE % 8 i 2 o 4 S i e i 1) 1



TR N e 127k B Lo TR DU RE TRk FH P 0 0 2 1 Bty K6 R D vy S e K] 3% 0 7 - 81 -

5 H gl IR T T A k) BT 15 A RE B, FRATTAY TS R B T R A 52 e
8 RSB R HOS P B S A Ok R IR MR A R L 26 b SRR B R ZERL T A 2
IE%EF'E/‘J“J(EJ: E/‘J lgﬁﬁij\” ﬂl%( stranger on the train) [42] . Eﬂ ?E?ﬁﬁt*ﬂﬂﬂi@%fﬂ;ﬂﬁi{ﬁ E’:] “ Kﬁﬁi
N7 BETTIA R AT LJCKE PO TR AR B 8L 122 48 B 2 JE 40 s 1) B0 B A= N7 3 ol 3 R I g 0 5 1L 3B i
SR B AC U B A, g IR S g S E AT BT A ST AR g JRRT R UL B A N 2 T Y
$OUCEL ) IEAE BB A AR B B 2 1R T A PO U R AR R ok A R R A I
2 X iR AL S B AR

e U F 4 1 2 A T A 0 B R A% B A A 52 AR i 4 22 22 78 (Para-social Interac-
tion, PST) BIg A e RBUE 3, “ AL &30 WAk Jeab &1 ol Ak 2 13h il #lea 5K
BEAIIR R T 1956 AE52 M, FHISRAlR A ™ 1 DL R oL 52 52 A0 55 A AN 25 T 1 A B o) G 2%, EDUL
AR BB N B (07 A B R RS SEARAT] A B S AN R, I & R — A A R
M NBRICFR 5 A S — 8 (AL T 3785 45 £ B2 2K 13, Labrecque H PSI & SR« —
FhLCRRES: (I 2 5 AW € 53, AR 0 S S E BRI A S AR i B 1e) B s
A P R AR R R AL T AL S sg AR, Pl O TE S A O AR A — BN T
PR BEE T A RS S 2, H P O R S B0 AT AN N TR, 2 T R R A O R DA AR AR S Y
“HAA

BEE ARG Z2 A, 5 B KR S, T P B/ R 2 R 2 o0 IR AL, B8 A S R
14 B Ak AL 22 AR A5 ok R T B, SR U, T SR A8 G R I 4% 1 AR A B L 2 SR P i (1 3
PR, PR AHBOR B L (1 P 3 3 BU0E 2 AN =R T WA D e AT e R S IR DX A X B T IR AR
TR NI B A AL B B HEAT SIS [ R LS R S 2 TE R B R B S B
PP LT 2GR e T R R Y DU S XA M UL s ) L, P o A A o B I A
FTHEMESE A S

(=) WTHREERF . NE EXER L TRR

AR 5| 2 e S B3y, P X 32 a0 (5 AR B g g B b b A7 i s ke 5 S e X
P A 2 1 SN LSS PR Y EL S AL I N 1 T A A A AR R 2 2D ISR AROR, SR
THYIAC [ (8 A A A5 P P B W S R AR R AR TR 2 S R B X RIS B T SR 1 B ok
FIH P G 1 A 0 5 2 W0 s 28 B 45 D T AT, B Tk, TP SR A B 2R A e b b i 2
A N ASI S A O BB A TR B, FAT PR A i Bl o nl AR, X R AR AT ST B
M I, TR A S A TS e RTS8 P )5 W A 45 B T ] SMIE 5 i 18] ) R 40 L 3l = T
1172 126 A 2 BT P R A 3 07 3R T 2 AT O R SR o BRI B SEBRAT 8, S8 i T Nk B 32k
N ONE BRI BT (B

WHTSCHT S, SMIs IFAEA A A AR, RZBOZ R P —FER B & DU 8 A 77525
S5 T A A AR B it L VR, O BT A S SRR IR AT A R ISR 4 T R - X T
FURUL, AEA NI E DAL S G0 INR A F SRS J1 . WUFR R AT & B, FHE 70 T
XF T 2 AN R S B R ROk [ SR R T | AT AR AR B 5 TR . R USRI OR
“ABATER IR A A TR BA ERE  HA G o ) My, s 3 RE AL RIS RE , AR AR JIR A
RIEIL(03) "

