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“By the accessibility and instance of social media, the
number of KOLs, especially internet celebrities, has shown

a geometric growth. It is a brand new touchpoint to reach
consumers with humanized features and understanding

consumers’ attitudes towards them are crucial for
commercial world to play along.”

- Jaslien Chen, Senior Analyst

This report looks at the following areas:

• Nicheness is an important key for online success
• Content and platform matters yet not enough
• Commercial values should be planned and pushed carefully

Social media and social networking sites are becoming an inevitable part of people’s daily life. Mass
consumers are generating huge amounts of data and receiving vast quantities of information at the
same time on daily basis. In the meantime, KOLs (Key Opinion Leaders) are given whole new meanings
and purposes in this area of digitalisation. With the uprising of new format KOLs and internet
celebrities, consumers are being reshaped and their personal desires are also being challenged. It is
crucial to take a look at what consumers are thinking about KOLs nowadays and how the business
world could act accordingly.
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