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Abstract

This research aimed to: 1) study the influence of social media influencers on
the purchasing decisions of Chinese consumers, and 2) study consumer attitudes
toward influencers that affect purchasing decisions. This study employed a survey
design and collected primary data. The research instrument was an online
questionnaire administered to a sample of 400 Chinese consumers in Dongfang City
who used the social media platforms Weibo and WeChat. The sample group were
selected via quota sampling. The sample size was calculated based on the
population proportion using Taro Yamane’s formula. The statistics used for data
analysis included frequency distributions, percentages, means, standard deviations,
and multiple regression analysis to assess the relationships among the variables
under study.

The research findings revealed that: 1) the characteristics of social media
content by influencers that influenced purchasing decisions at a high level were
engaging content, helpful content, and quality content, respectively; 2) the
characteristics of influencers that influenced purchasing decisions at a high level were
influencer credibility, expertise, and reputation, respectively, and 3) Social media
content characteristics and influencer characteristics had a statistically significant

influence on the purchasing decisions of Chinese consumers at the 0.05 level.
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