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ABSTRACT 
 

Nowadays, social media is an indispensable part of people’s daily life. Along with its 

popularity, social media influencers are gaining increasing attention on social media 

platforms such as Instagram and YouTube. Accordingly, brands have started to incorporate 

influencer marketing strategies - working with social media influencers who have an impact 

over their target audience, to boost sale and build brand image. However, in the academic 

field, not enough attention has been paid to social media influencers, especially how powerful 

they are in shaping purchase behavior and personality traits of consumers. To explore the 

impact of social media influencers on purchase intention, this study proposes a model 

explaining how exposure to beauty and fashion influencers social media (LittleRedBook) 

influences purchase intention, directly or indirectly through two personality traits: self-

control and materialism. This study is quantitative, and it was conducted in a form of a survey 

with 309 Chinese adult female LittleRedBook users. LittleRedBook is a popular Chinese 

social media and e-commence platform that focuses on product discovery and reviews and 

has been included in many brands’ influencer marketing strategy. Data was collected using 

Qualtrics and then analyzed with IBM SPSS 25. The main findings for this study showed that 

for Chinese female consumers, their exposure to beauty and fashion influencers on 

LittleRedBook as measured by frequency of viewing had a significant impact on their 

purchase intention. This association was mediated by self-control. However, consumers 

exposure to beauty and fashion influencers based on the amount of time of viewing is only 

partially mediated by self-control. Moreover, materialism did not mediate the relationship. 

Materialism was not impacted by exposure (neither frequency and amount of time viewing), 

and materialism also did not impact consumers’ purchase intention of recommended products 

on LittleRedBook. The findings of this research contribute in that it integrates digital 

marketing and psychology to understand how mere exposure to beauty and fashion 

influencers impact purchase intention, through shaping the audience’s personality traits such 

as self-control.     
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1． Introduction 

With the advancement of Web 2.0 technologies and the penetration of mobile phones and 

laptops, social media platforms are growing in popularity all over the world (Thoumrungroje, 

2018). The social media industry has grown to unprecedented heights in China, with 911 

million active users, compared to the figure in the U.S. 207 million (George C., 2018). 

Moreover, the number of e-commerce consumers in China is also growing at a fast speed. By 

January 2018, there were 581 million e-commerce consumers in China and people are relying 

on social media for purchase references more than ever before, with only 16% first awareness 

from offline shops (George C., 2018). There is no doubt that China’s e-commerce market is 

on an upward trajectory (Chen, 2018).  

On social media, every user could share contents in texts, pictures, and videos 

instantly without barriers, which encourages the practices of self-branding (Khamis, Ang, & 

Welling, 2017). Similar to product branding, self-branding is the process of promoting a 

person’s uniqueness to the target audience (Khamis et al., 2017). In other words, the entry 

level of self-branding on social media is relatively low, with a high level of potential reach. 

Accordingly, individuals who get a following through social media stand out in the attention 

economy, and the following could evolve into a fan base, where ordinary users get fame 

(Khamis et al., 2017). Thus, they become micro-celebrities or so-called social media 

influencers (SMIs). SMIs are trusted content creators in one or more niches, who have a 

sizeable follower (De Veirman, Cauberghe & Hudders, 2017). They “provide their followers 

an insight into their personal, everyday lives, their experiences, and opinions,” building up 

authenticity and credibility (De Veirman et al., 2017, p.801). 

The exploding influencer economy is changing the Chinese social media landscape 

(Zheng, 2019). Brands use influencer marketing as a strategy to promote products, and beauty 

and fashion influencers have completely reshaped how products are researched, reviewed and 

bought (Julius, 2016). For example, Jiaqi Li, a popular Chinese male beauty influencer, better 

known as “Lipstick Brother”, has 465k followers on Chinese social media LittleRedBook and 

201k followers on Weibo. In March 2019, in an online live test of 380 lipsticks on Taobao, he 

sold 15,000 lipsticks in 15 minutes, with 3.53 million turnovers in 5.5 hours (Zhang, 2019), 

showing influencers’ huge impact on purchase behavior. As written in the New Influencing 

Beauty Report (2018) where 385 marketing specialists took part in, 80% of respondents said 

influencers are pivotal in shaping the buying decisions of millennials and digital natives 
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regarding beauty products. Also, 98% of them thought the beauty industry is working 

effectively with digital influencers. Moreover, most fashion brands have also spent money on 

influencer marketing as part of their digital strategies. In a survey by Lifestyle Monitor, 46% 

of millennials say social media sites are the first places they go to get clothing ideas (Salfino, 

2018). Sudha and Sheena (2017) examined how fashion influencers impact consumer 

decision-making process and found that consumers read blogs to validate purchase decisions. 

Consumers go online to find reviews about the product they are considering buying and ask 

others opinion to help with decision-making. This way, fashion influencers are not only a part 

of marketing strategies, but also a part of the storytelling process between the brand and the 

consumers, with their own way of interpreting the fashion products.  

1.1 Problem Background 

While social media’s reach is believed to be wide, not everyone agrees in the unconditional 

power of influencers. Jon Westenberg, the founder of a public relations agency Yorkln, 

argues that influencer marketing is only working when the content is authentic (Salfino, 

2018). In other words, when consumers are aware that the influencer is paid to recommend 

certain products, or influencers use the same content to recommend the same product, 

consumers may doubt the authenticity and regard it as a piece of normal advertisement. Thus, 

although effective beauty and fashion influencers may impact the purchase behavior of 

followers through product reviews and sharing, it is worth to examine whether a general 

exposure to them really impacts consumers’ purchase intention. Also, it is relevant to know 

what kind of consumers are more likely to be influenced by these influencers. 

Through social networking sites, consumers could interact directly with SMIs. Thus, 

they are more engaged and susceptible to the influence of SMIs through the sharing of their 

everyday life, values, and experiences (Thoumrungroje, 2018). Accordingly, besides 

purchase-related behaviors, personality traits may also be impacted because of this kind of 

exposure (Thoumrungroje, 2018). This thesis focuses on two personality traits that are closely 

linked to purchase behaviors: materialism and self-control. Thus, aside from the impact of 

general exposure to beauty and fashion SMIs on purchase intention, this thesis also aims to 

explore whether and how these two personality traits are impacted by exposure to beauty and 

fashion SMIs. 

According to Liao and Wang (2017), materialism reflects an individual’s natural 

attribute of wanting to acquire not only wealth (such as money), but also the desire for social 

symbolism of wealth. Moreover, materialism is shown to be culture-related (Liao & Wang, 
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2017). In the Chinese culture, collectivism is emphasized, and people care about social 

evaluation (Triandis, 1994). Accordingly, possession, which could bring social status, is 

usually used to evaluate success or happiness (Liao & Wang, 2017). A study done by 

Podoshen, Li, and Zhang (2011) showed that urban Chinese young adult consumers score 

higher in materialism than American counterparts. They attribute these findings to socio-

economic factors such as the rise in income, invasion of Western culture, etc. According to 

them, new media technologies accelerate the dissemination of culture, values, and various 

kinds of lifestyles; and exposure to new lifestyles and values via social media contribute to 

consumers’ greater materialism (Podoshen et al., 2011). When it comes to self-control, no 

prior research has demonstrated that media contents are a direct cause of self-control failure. 

However, it was recommended in a previous study to explore a possible causal relationship 

between media contents and self-control failure (Hofmann et al., 2016).  

Materialism and self-control can both impact consumer behavior. Since materialistic 

people care much about possessions to show social status, materialism was found to be linked 

with various kinds of purchase behavior such as compulsive consumption (Rindfleisch, 

Burroughs, & Denton, 1997) and conspicuous consumption (Podoshen & Andrzejewski, 

2012). For self-control, individuals who could better control themselves spend less and save 

more (Romal & Kaplan, 1995), while those with a low self-control tend to purchase 

impulsively (Baumeister, 2002). Since high materialism and low self-control are considered 

to be potentially negative traits that might impact individuals and the greater society, there is 

a need to study these personality traits in relation to exposure to SMIs and purchase intention. 