FEREE S B, G SO0 B E N R ARG E #7738 &A1 BHT BEA AR A 7 3
WK o FHECT AT Y AR AR IREAR _EOHE Ol P 1)t 4, A AT AOR A o] T 458 15 1 4
B sl B AR E A D73 R Bt — 7 3T ) 9 S A e O R B0 7 S A
BRSO ISR T, A 1 32 5 A 6 5 2B 285 5 28 W s B B e ) 4 T Sl S R A A
Ao FEAU T AR B RS RE 7, 22 B — A R 2 i AR 6 D7 3 R S A R R R Y



.82 . #idl 518G ie 2020 F¥ 6 1A

G NasTE], Lh B 3l BB IRAT I vieg MUATURURS 151, viog BIIAE 1 i 5 (video blog) UAT ', 3k
FAS Rl U 0 1 3 7R R B Y BB AR R B, W PR B i TR 55 . B T
S HE AL R PR A S AR S A O RYAE AR R TR AR E g strh B
A e SR R — A 07 A, AR T IR AR T A B

BT HE AT 0 AL 4, 1 a7 A A SUE B R AR R ROCR . A U (product place-
ment ) SE K7 IS5 K it RAR A R A AR A P A b 7 R O ST TR A AT A
B LRI AL B A ROR o o RO S W B A e R SR, £ SR A 4F B WA A
SR A, HT P AL SMIs 89 N FE SIS AR Rl AR IE) o PR, 520 255 0 R A 45 AT RE 2 5 B0
MR FRATAYBE S K I O AR AR R R T e, T AR
G5t 0 AR S B WA R0 22 i 1 DR Rl A 23 T A0 56 AR K e A 1 A 5 8t T A 1 TR
B, s 1 PO T A SR, AT ARAS P ORI T i 20K B A SR TR A ROt R e
LPRIE S

H TR EARE

Bl H 25 20010 AR g Sk i Dh e i &, AU AR I A AS R R AR & B P iy H
WA A IREIR JH S N SEAT R AW E AR A S A 3 2 b B A AR B 4
R A A O SCHR Y R 3 SR AR S R O T LR B X B R AT IR A T, B
g g 1 R T Ak A HREAAC R i 5 %) v L P R A0 Bl B S R B )5 i L AR

B A S e 25 P W RS | AN (S AU R A% 495 3 DL ST B 45 R ALE 52 e A X ) FU BT 2 A% 0 5
D5 AT, o (E AR S ST T SR ATl XS K R A3 A RT LA SMIs B R
FHP B AL T 4207 1 B Sl A6 R0 G AR ) DTS A 37 e R S S O R . T I, SMITs L B AY ot A
R A EIRGE , JCHX /N LEABATTRE G2 DU D 5 AR B BB S EOR MLA M
FPHNTIRR . R SR 7 SN AT SEAT R AR MR TN 2 50, ol SMIs £ 4t 4 3%
72 e BUFEAT A AR S 1 R Ao 22T A R R T 2 R T A S IR 2 3 ke e
LT M), SCRE S AR P R A T b S O ) DA T % 7 8 % R U S R

AT B — A E L TTHERTE T T 5T SMIs (9 v [ J 40451 1 400 5 3 B g 3 i B s el P R
B BT EAMITSE K B A% — Btk | LS AT R R S e R R A, FRATRY TSR FE T AL
FE P ARG 7 SO AT A R L PR R O A B I Ie A L b AR AR R T T B, 5
A SO TE B S A 32 5 ] P i B s AR R S

BEAN , ASHFSE K B 5 T 3T AAE—B0E” (personal congruence ) B “ O FRUEAR ™ ( psychological
persuasion ) TEAT A AR B Sh A8 18 ROE S 28 8 ) EAE y UESE T AU W 5 | A0 v 4 E 2 32 FE HE S
TEATAS IR B 28 5 S, S 3l B30 I I A i) A% R 85 8 4 R AL 15 i) JEL i

AHFGE IR LT BB 58 05 s B PR B PRI 9T, e = A A 1% SR A 50 5 1 FH P DA AT MR — 28 AU il
T d AR E IR A 190 T 2 A | WA Ty T B | P A A ST o i SR S R A
TS AI AR N ORAYBIFIE Y, XA B b 5 K 1) A S 5 W R AT LA A R O R SR SR TR
FASE ) 45 1 A5 10 i S IE LUK S B R rp 8 i 2 [l B DI OC R

SEHK:

[1] H.Tang,S.S. Liao,S. X. Sun. A Prediction Framework Based on Contextual Data to Support Mobile Personalized Mar-
keting. Decision Support Systems, 2013, (56 ) : 234-246. [ 2019-09-19 ] https://doi. org/10. 1016/j. dss. 2013.
06. 004.

