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Abstract

With the advent of the Web 2.0 era, social media has become a channel for people
to obtain knowledge and share their lives. Since its establishment in 2013, the
Xiaohongshu platform has adopted a vertical community user-generated content
sharing model, attracting a large number of users and gradually becoming an important
platform that affects consumer decision-making. This study aims to explore the impact
of the characteristics of clothing KOL (Key Opinion Leader) on the Xiaohongshu
platform on users’ purchase intention, and to verify the mediating role of perceived
usefulness in it. The research subjects were users who use the Xiaohongshu platform
and track fashion KOL. A convenience sampling method was used to conduct a
questionnaire survey, and 248 valid questionnaires were finally collected. The research
results show that the uniqueness, attractiveness and professionalism of clothing KOL
have a significant positive impact on users' purchase intention and perceived usefulness,
and perceived usefulness has a significant positive impact on purchase intention. In
addition, perceived usefulness plays a partial mediating role between the uniqueness,
attractiveness and professional characteristics of clothing KOL and users' purchase
intention.
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