Furthermore, the social media platform under study is a booming Chinese social 

media: XiaoHongShu (LittleRedBook). This social media app is like Instagram, where users 

could review products in the form of pictures, short videos, and texts with tags (Chen, 2018). 

The app also has the function of Amazon, where users could click the link and purchase 

reviewed items directly within this app. This social media was chosen because LittleRedBook 

has a strong focus on beauty and fashion products and reviews (Pan, 2019). Also, it is a 

significant place for brands to use influencer marketing because of its massive influencer 

pool (Pan, 2019). As female consumers are the main consumers of beauty and fashion 

products (Silverstein & Sayre, 2009), only female consumers were targeted in this study. 

Hence, the aim of this thesis is to examine how exposure to influencers’ social media affects 

users’ materialism and self-control, and in turn, the effects of these personality factors on 

purchase intention in the Chinese context.  
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1.2 Research Question 

All things considered, this study aims to answer the following research question: How does 

exposure of Chinese women consumers to beauty and fashion influencers’ on LittleRedBook 

impact their purchase intention via materialism and self-control? 

The main concepts in this research question are: a) exposure to beauty and fashion 

influencers’ social media LittleRedBook, b) materialism, or the value of someone who 

regards wealth, possessions and status as most important things in life, c) self-control, or 

one’s capacity to control desires, behaviors, and emotions, and d) purchase intention, 

referring to consumers’ desire to purchase products that are recommended by beauty and 

fashion influencers on LittleRedBook. 

1.3 Scientific Relevance 

Social media influencers impact their audience through electronic word of mouth (eWoM). 

eWoM is defined as “positive or negative statement made by potential, actual or former 

customers about a product or company, which is made available to a multitude of people and 

institutions via the Internet” (Hennig‐Thurau, Gwinner, Walsh & Gremler, 2004, p. 1339). 

The influence of eWoM on purchase intention has long been investigated by researchers such 

as on internet forums (Bickart & Schindler, 2001) and websites (Kumar & Benbasat, 2006; 

Park, Lee, & Han, 2007). In addition, the impact of eWoM on social media on consumers’ 

purchase intention have also been investigated (Wang, Yu, & Wei, 2012; Erkan & Evans, 

2016). However, research focusing specifically on social media influencers’ impact on 

purchase intention is still very scarce. For example, Djafarova and Rushworth (2017) 

examined how Instagram influencers’ credibility impact purchase decisions. Cheah and 

Wong (2017) proved a significant relationship between attractiveness, product match-up and 

meaning transfer of social media influencers and users’ purchase intention. Moreover, it is 

worth to mention that eWoM studies were based on the assumption that consumers read the 

reviews online to evaluate brands and products. In this thesis, it is possible that mere constant 

exposure to beauty and fashion influencers’ posts could induce greater desire to buy related 

products, based on the theory of mere exposure effects and elaboration likelihood model. 

Therefore, the first contribution this research gives to the literature is that it provides an 

empirical investigation of the effects of general exposure to beauty and fashion influencers’ 

social media on consumers’ purchase intention. 
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Although there is evidence that SMIs impact purchase behavior through indirect 

mechanisms (De Veirman et al., 2017), a majority of conducted studies focused on social 

media influencers’ characteristics such as authenticity, or information they create, instead of 

from the viewers’ perspective and focusing on the viewers characteristics (Chen, 2018). 

Hence, another contribution of this thesis lies in the incorporation of two possible mediators, 

materialism and self-control. The addition of these mediators to explain the relationship of 

exposure to SMIs and purchase intention could contribute to a better understanding of online 

marketing, specifically with regard to the roles of the personal values of consumers. 

Materialism and self-control have been both extensively researched individually or connected 

with certain consumer behaviors (e.g., Fang, Podoshen & Jeffrey, 2017; Baumeister, 2002). 

However, only a few studies regard them as a consequence of media consumption (Chia, 

2010; Hofmann, Reinecke, & Meier, 2016). Thoumrungroje (2018) explored how social 

media usage influences consumers’ credit overuse, conspicuous consumption, and impulse 

buying via materialism in the U.S. and South Korea. He calls for an extended study to other 

cultures or incorporating other factors such as social media type to explore consumer 

behaviour. This thesis will add to the body of research by exploring this issue in the Chinese 

context, with a focus on general exposure to beauty and fashion influencers. Moreover, this 

study takes self-control into account, to further explore whether SMIs have the ability to 

impact consumers values and personality traits. 

1.4 Social Relevance  

Brands are in great need for effective and efficient tools to do branding, and the role of social 

media today could not be ignored. While influencer marketing is popular, there exists 

controversy about their effectiveness. For example, some brand managers think it is difficult 

to get a quantitative way to measure the effectiveness of the influencer collaborations, such as 

the ROI and sales, which makes it difficult to secure further into influencer marketing (Qudsi, 

2019). Therefore, this research is socially and practically relevant because it provides 

organizations with needed information about how efficient influencer marketing is in the 

beauty and fashion industry and helps them make better decisions.  

With more than 200 million users and its exponential growth, LittleRedBook is a 

suitable social media channel to study the connections between social media influencers and 

consumer behaviors. Thus, this study contributes by offering an understanding of how 

exposure to beauty and fashion influencers’ social media cultivates purchase intention in the 

Chinese context. With the fact that more than 5000 brands, both domestic and international, 
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have registered their account on LittleRedBook, the result of this study would be interesting 

for brand marketing specialists, especially for beauty and fashion brands to understand the 

impact of influencers in the Chinese market, and on social media that are picture or short-

video based such as LittleRedBook and Instagram. 

         Moreover, with China’s fast economic growth and increase in purchasing power, 

Chinese consumers are becoming more materialistic (Fang & Podoshen, 2017). Also, Fang 

and Podoshen (2017) found that young Chinese consumers are consuming more 

conspicuously because of the increasing use of social media. On the other hand, with 

collectivism and Confucianism deeply rooted in China’s value system, Chinese people are 

educated to be hardworking and thrifty (Fang & Podoshen, 2017). This contradiction makes 

China an interesting landscape to study media influence on personality traits such as 

materialism and self-control and may offer policymakers useful insights.  

1.5 Thesis Outline 

In this thesis, a quantitative survey will be used as a method to analyze whether there is a 

relationship between exposure to beauty and fashion influencers, purchase intention, as well 

as materialism and self-control. In Chapter 2 Theoretical framework, a detailed analysis of 

the key concepts in this research, related theories as well as literature are presented. Seven 

hypotheses are proposed. The third chapter Methodology discusses the overall research 

design, sampling procedure, operationalization of the variables, survey procedure, data 

analysis, as well as how validity and reliability were ensured. The following chapter Results 

presents the results of the data analysis, where each hypothesis was tested. In the last chapter 

Conclusion, the results of this research are discussed, and implications were made based on 

the findings of this research. In addition, limitations of this study, as well as suggestions for 

future research are provided, followed by a concluding part where the research question of 

this research is answered.  
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2． Theoretical Framework 
This chapter describes the theoretical concepts studied in this research and reviews the related 

academic research. The main variables: exposure to social media influencers, purchase 

intention, materialism and self-control are discussed to provide theoretical bases for the 

hypotheses. A conceptual model is presented at the end of this section. To provide a better 

understanding of social media influencers, especially beauty and fashion influencers, and the 

special circumstance in China, the first two paragraphs provide a description of these two as a 

contextual background.  