[2] E.Katz,P.F. Lazarsfeld, E. Roper, et al. Personal Influence; The Part Played by People in the Flow of Mass Communi-



TR N e 127k B Lo TR DU RE TRk FH P 0 0 2 1 Bty K6 R D vy S e K] 3% 0 7 - 83 -

(3]

[10]

[11]

[12]
[13]

[14]

[15]

[16]

[17]

[18]

[21]

[22]

[23]

[24]

[25]

cations. Routledge ,2017; 46. [ 2019-09-19 Jhttps ;//doi. org/10. 4324/9781315126234.

K. Freberg, K. Graham, K. McGaughey, et al. Who are the Social Media Influencers? A Study of Public Perceptions of
Personality. Public Relations Review,2011,37(1) : 90-92.

E. Uzunoglu,S. M. Kip. Brand Communication Through Digital Influencers: Leveraging Blogger Engagement. Internation-
al Journal of Information Management,2014,34(5) ; 592-602.

A. Audrezet, G. de Kerviler, J. Guidry Moulard. Authenticity under Threat; When Social Media Influencers Need to Go
Beyond Self-presentation. Journal of Business Research,2018, (117) ; 557-569.

Marketplace. [ 2019-03-10 ] https://www. adweek. com/digital/giordano-contestabile-activate-by-bloglovin-guest-post-
influencer-marketing-in-2018/.

b E LR 25 B 0. B 44 R E LR 4 R SRR GE 1R . 2019-08-30. [ 2019-09-05 T http : //www. cnnic.
net. en/hlwfzyj/hlwxzbg/hlwtjbg/201908/P020190830356787490958. pdf.

QuestMobile BB REBARIT T bE. 7 AR £24R 4. 2018-12-19. [2019-09-19 | http : //www. questmobile. com. cn/re-
search/report-new/54.

UL T 2 DA S LI (9 S I S ——J TR I AT TS B 5 5 1R, 2018,12:34-41.

ZEfH. B oA 3€ PO HIIE TR HE 4 123870, I IRRHEL ,2018-03-03. [ 2019-08-06 ] https: //view. inews. qq.
com/a/TEC20180303001719067 from = groupmessage&isappinstalled = 0.

E. Keller, J. Berry. The Influentials; One American in Ten Tells the Other Nine How to Vote, Where to Eat,and What to
Buy. Simon and Schuster,2003,29.

G. Weimann. The Influentials: People Who Influence People. SUNY Press, 1994 ,58.

B. P.S. Murthi, S. Sarkar. The Role of the Management Sciences in Research on Personalization. Management Science,
1994,49(10) ; 1344-1362.

A. Marwick. You May Know Me from YouTube. A Companion to Celebrity,2015,333.

S. F. Bernritter, P. W. J. Verlegh, E. G. Smit. Consumers? Online Brand Endorsements. In Advertising in New Formats
and Media ( Vols. 1-0, pp. 189-209 ), 2016, Emerald Group Publishing Limited. https://doi. org/10. 1108/978-1-
78560-313-620151009.

T. J. Johnson, B. K. Kaye. Wag the Blog: How Reliance on Traditional Media and the Internet Influence Credibility Per-
ceptions of Weblogs Among Blog Users. Journalism & Mass Communication Quarterly,2004,81(3) : 622-642.

V. Liljander, J. Gummerus, Séderlund ,M. Young Consumers’ Responses to Suspected Covert and Overt Blog Marketing.
Internet Research,2015,25(4) : 610-632.

M. De Veirman, V. Cauberghe, L. Hudders. Marketing Through Instagram Influencers; The Impact of Number of Followers
and Product Divergence on Brand attitude. International Journal of Advertising,2017,36(5) ; 798-828.