2.1 Social Media Influencers 

2.1.1 Social media influencers 

According to the Global Web Index, up to January 2019, there were 3.48 billion 

social media users worldwide and the penetration rate was 45%, increased by 9% since 2018 

(Kemp, 2019). Apart from the growing number of users, the time users spent on social media 

is also increasing. On average, users spend more than 2 hours every day on social platforms, 

equalling to one-seventh of their waking times (Kemp, 2019). Social media has offered 

platforms for users to create original contents in the form of video, texts, and pictures. 

Because of the Internet’s fast speed of diffusion, some contributors’ influence has largely 

expanded, gaining increasing numbers of followers and becoming online opinion leaders, or 

so-called social media influencers (Audrezet, De Kerviler, & Guidry, 2018; Xu and Pratt, 

2018). SMIs are defined as “a new type of independent third-party endorser who shape 

audience attitudes through blogs, tweets, and the use of other social media” (Freberg, 

Graham, McGaughey, & Freberg, 2011, p.90). They belong to a new type of endorsers 

because, compared with traditional celebrities who rely on industry gatekeepers to give them 

chances to be in the spotlight, SMIs create the contents and bring engaged audiences by 

themselves; thus, are referred to as self-made celebrities (Gamson, 2011; Hearn & 

Schoenhoff, 2015). Through self-branding and content creation, some SMIs consistently get 

their followers’ attention and trust, building social capital (Ruiz-Gomez, 2019). Social capital 

refers to “connections among individuals — social networks and the norms of reciprocity and 

trustworthiness that arise from them” (Putnam, 2000, p.19), which is vital in determining 

SMIs’ potential economic value (Zulli, 2018).  

Due to the ubiquitous role of social media in people’s everyday life, brands have 

started to invest in social media to reach consumers and boost sale (Brown& Fiorella, 2013). 
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One strategy they are adopting is influencer marketing. Ranga and Sharma (2014) define 

influencer marketing as a marketing type that puts key individuals who could influence 

potential consumers in the center, and orients marketing activities around them. In fact, one 

does not need a lot of followers to become an influencer. Instead, anyone who is able to 

impact other people’s purchase behavior and brand attitudes can be an influencer and does 

influencer marketing (Shah et al, 2012). Also, there are two kinds of influencer marketing. If 

a brand pays for the media content, it is called paid media, and if consumers create the brand-

related media contents by themselves, it is called an earned media (Gallegos, 2017).  

Influencer marketing is powerful since firstly, it is not easy to distinguish which 

content is paid and which is not (Woods, 2016). Although nowadays influencers are required 

to indicate advertisement (paid) content on some social media platforms, the endorsed 

product or brand is usually incorporated naturally into the content they created (Woods, 

2016). This is one characteristic that distinguishes influencers from traditional celebrity 

endorsers: the advertising contents are mostly recreated or co-created by influencers 

themselves (Freberg et al., 2011). Moreover, influencers are considered a trustworthy source 

of information with high status online, from whom consumers like to seek information (Lu, 

Li, & Liao, 2012). According to a report, 61% of consumers, aged 18 to 34, suggested that 

they been swayed in their decision-making by influencers online (Influencer Intelligence, 

2018). In addition, consumers regard information provided by influencers as more reliable 

and persuading, and 82% consumers in a poll agreed that they are likely to follow the 

recommendations by influencers they personally like (Talaverna, 2015).  

2.1.2 Theory behind influencer communication 

The following theories help to explain how exposure to SMIs impacts consumers’ 

purchase intention. Social Learning Theory holds that people learn the way to perform a 

certain behavior by observing others, and their behaviors on later occasions are guided by 

coded information (Bandura, 1977). Goetman (2014) tried to apply this theory into the digital 

environment and investigate how people learn from online blogs. He argues that in the online 

environment, the culture of learning has been accelerated, and people could acquire 

information and knowledge via interacting with others in a fluid and shared a relationship 

where mutual interests are offered. Accordingly, social media influencers, who usually have 

sufficient knowledge within a specific area, could be considered an expert and use social 

media as a means of mentorship. In other words, through following influencers’ social media, 

consumers are exposed to their everyday lives and may adopt their behaviors or product 
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preferences in order to be like them. Similarly, according to the theory of mere exposure 

effects, just by mere exposure to a to a product or a brand would make the consumer form a 

more positive impression toward the brand, even if the consumer does not process the brand 

information intentionally and could not remember the initial exposure (Janiszewski, 1993). 

Hence, it is possible that seeing the posts by SMIs might make the consumers want to acquire 

their lifestyle and like the influencers more.  

Another theory, the elaboration likelihood model (ELM) of persuasion, explains two 

ways of processing stimuli (the central route and the peripheral route) and how they impact 

change in attitude. According to Cacioppo and Petty (1984), while with the central route, 

people process the information carefully and thoughtfully with high cognitive efforts, with 

the peripheral route, it is more possible that they will rely on general impressions and how 

they feel about the persuasion context. Since people are inclined to eliminate effort to do 

things, they often use the peripheral route to process information (Cacioppo and Petty, 1984). 

For example, after repeated exposure to beauty and fashion influencers’ posts, consumers use 

the peripheral route to process information, and the information could be quite persuasive, 

leading to a higher purchase intention. Additionally, theory of planned behavior states that 

behavioral intentions can be influenced by subjective norms, and people’s impression toward 

a behavior could be impacted by the opinions from significant others (Ajzen, 1991). SMIs 

could be regarded as significant others who could set the norm. For example, seeing beauty 

and fashion influencers constantly could make consumers believe that their way of dressing 

or products they use is a normative or highly accepted self-presentation. Thus, one would 

want to conform and desire to buy the products the SMIs use. 

2.1.3 Beauty and fashion influencers 

Before the prevalence of the Internet, fashion was a word that seemed exclusive and 

was presented through magazines and fashion runways. It was professionals such as fashion 

editors and designers who decided what the trend was (Kay, 2017). Nowadays, however, the 

story has changed. With the popularity of social media such as Instagram, Facebook, and 

YouTube, everyone could share their own definition of fashion and styling (Kay, 2017). 

Accordingly, fashion has become more fluid and interactive, changing the way fashion 

brands reach and interact with their audience (Wilberg, 2018). Moreover, compared with 

traditional ways of marketing through advertisements and magazines, in the world of fashion, 

consumers nowadays rely more on peer recommendations, namely word of mouth (Wilberg, 

2018). As a result, fashion influencers are becoming increasingly central to the marketing 
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strategies of fashion brands, as a highly credible electronic word of mouth (eWoM). SMIs 

have a high social status and are considered “professionals” in a certain area, influencing 

people’s attitudes and behaviors.  

A similar phenomenon has happened in the beauty industry. Lipstick and foundation 

color tests, original makeup tutorials, personal advice and recommendations, all bring beauty 

products to life and make them more relatable (Simpson & Craig, 2018). Accordingly, beauty 

and fashion influencers are having a key role in the stories they communicate and have put 

brands ahead on media platforms such as Instagram (McCulloch, 2018). According to 

SocialBackers Data, in 2017, two-thirds of all content from the 100 biggest beauty brands on 

Instagram mentioned another user, which was half of the content from fashion brands 

(McCulloch, 2018).  

2.2 Chinese Social Media LittleRedBook 

The counterpart of Instagram in Chinese social media is LittleRedBook. It is the fastest 

growing social media and e-commerce platform in China (also known by its Chinese name 

Xiaohongshu). As of January 2019, the number of registered users of LittleRedBook was 

more than two hundred million, and the number of daily active users was more than 10 

million (Chen, 2019). This social platform takes advantage of user-generated contents 

(reviews) in the form of pictures and short videos with texts just like Instagram, and it has 

developed a closed shopping cycle where consumers could purchase products mentioned in 

the reviews directly within this app. One major difference LittleRedBook has with Instagram 

is that it concentrates on reviews on topics like fashion, beauty, travel, food. Beauty and 

fashion products and reviews are the main focus on LittleRedbook, and consumers use it to 

look at reviews and explore new products when making purchase decisions (Chen, 2018). 