F. Garcia-Rapp. ‘ Come Join and Let’ s BOND’ ; Authenticity and Legitimacy Building on YouTube’ s Beauty Communi-
ty. Journal of Media Practice,2017,18(2-3) ; 120-137.

Y. Verhellen, N. Dens, P. De Pelsmacker. Consumer Responses to Brands Placed in Youtube Movies: The Effect of Prom-
inence and Celebrity Endorser Expertise. Journal of Electronic Commerce Research. -Long Beach, Calif. ,2013,14(4) .
287-303.

A. Mitchell, J. Gotifried, J. Kiley, et al. Political Polarization and Media Habits. Washington, DC: Pew Research Center.
http ; //www. journalism. org/2014/10/21/political-polarization-media-habits/.

A. Ferchaud, J. Grzeslo, S. Orme, et al. Parasocial Attributes and YouTube Personalities: Exploring Content Trends
Across the Most Subscribed YouTube Channels. Computers in Human Behavior,2018,80. 88-96. https://doi. org/10.
1016/j. chb. 2017. 10. 041.

Variety. Survey: YouTube Stars More Popular than Mainstream Celebs Among U. S. Teens. Variety. http://variety.
com/2014/digital/news/survey-youtube-stars-more-popular-than-mainstream-celebs-among-u-s-teens-1201275245.

E. W. Ngai, S. S. Tao, K. K. Moon. Social Media Research: Theories, Constructs, and Conceptual Frameworks. Interna-
tional Journal of Information Management,2015,35(1) ; 33-44.

T. C. Marshall, K. Lefringhausen, N. Ferenczi. The Big Five,Self-esteem ,and Narcissism as Predictors of the Topics Peo-



.84 . #idl 518G ie 2020 F¥ 6 1A

[26]

[27]
[28]

[29]

[30]

[31]

32]

33]

34]
35]

[36]

37]
38]
39]
40]

[41]

[42]

[43]
[44]

[45]

[46]
[47]

[48]

[49]

[50]

ple Write About in Facebook Status Updates. Personality and Individual Differences,2015,85; 35-40.

E. O. Whaite, A. Shensa, J. E. Sidani, et al. Social Media Use, Personality Characteristics, and Social Isolation Among
Young Adults in the United States. Personality and Individual Differences,2018,124. 45-50.

TR LR b A TSR GAE A R T A A B A A S A A AT WIS I R ,2016,4:67-74.

S. Al-Natour, I. Benbasat, R. Cenfetelli. The Adoption of Online Shopping Assistants: Perceived Similarity as an Anteced-
ent to Evaluative Beliefs. Journal of the Association for Information Systems,2011,12(5) . 347.

Y. Moon. Personalization and Personality; Some Effects of Customizing Message Style Based on Consumer Personality.
Journal of Consumer Psychology,2002,12(4) . 313-325.

S. C. Matz, M. Kosinski, G. Nave, et al. Psychological Targeting as an Effective Approach to Digital Mass Persuasion.
Proceedings of the National Academy of Sciences,2017,114(48) . 12714-12719.

R. Berryman, M. Kavka. ‘T Guess A Lot of People See Me as a Big Sister or a Friend’ ; The Role of Intimacy in the Ce-
lebrification of Beauty Vloggers. Journal of Gender Studies, 2017, 26 (3): 307-320. https://doi. org/10. 1080/
09589236.2017. 1288611.

XURE, X0 SV SCAR T A0 P 3k 77 b A% 2K P 52 i) ——— L e gL et g Sy 461 5 ] 5 A% 4% 72,2018 ,6: 83-93.

FA VFRESC. WL SO 1R A5 6t 1 JXUARS 5 7 TR —— L e o e it ) 3zl Ay 451 >4 AR A% 4% , 2017 ,4.75-78.

BT, XHE T LRI P OGP 3 ) s e PR R T OB ) S5 6489718, 2018,5:17-27.

D. Liben-Nowell, J. Kleinberg. Tracing Information Flow on a Global Scale Using Internet Chain-letter Data. Proceedings
of the National Academy of Sciences,2008,105(12) ; 4633-4638.

E. Sun,I. Rosenn, C. A. Marlow, et al. Gesundheit! Modeling Contagion Through Facebook News Feed. In Third Interna-
tional AAAI Conference on Weblogs and Social Media,2009.