According to statistics in 2018, more than 88% of its users are female, and more than 60% 

are young people who are younger than 30 years old (Chen, 2018). 

On RED there are a large number of beauty and fashion influencers who could drive 

product sales, which is a good representation of influencer-driven social media in China 

(TMO Group, 2018). As of January 2019, there were about 3,660 brands on LittleRedBook 

(Zheng, 2019). Beauty and fashion brands like La Mer, YSL, Shiseido, MAC, and Fendi have 

already launched official accounts and collaborated with bloggers that launch their 

promotional content (Zheng, 2019). While celebrities mostly grab consumers attention to a 

certain brand or product, those influencers use more personal contents and the makeup 

tutorials, outfit recommendations to interact with their audience. They even create certain 
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social nouns such as Zhannan Se (a lipstick color that could “kill” your man), Taohua Zhuang 

(peach blossom makeup) that are easy to understand and to disseminate. Since LittleRedBook 

was only established in 2013 and started to boom in the last two or three years, little research 

has focused on this Chinese social media channel, let alone beauty and fashion influencers on 

it. However, this new and booming platform is suitable to investigate exposure to beauty and 

fashion influencers’ social media, as well as purchase intention, because it is a social media 

that mainly focuses on products reviews and word-of-mouth. 

2.3 Exposure to Beauty and Fashion Influencers and Purchase Intention 

Purchase intention indicates the chance that consumers are willing to purchase a certain 

product or service in the future (Wu, Lin, & Hsu, 2011). As a marketing tool, it is widely 

used to predict the outcome of a marketing strategy (Morwitz, 2014). The Consumer 

Decision Process (CDP) model helps to explain how exposure to influencers’ social media 

impacts purchase intention. This model was originally developed by Engel, Kollat, and 

Blackwell in 1968 and it offers a framework to understand the decision process of consumers. 

According to this model, before making the actual purchase, consumers go through three 

stages: need recognition, search for information, and pre-purchase evaluation. In the need 

recognition stage, viewing influencers’ social media would increase the chances to encounter 

product or consumption related information such as product preferences and reviews, thus 

increasing the frequency for need recognition to take place.  

Then, in the information search stage, especially in the external search, SMIs offer 

consumers access to specialized sources of information in various forms such as texts, videos, 

and pictures. For example, beauty influencers publish makeup tutorials, products reviews, 

while fashion influencers share their fashion outfits and advice. Moreover, besides getting 

information passively, consumers could interact with SMI by commenting, indicating a 

bidirectional flow of information. Next, product reviews provided by SMIs facilitate the pre-

purchase evaluation process, where consumers take into account the opinions of influencers 

based on influencers’ authenticity, credibility, etc. (Freberg et al., 2011). Accordingly, it is 

possible that exposure to beauty and fashion influencers’ social media have an impact on the 

decision-making process, thus impacts purchase intention. The exposure could be measured 

both by the amount of time viewing related contents, or frequency. According to New World 

Encyclopedia (2017), frequency is “the number of occurrences of a repeating event per unit 

of time”, while time is the measure of durations of events. Since these two dimensions (time 

and frequency) of social networking use differ due to factors such as ease of use or internet 
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experience of consumers (Cha, 2010), it is important in this study to distinguish one from the 

other.  Hence, the following hypotheses were proposed:  

H1a: The amount of time spent viewing beauty and fashion influencers’ 

LittleRedBook positively influences the purchase intention of recommended products.  

H1b: The frequency of viewing beauty and fashion influencers’ LittleRedBook 

positively influences the purchase intention of recommended products.  

2.4 Self-control as a Mediator 

Self-control is defined as “individual’s motivation and capacity to inhibit/override a desire 

that stands in conflict with an endorsed self-regulatory goal or value” (Hofmann, Reinecke, & 

Meier, 2016, p.212). It is related to a wide range of behaviors and is considered to be an 

important concept in various research fields (de Ridder, Lensvelt-Mulders, Finkenauer, Stok, 

& Baumeister, 2012). High degree of self-control benefits work, study, adjustment, 

interpersonal relationships (de Ridder et al., 2012) while low self-control predicts unhealthy 

lifestyle (de Ridder & de Wit, 2006), procrastination (Ferrari & Emmons, 1995), impulse 

buying (Vohs & Faber, 2007), imprudent behavior (Arneklev, Grasmick, Tittle, & Bursik, 

1993), and crime (Burton, Cullen, Evans, Alarid, & Dunaway, 1998).  

2.4.1 Impact of exposure to influencers’ LittleRedBook on self-control 

Hofmann et al. (2016) argue that prior research has almost exclusively addressed 

media use as a consequence of low self-control, and proposed four reasons regarding why 

media use is a challenge to self-control, namely: immediate gratifications, habitualized usage, 

ubiquitous availability, as well as the attentional demands of push notifications and instant 

message. In other words, individuals with low self-control are more likely to engage heavily 

in media-related activities. On the other hand, as pointed out by Hofmann et al. (2016), media 

use and the availability of media contents could also be a cause of self-control failure, which 

is worth to explore in the future study. They explained that in a media-saturated environment, 

media content could deplete situational self-control resources in at least two ways: Some 

forms of media use represent temptations or guilty pleasures that need to be actively resisted 

in everyday life. Other, less pleasant media options driven by external demands represent 

obligations whose willful execution requires self-regulatory capacity just as much. In both 

cases, media use, including viewing influencers’ social media, represents a potential source 

of self-control depletion. 
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Apart from the above explanation, there is another way to predict the relationship 

between exposure to influencers’ social media and self-control. According to Baumeister 

(2002), self-control failure has three possible reasons: uncertain or conflicting goals, losing 

track of behaviors, and the incapacity to alter the self. Exposure to influencers’ social media 

could generate uncertain or conflicting goals because through sharing everyday life, product 

reviews, recommendations about products, beauty and fashion influencers are also expressing 

their values, ideas, and preferences, which could be in conflict with those of their audience. 

As such, exposure to influencers’ social media is also likely to decrease the audience’s self-

control. Thus, the following hypothesis was proposed: 

H2a: The amount of time spent viewing beauty and fashion influencers’ 

LittleRedBook negatively affects users’ self-control.  

H2b: The frequency of viewing beauty and fashion influencers’ LittleRedBook 

negatively affects users’ self-control.  

2.4.2 Impact of self-control on purchase intention 

When making purchase decisions, the conflict between self-control and desire plays 

an important part (Hoch & Loewenstein, 1991). Research has proven that people who could 

better control themselves manage their money more rationally than others, spending less and 

saving more (Romal & Kaplan, 1995). Also, As argued by Baumeister (2002), traits of self-

control are related to managing one’s money, and the degree of self-control could predict 

consumer behavior such as an impulsive purchase. Accordingly, it is argued here that when 

exposed to recommendations by SMIs, lower self-control would lead to a higher desire to 

purchase, 

H3: A lower self-control leads to higher purchase intention of recommended beauty 

and fashion products by influencers on LittleRedBook. 

2.4.3 Mediating role of self-control 

Based on hypothesis 1, 2 and 3, next to having an influence on purchase intention, the 

impact of beauty and fashion influencers might affect self-control, thereby increasing 

purchase intention. The mediation effect is proposed such that consumers’ degree of self-

control mediates the relationship between exposure to beauty and fashion influencers’ 

LittleRedBook on purchase intention of recommended products. The following hypothesis is 

presented: 
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H4a: The amount of time viewing beauty and fashion influencers’ LittleRedBook 

predicts purchase intention via lowered self-control. 

H4b: The frequency of viewing beauty and fashion influencers’ LittleRedBook 

predicts purchase intention via lowered self-control.  

2.5 Materialism as a Mediator 

Materialism is defined as a “set of centrally held beliefs about the importance of possessions 

in one’s life” (Richins and Dawson, 1992). Materialists believe a person’s possessions could 

represent success (Richins & Dawson, 1992). According to Csikszentmihalyi and Rochberg-

Halton (1981), there are two kinds of materialism. Instrumental materialism is when people 

act as essential means for furthering personal values for life, which is harmless, while 

terminal materialism is when possession is the mere goal of buying, which could be harmful 

and dangerous. For instance, materialism was found to negatively impacts one’s interpersonal 

relationships and subjective well-being (Domagalski & Kasser, 2004).  

2.5.1 Exposure to beauty and fashion influencers’ LittleRedBook and materialism 

There is an increasing level of materialism displayed in all kinds of media all around 

the world (Pollay, 1986). For example, after a content analysis of advertisements on 

American magazines from 1900 to 1980, Belk and Poly (1985) found that processing the 

products were stressed more than the functions, which showed an emphasis on materials and 

possessions in media. Moreover, Bandura (1973) found that after being heavily exposed to 

advertising, consumers tend to attach social meaning to material possessions. Prior research 

has shown the effect of traditional media on users’ materialism. For example, Goldberg and 

Gorn (1978) found that children who watched more TV commercials had a higher 

materialistic tendency than children who did not. Similarly, Richins (1987) found a 

significant correlation between television commercial exposure and materialism among 

consumers who believe commercials to be realistic. With the increasing importance of social 

media, more recently, Kamal, Chu, and Pedram (2013) proposed that the more social media 

advertisement exposure consumers have, the more desire they have for material goods and 

the higher level of materialism. Similarly, in a study by Jiang and Chia (2009), a positive 

association between general advertising exposure (on both traditional and new media) and 

materialism among Chinese college students has been found. Moreover, a recent study by 

Thoumrungroje (2018) showed that the more consumers immerse themselves in social media, 

the higher materialistic they will be both in the U.S. and South Korea.  
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To explain how media exposure influences users’ materialism, in 1992, Richins came 

up with a theoretical framework using the Social Comparison Theory. He argues that 

consumers tend to compare themselves with the idealized message they found in media: 

“Because media, especially advertising, is filled with idealized images of better-off 

others, our expectations of what ought to be are gradually raised to a level that is 

unrealistic for most individuals. The frequent exposure to wealthy, beautiful, and 

happy people generates a false reality in which the uncommon and ideal become 

mundane and attainable” (Richins, 1992, p.205). 

 In other words, Richins (1992) believes that materialistic people are more likely to 

engage in a kind of social comparison where media images show idealized levels of wealth, 

and this will make them dissatisfied more with their current possessions. Although what he 

discusses here is traditional media and advertising, this argument could also be extended to 

online media, which brands use increasingly to “convey brand symbolism or consumption-

related attitudes” (Kamal et al., 2013, p.30). SMIs’ personal lives, possessions, values, and 

consumption styles are shared to a large extent through the internet, and as discussed by Lett 

(2016), consumers would subconsciously imitate the product preferences, styles or other 

attributes to be like them. Thus, it could be argued that the popularity of social media 

influencers has made it easier for users to compare themselves to the ideal. Moreover, 

research has found that women have higher possibility to engage in upward social 

comparisons with a social ideal (Melti et al., 2015). For example, they tend to compare 

themselves with SMIs they follow, and some unrealistic or high standards presented by 

influencers would contribute to negative feelings about themselves such as low self-esteem 

(Melki et al., 2015). According to Sirgy (1998), the large gap between the ideal and reality 

would trigger the desire for materials, making people more materialistic. With these being 

said, it was deduced that the more exposure users have to beauty and fashion influencers’ 

social media, the more materialistic they would be. Thus, the hypotheses are: 

H5a: The amount of time spent viewing beauty and fashion influencers’ 

LittleRedBook positively affects users’ materialism.  

H5b: The frequency of viewing beauty and fashion influencers’ LittleRedBook 

positively affects users’ materialism.  

2.5.2 Impact of materialism on purchase intention 

Since individuals with high materialism tend to attach much importance to personal 

possessions to show social status, materialism is linked to various kinds of consumer 
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behaviors such as compulsive consumption (Podoshen et al., 2011; Rindfleisch, Burroughs, 

& Denton, 1997), time and money spent shopping (Fitzmaurice & Comegys, 2006), status 

consumption (Goldsmith & Clark, 2012), conspicuous consumption (Podoshen & 

Andrzejewski, 2012; Segal & Podoshen, 2013), and brand perception (Kamineni, 2005). As 

purchase intention is closely related to consumption behaviors, it is hypothesized that: 

H6: Materialism positively impacts purchase intention of beauty and fashion products 

shown on LittleRedBook. 

2.5.3 Mediating role of materialism 

Based on hypothesis 2, 3 and 4, next to having an influence on purchase intention, 

exposure to beauty and fashion influencers might affect materialism, which, in turn, could 

increase purchase intention. Thereby, a mediation effect is proposed, such that that 

consumers’ degree of materialism mediates the relationship between exposure to beauty and 

fashion influencers’ LittleRedBook on purchase intention of beauty and fashion products. 

The following hypotheses proposes the mediation effects: 

H7a: The amount of time of exposure to beauty and fashion influencers on 

LittleRedBook has an effect on purchase intention via materialism. 

H7b: The frequency of exposure to beauty and fashion influencers on LittleRedBook 

has an effect on purchase intention via materialism. 

2.6 Conceptual Model 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.6 Hypothesized conceptual model of this study 
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3.  Method 
In this section, the methodology and analysis are justified and explained. First, a detailed 

description of the research design and sampling method are presented, including the 

justification of a quantitative survey and convenience sampling method. Then, 

operationalization of each variable is introduced with the pre-existing scales they are based 

on. The next part explains the procedure of the survey, the pre-test, and this chapter ends by 

explaining how validity and reliability were ensured in this study.  

3.1 Research Design 

This research focused on the effect of general exposure to beauty and fashion influencers’ 

LittleRedBook on the purchase intention of adult Chinese women, with self-control and 

materialism proposed as mediators. The overall methodological approach was quantitative 

because a big amount of data could be collected to generalize and make predictions. 

Moreover, this was a deductive study that aimed to test the expected patterns drawn from 

literature (Babbie, 2016). The proposed hypotheses aimed to test the relationship between 

several variables, and quantitative studies could be analyzed to define the relationship 

explicitly using data (Babbie, 2016), thus was suitable for this research. 

For this research, a survey questionnaire was conducted because it could gather 

information with high efficiency and enough data could offer a good representation of the 

population (Merrigan & Huston, 2009). Also, as discussed by Evans and Mathur (2005), 

online surveys are able to reach a target population that uses the internet frequently. Since the 

population of this study included Chinese women who are LittleRedBook users, seeking for 

potential respondents online is a proper choice. Moreover, online survey is cheap, time-

saving and could reach respondents residing in various places and cities (Evans & Mathur, 

2005), which is especially important for a large country like China. In addition, an online 

survey guarantees anonymity and is not personally invasive, so the respondents are more 

likely to give honest answers (Holt, 1997).  