G. G. Barney, A. Glaser. The Discovery of Grounded Theory. Strategy for Qualitative Research. Chicago: Aldine,1976.
W) B FLAR BRIE 9 LB AT v O HIESE 5 5556, 1999 ,4.

BV - KA. AR LR BEIE . BOPERIT Y SE A . 10 IR B0, B IR . A PR OR 2 AL, 20009.

T. Correa, A. W. Hinsley,H. G. De Zuniga. Who Interacts on the Web? The Intersection of Users’ Personality and So-
cial Media Use. Computers in Human Behavior,2010,26(2) . 247-253.

D. Byrne, W. Griffitt, D. Stefaniak. Attraction and Similarity of Personality Characteristics. Journal of Personality and So-
cial Psychology,1967,5(1) . 82-90.

Z. Rubin. Disclosing Oneself to a Stranger: Reciprocity and Its limits. Journal of Experimental Social Psychology, 1975,
11(3) : 233-260.

TEHEAR . Bt 5 7 307 - B T 2 9% 10 A 100 0 2% B 9% 1) B 22 AU EL 5. b [R5 4R 5T, 2019, 2.:87-93.

D. Horton, R. Richard Wohl. Mass Communication and Para-social Interaction: Observations on Intimacy at a Distance.
Psychiatry,1956,19(3) : 215-229.

L. I. Labrecque. Fostering Consumer-brand Relationships in Social Media Environments : The Role of Parasocial Interac-
tion. Journal of Interactive Marketing,2014,28(2) ; 134-148.

TERERT , T 2B MAE AT 6 ISR 5« Sl 23235 B0 BN 56 8 9 Jml U1 B Pl 0131, 2017, 10: 20-26.

H. Chen,E. Haley. Product Placement in Social Game; Consumer Experiences in China. Journal of Advertising,2014,
43(3) . 286-295.

M. Castillo. A Company Owned by Bill Gates is Placing Companies” Products in Netflix and Amazon Shows. 2017-07-27.
[ 2017-12-06 ] https://www. cnbe. com/2017/ 07/27/bill-gates-ben-does-product-placement-in-netflix-and-amazon-
shows. html.

E. Vesilind. Agents of Change. 2018-11-06. [ 2019-11-05 ] https;//www. jckonline. com/magazine-article/agents-of-
change/.

A.J. Agrawal. Why Influencer Marketing Will Explode In 2017. 2016-12-27. [ 2019-03-11 ] https : //www. forbes. com/
sites/ajagrawal/2016/12/27/why-influencer-marketing-will-explode-in-2017/#1761869520a9.



TEAER N e A Ak B L P BEAG” - LB T0h )P g 401258 1 B Ay S s B I S i AL 3 R 5 -85 -

From " Online Communication' to ' Offline Imitation" .
A Study on the Influencing Factors of Users
Purchase Intention by Video Bloggers

Taking Bilibili as an Example
Wang Yagian( Capital University of Economics and Basiness)

Abstract: In the mobile social era dominated by visual communication, video bloggers play an important
role in users’ daily life and social interactions, while domestic researches lack attention on this topic. Based
on the grounded theory, this paper conducts semi-structured in-depth interviews with 15 Bilibili users, and
applies the qualitative analysis software Nvivoll to perform open coding, axial coding, selective coding and
theoretical saturation tests. 111 initial concepts,24 sub-categories,6 main categories and typical relationship
structures between the main categories are concluded to construct the influence factor model of Chinese us-
ers’ virtual interaction and purchase intention based on social media influencer ( SMls). This study finds
that ; similar to foreign research, “ personal consistency” is the first factor for domestic video bloggers to attract
users ; however, the impact of video bloggers on users in China no longer stays at the online interaction level
of attention, comment, etc. Through the affordable expectation from virtual interaction, the offline imitation of
Bloggers extends the impact on the users’ lifestyles and consumer behaviors. . This research uses qualitative
research methods to deeply explore the new interaction mode between video bloggers and users and its impact
on users, and expand the characteristics and performance of opinion leaders in the mobile Internet era, which
provides a reference for the researches of visual interaction and user behaviors in China.

Key Words: video blogger; social media influencers; virtual interaction; purchase intention;

grounded theory
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