The questionnaire was created with Qualtrics, a popular software for collecting data 

which is free for Erasmus students. The survey started with an introductory section where the 

purpose of the study, requirements and informed consent were given. Participants were 

informed that to participate in the study, they have to be Chinese female aged 18 years or 

older, users of LittleRedBook and view beauty/fashion influencers’ contents on it. The first 

block of the questions was about socio-demographic information such as gender, age, 
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income, highest education achieved and city of residence. Respondents who did not meet the 

criteria for the study (e.g. under 18 years old, male gender) were directed to the end of the 

survey. The second block included questions regarding exposure to beauty and fashion 

influencers’ LittleRedBook account. After which, the respondents’ purchase intention was 

measured. In the end, materialism and self-control were measured respectively using already 

existing scales. The questionnaire was first written in English and was then translated into 

Chinese by two independent translators, then was transferred back into English by another 

person to ensure the accuracy of the translation. This forward and backward translation 

method was used to maintain the equivalence of the test questionnaire in the target language 

(Tsang, Royse, & Terkawi, 2017). Appendix A and B provide an overview of the survey in 

English and Chinese language. 

3.2 Sampling 

The unit of analysis (target population) of this study was Chinese adult female consumers, 

active users of LittleRedBook and view beauty and fashion influencers’ contents on it. Only 

female consumers were targeted in this study because female are the main target audience of 

beauty and fashion products, also the main users of the social media platform LittleRedBook. 

Non-probability sampling was used in this study since a sampling frame (a list of qualified 

users of LittleRedBook) could not be acquired regarding this kind of large online population. 

Under this circumstance, convenience sampling was chosen. Convenience sampling is a 

“non-systematic approach to recruiting respondents that often allows a potential respondent 

to self-select into the sample” (Schonlau, Fricker, & Elliott, 2002, p. 33). An anonymous link 

to the Qualtrics questionnaire plus a short description introducing the topic and requirements 

was posted on Chinese social media platforms WeChat group, Weibo, Douban group, and 

comment area of LittleRedBook, using the account of the researcher, as well as acquaintances 

in different age group, city of residence, occupation, to attract different types of respondents 

and avoid skewing towards one particular background.  

Over a two-week period, more than 400 respondents completed the online 

questionnaire, but some of them were unqualified data thus were filtered out in the data 

screening process. For example, some were male, and others did not view beauty and fashion 

influencers’ LittleRedBook during the past two weeks. Data from 309 participants (N = 309) 

were included to be analyzed. The average age of the total sample respondents was 26 (SD = 

6.24), ranging from 18 years old to 58 years old. Most respondents (90.3%, n = 279) were 18 

to 35 years old, indicating a young sample base. Moreover, the large majority of the 
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respondents are highly educated, with 53.4% whose highest degree was bachelor (n = 165) 

and 23.3% whose highest educational degree was master (n = 72). More than half of the 

respondents (56.3%) were employed full-time (n = 174), 33.7% were students (n = 104). 

Moreover, 46.6% of respondents were living in first-tier cities in China or abroad (n = 144). 

According to the user portrait of LittleRedBook, 70% of users are 17-35 years old, and most 

users are students or while-colors, residing in large cities with fast economic growth (Argo, 

2019). Accordingly, the sample was in line with the desired population of the research, and 

this sample also reflected the demographic characteristic of most users of LittleRedBook, 

indicating a substantial degree of representativeness.  

For a detailed overview of the sample’s descriptive characteristics, see table 3.2. 

Table 3.2: Descriptive statistics of respondents (N = 309) 

Variable Value Count Percent 

Education Associate degree (=3) 

Bachelor degree (=4) 

Master degree (=5) 

PhD (=6) 

High school degree or equivalent (=2) 

Less than high school degree (=1) 

33 

165 

72 

4 

33 

2 

 

10.7% 

53.4% 

23.3% 

1.3% 

10.7% 

.6% 

Occupation Full time employment 

Part time employment 

Student 

Unemployed 

Other 

174 

9 

104 

14 

12 

56.3% 

2.9% 

33.7% 

4.5% 

3.9% 

Income (RMB) 0-2000 (=1) 

2001-5000 (=2) 

5001-8000 (=3) 

8001-10000 (=4) 

More than 10000 (=5) 

58 

72 

53 

52 

74 

18.8% 

23.3% 

17.2% 

16.8% 

23.9% 

City of residence First-tier city 

Second-tier city 

Third-tier city or below 

Abroad 

 

101 

107 

58 

43 

32.7% 

34.6% 

18.8% 

13.9% 
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3.3 Operationalization 

3.3.1 Exposure to beauty and fashion influencers on LittleRedBook 

Exposure to beauty and fashion influencers’ social media was measured by two types 

of self-report questions. According to de Vreese and Neijens (2016), self-report questions is a 

media exposure measure that relies on the respondents’ ability to recall exposure, and it is 

easy to be included in questionnaires. First, participants reported how often in the last month 

they view contents by the beauty and fashion influencers on RED based on a 5-point scale (1 

= rarely to 5 = every day). Second, they reported during the last two weeks, how much time 

per day they had viewed contents by the beauty and fashion influencers on RED (in minutes).  

3.3.2 Purchase intention 

The independent variable in this study is purchase intention, which indicates “an 

individual’s conscious plan to make an effort to purchase a brand” (Spears & Singh, 2004, 

p.56). Purchase intention was measured with three items adapted from the study of Putrevu 

and Lord (1994). The three items are “If I am in need, the likelihood that I would try the 

recommended product is very high,” “If I am in need, the likelihood that I would buy the 

recommended product is very high,” and “If I am not in need, it is very likely that I would 

purchase the recommended product in the future”. Respondents were asked to rate from 1 

(strongly disagree) to 5 (strongly agree) of how relevant these statements applied to them. 

The internal consistency of purchase intention is Cronbach’s Alpha of .75, thus the scale’s 

reliability is acceptable according to George and Mallery (2007). To check for the 

dimensionality of purchase intention, the three items which were Likert-scale based were 

entered into factor analysis using Principal Components extraction with Varimax rotation 

based on Eigenvalues (> 1.00), KMO = .66, χ2 (N = 309, 3) = 242.88, p <  .001. The resultant 

model explained 67.3% of the variance in purchase intention. Only one component was 

extracted, so all the three items were kept to measure purchase intention. 

3.3.3 Materialism 

Materialism was measured using items from several scales. Majority of the items 

were taken from the Richins’ (2004) Materialism Values Scale (a revised version of the 

Richins and Dawson’s 1992 materialism scale). In this scale, materialism is comprised of 

three factors: success, centrality, and happiness. The 9-item short version was used in this 

study because it has shown “acceptable psychometric properties” to measure materialism 

generally (Richins, 2004, p. 209). Moreover, this scale has been used in East Asian studies 
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with acceptable reliability (Podoshen et al., 2011). Items were rated on a 5-point scale (1 = 

strongly disagree to 5 = strongly agree). A fourth factor envy, measured by three items, was 

added from Belk’s (1984) materialism scale, because as stated by Chae (2017), ordinary 

people may compare their life with and envy influencers, who are closer to them than 

celebrities. One item was recoded reversely as it was negatively formulated compare with 

other items, and after the recoding, the bigger the figure for materialism is, the more 

materialistic a respondent is. The reliability of the materialism variable comprising of 12 

items was measured and indicated that materialism had a Cronbach’s Alpha of .80. 

According to George and Mallery (2007), a Cronbach’s Alpha score that is above .80 is 

“good”. Deleting the item “I try to keep my life simple, as long as possessions are concerned” 

would increase the number to .82. However, the improvement would be very slight thus all 

the items on the scale of materialism were kept. To check for the dimensionality of the 

materialism scale used in this study, the 12 items which were Likert-scale based were entered 

into factor analysis using Principal Components extraction with Varimax rotation based on 

Eigenvalues (> 1.00), KMO = .81, χ2 (N = 309, 66) = 1078.96, p <  .001. The resultant model 

explained 56.5% of the variance in materialism. Factor loadings of individual items onto the 

three factors found are presented in Table 3.3.3. The factors found were: 

Owning. The first factor included seven items all related to owing something. This included 

the satisfaction earned from owning, owning luxuries, etc. 

Envy. The second factor found included four items which were linked to the feeling of envy, 

such as feeling bothered when others own more things.  

Simplicity. The one item was related to the idea of simplicity in terms of possessions. 

 

Table 3.3.3: Factor and reliability analyses for scales for materialism (N = 309) 

Item Owning Envy Simplicity 

I admire people who own expensive 

homes, cars and clothes. 

.523   

The things I own say a lot about how 

well I’m doing in life. 

.530   

I like to own things that impress 

people. 

.566   

Buying things give a lot of pleasure. .729   

I like a lot of luxury in my life. .629   
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My life would be better if I owned 

certain things I don’t have. 

.702   

I’d be happier if I could afford to buy 

more things. 

.731   

It sometimes bothers me quite a bit 

that I can’t afford to buy all the things 

that I like. 

 .568  

There are certain people that I would 

like to trade place with. 

 .680  

When friends have things I cannot 

afford, it bothers me. 

 .843  

I am bothered when I see people who 

buy anything they want. 

 .844  

I try to keep my life simple, as far as 

possessions are concerned. 

  .925 

R2 24.77 12.18  

Cronbach’s α .78 .77  

Eigenvalue 9.44 1.59 .975 

 

Despite the presence of three dimensions, a single composite measure of materialism 

(which included all the 12 items) was used in the succeeding analysis (M = 2.92; SD = .61). 

High score implies higher materialism. Thus, the average level of materialism of the 

participants was a bit high.  

3.3.4 Self-control 

Another mediator variable self-control was measured by a 13-item brief self-control 

measure developed by Tangney, Baumeister, and Boone (2004). Items were rated on a 5-

point scale (1 = strongly disagree to 5 = strongly agree). 9 items were recoded reversely as 

they were negatively formulated, and after the recoding, the bigger the figure for self-control 

is, the higher self-control a respondent has. The reliability of the self-control variable 

comprising of 13 items was measured and indicated that self-control had a Cronbach’s Alpha 

of .79. According to George and Mallery (2007), a Cronbach’s Alpha score that is above .70 

is “acceptable”. Deleting the item “I wish I had more self-discipline” would increase the 

Cronbach’s Alpha to .80. However, the improvement would be very slight thus all the items 

were kept. The 13 items which were Likert-scale based were entered into factor analysis 

using Principal Components extraction with Varimax rotation based on Eigenvalues (> 1.00), 
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KMO = .82, χ2 (N = 309, 78) = 882.92, p < .001. The resultant model explained 51.7% of the 

variance in self-control. Factor loadings of individual items onto the three factors found are 

presented in Table 3.3.4. The factors found were: 

Doing bad things. The first factor included six items all related to doing bad things. This 

included saying inappropriate things and doing wrong. 

Exerting effort. The second factor found included four items which were linked to exerting 

effort, such as to resist temptation or work efficiently towards long-term goals. 

Discipline. The three items in this factor were related to discipline oneself to break bad habits 

or getting work done. 

Table 3.3.4: Factor and reliability analyses for scales for self-control (N = 309) 

Item Doing bad things Exerting 

effort 

Discipline 

I say inappropriate things. .597   

I do certain things that are bad for me, 

if they are fun. 

.802   

I refuse things that are bad for me. .363   

I have trouble concentrating. .436   

Sometimes I can't stop myself from 

doing something, even if I know it is 

wrong. 

.617   

I often act without thinking through 

all the alternatives. 

.682   

I am good at resisting temptation.  .650  

I am lazy.  .476  

People would say that I have iron self‐ 

discipline. 

 .667  

I am able to work effectively toward 

long‐term goals. 

 .686  

I wish I had more self‐discipline.   .780 

Pleasure and fun sometimes keep me 

from getting work done. 

 

I have a hard time breaking bad 

habits.  

  .614 

 

.496 

 

R2 17.15 7.87 5.43 
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Cronbach’s α 

 

.70 

 

.59 

 

.59 

Eigenvalue 5.55 4.34 1.29 

 

Despite the presence of three dimensions, a single composite measure of self-control 

(which included all the 13 items) was used in the succeeding analysis (M = 2.99; SD = .57). 

High score implies higher level of self-control. Thus, the average level of self-control of the 

participants was a bit high.  

3.3.5 Control variables 

Several control variables were included in the survey to see whether they have a 

significant impact on the predicted relations in the model. The control variables include age, 

educational level, income, and behavioral engagement with influencers. The behavioural 

engagement was measured by asking respondents how often they “Like” or “comment” 

beauty and fashion influencers’ posts on LittleRedBook. The response categories were from 

never (1) to always (5) and a higher score means a higher engagement. Table 3.3.5 shows the 

descriptives of control variables age and behavioral engagement (others were stated in the 

sampling part). The mean for behavioral engagement was 2.07, which means that on average, 

the respondents had a little low degree of engagement with beauty and fashion influencers on 

LittleRedBook. 

Table 3.3.5: Descriptives of control variables (N = 309)  

 M SD Minimum Maximum 

Age 26.49 6.24 18 58 

Behavioural engagement 2.07 .82 1 4.5 

 

3.5 Data Analysis 

After all the data were collected in Qualtrics, the data was cleaned and responses that did not 

meet the requirements were removed (e.g., male respondents, those who did not give 

consent).  Then, respondents who had no exposure to beauty/fashion influencers’ 

LittleRedBook were also removed. This was done by checking the question regarding their 

time viewing contents. For example, respondents who answered they spend 0 minutes in the 

past two weeks were removed. After the whole data cleaning process, the total number of 
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participants with valid data was 309. Reliability checks and factor analysis were performed to 

validate the reliability of the scales. Then, descriptive statistics analysis was performed to 

check for age distribution and highest education level. After this, Hayes PROCESS macro 

(version 3.3) test (using model 4) was performed to test the whole model with the mediators, 

first with time as the independent variable and then with frequency. After this, control 

variables were added to the model to see whether the results are impacted.  

3.6 Validity and Reliability 

Validity is achieved when the “means of measurement are accurate” and are “actually 

measuring what they are intended to measure” (Winter, 2000, p.5). As this study intended to 

measure the relationship between four variables, the first way to increase validity is to 

measure each variable accurately and scientifically. Hence, it was important that already 

existing scales were used and adopted. Also, respondents that could not contribute to the 

study were excluded such as males and people who were under 18 years old. Face validity 

was also insured through the pre-test, which ensured the respondents in the pre-test differ 

from their backgrounds. Next to this, to minimize selection bias and sampling error, the 

diversity of participants’ background (age, education level, income) were tried to ensure, 

which increased the external validity of this research. In this way, the sample became 

representative of the population and the overall validity of the research was increased 

(Winter, 2000).  

 The second measure of quality in a quantitative study is reliability. It is defined by 

Heale and Twycross (2015) as “the extent to which a research instrument consistently has the 

same results if it is used in the same situation on repeated occasions” (p.66). In order to make 

this research replicable and repeatable, a pre-test was conducted to see whether the survey 

questions are understandable. Furthermore, the scales adopted in this research had acceptable 

to high value of Cronbach’s Alpha (α) (0.70 being the lowest), indicating adequate levels of 

internal consistency (George and Mallery, 2007). 

3.7 Pre-test 

Before the full-scale survey was implemented, a pre-test was carried out to make sure the 

questions are comprehensible and coherent. Moreover, the pre-test could help the researcher 

to get an estimated time for finishing the survey, which could be indicated on Qualtrics for 

the formal distribution. Ten candidates were selected using purposive sampling. They varied 

in age, educational level, place of residence, job, and income to make sure they are 
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representative of the target population. Regarding the sample, personal contacts of the 

researcher were used. Respondents were residing in different cities in China and abroad: 

Beijing (3) and Shenzhen (2), which are first-tier cities in China, Qingdao (2), a second-tier 

city, Rotterdam (2), as well as Xianning (1), a city that is less developed. In terms of age, 4 

were aged 18-24, 4 were aged 25-34 while the other 2 were aged 35 or older. The educational 

background also varied from having a high school diploma to obtaining a master’s degree. 

Furthermore, they were all LittleRedBook users and viewed beauty and fashion influencers’ 

contents on it. For respondents living in Rotterdam, the pre-tests were done face-to-face, 

while for others they were done with Facetime to get their comments. First, the pretest 

participants answered the entire survey. Then, the researcher went through the questions one 

by one with one candidate at a time, so the concerns and thoughts were only shared with the 

researcher. During the process, the researcher asked them about what they thought the 

meaning of each question was, whether they could understand the question and concepts, and 

whether they feel comfortable answering them.  

Several problems emerged and were adjusted for the final version of the survey. To 

begin with, some respondents did not follow any beauty and fashion influencers, but they 

viewed their contents for example when they searched for a certain product or just read what 

the app recommended to them. This information was useful in later data analysis because it 

indicated that the number of influencers following may not be able to indicate the exposure to 

influencers’ social media. However, this question was still there in the final questionnaire 

because the researcher would like to see if this is true with the larger sample. Moreover, 

regarding the two scales to measure self-control and materialism, some respondents could not 

remember the response anchors that the numbers represent (e.g., strongly agree, agree, etc.), 

so they always went back to the instructions to check. Accordingly, the response anchors 

were added beside the numbers. In addition, some participants indicated that the survey took 

long to finish because of the long scale to measure the two mediators. However, because the 

items are necessary, no changes could be made regarding this concern. On average, it took 

the respondents 8 minutes to finish. 
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4.  Results 
In this chapter, the results of the conducted data analysis are discussed. First, the descriptive 

statistics are presented, followed by the hypothesis-testing. The results of the analyses 

including the control variables are also discussed. 

4.1 Data Screening 

After enough responses were obtained, the data that was collected in Qualtrics, was screened 

using the filter function of Qualtrics. Firstly, respondents who did not complete the survey 

and whose gender was not female were removed. Next, for Q9 that asks time spent per day 

viewing contents, those who filled in “0” (minutes) were removed, because their exposure 

could not be measured if they did not use LittleRedBook recently. Then, the data containing 

318 samples were downloaded and put into SPSS. Again, for Q9, some respondents filled in 

unqualified answers such as “I don’t know” “I’m not sure” “I barely use” or “I haven’t used 

recently” were removed. The demographics of the final sample of N = 309 was used in the 

upcoming tests.  

4.2 Descriptive Statistics 

Table 4.2 presents the mean, standard deviation, minimum and maximum value of all the 

main variables. The figure showed that firstly, respondents spend about 32 minutes on 

average per day viewing beauty and fashion influencers on LittleRedBook, ranging from 1 

minutes to 300 minutes. For frequency, the mean is 3.05, meaning on average, respondents 

often view contents by beauty and fashion influencers on LittleRedBook. In addition, the 

mean for materialism is 2.92 while the mean for self-control is 2.99.  

Table 4.2: Descriptives of main variables and control variables (N = 309) 

 M SD Minimum Maximum 

Exposure-time 31.58 40.86 1 300 

Exposure-frequency 3.06 1.23 1 5 

Materialism 2.92 .61 1.42 4.67 

Self-control 2.99 .57 1.46 4.46 

Purchase intention 3.42 .58 1.00 5.00 

Age 26.49 6.24 18 58 

Behavioral engagement 2.07 .82 1 4.5 
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Table 4.3 presents the correlations between all the main variables. The correlations 

show the association of the variables with other variables in the study. The amount of time 

viewing beauty and fashion influencers’ LittleRedBook was positively correlated with the 

frequency of viewing beauty and fashion influencers’ LittleRedBook (r = .343; p < .010). 

This means that as the amount of time viewing beauty and fashion influencers’ 

LittleRedBook increases, the frequency of viewing their LittleRedBook also increases. Note, 

however, that the association of these is weak. Also, the correlations showed that time and 

frequency viewing beauty and fashion influencers’ LittleRedBook was negatively correlated 

with self-control (r = - .157; p < .010; r = - .169; p < .010). This means that as people spend 

more time or more frequently viewing beauty and fashion influencers’ LittleRedBook, their 

self-control would decrease. However, the associations of these two relationships are both 

very weak. Moreover, the frequency viewing beauty and fashion influencers’ LittleRedBook 

was positively correlated with purchase intention of recommended products (r = .253; p 

< .010). This means that as the frequency of viewing beauty and fashion influencers’ 

LittleRedBook increases, consumers’ purchase intention increases. Again, the association is 

weak. Furthermore, materialism was found to be negatively related to self-control (r = - .397; 

p < .010) and the correlation is weak. Last but not least, materialism was found to be 

positively correlated with purchase intention ((r = .156; p < .010).) while self-control was 

found to be negatively correlated with purchase intention (r = - .225; p < .010). In other 

words, people who are more materialistic or have lower self-control have higher purchase 

intention towards recommended products. However, the correlations are both weak.  

Table 4.3: Correlations between main variables (N = 309)   

 1 2 3 4 5 

Exposure-time (1)  .343** .084 .026 -.157** 

Exposure-frequency (2)   .253** .071 -.169** 

Purchase intention (3)    .156** -.225** 

Materialism (4)     -.397** 

Self-control (5)      

**. Correlation is significant at the 0.01 level (2-tailed). 
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4.3 Hypothesis Testing  

We now turn to the predicted parallel mediation model to test whether self-control and 

materialism mediate the relationship between the independent variable (exposure to 

influencers) and dependent variable (purchase intention). The Baron and Kenny (1986) 

method was used to test the mediation hypotheses. In this method for mediation, there are 

two paths to the dependent variable. The independent variable must predict the dependent 

variable, and the independent variable must predict the mediator. For the analysis, Hayes’s 

SPSS PROCESS macro, an observed variable OLS and logistic regression path analysis 

modeling tool for SPSS, was used (Hayes, 2013). Model 4 was used, the confidence level for 

confidence intervals was set on 95%, and the number of bootstrap samples was set on 1000. 

4.3.1 Mediation design  

The mediation design depicted in figure 2.6 is as follows. It was predicted that 

materialism and self-control mediate the relationship between exposure to influencers and 

purchase intention. According to Baron and Kenny (1986), the following conditions must be 

met in the results to support mediation: First, the independent variable (exposure) is shown to 

significantly influence the dependent variable (purchase intention) in the first regression 

equation. This was described by Hayes (2013) as path c. Second, the independent variable 

(exposure) is shown to significantly influence the mediators (M = materialism, M = self-

control) in the second regression equation. This was described by Hayes (2013) as path a. 

Moreover, the mediators (M1 is materialism, M2 is self-control) must significantly influence 

the dependent variable (purchase intention) in the third equation, which was described by 

Haye (2013) as path b. Fourth, when the mediator is added to the model, the relationship 

between the independent and dependent variables (c path) should be reduced (c’ path) (Baron 

& Kennedy, 1986).  

Model 4 of the SPSS PROCESS macro was performed. First, an analysis was 

conducted with time spent as the IV, purchase intention as the DV, and self-control and 

materialism both entered as mediators. Then, a second analysis was conducted, this time the 

IV was changed into frequency of viewing, while the other variables were kept the same. 
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Figure 4.3.1 Conceptual diagram of PROCESS model 4 - Simple mediation 

4.3.2 Exposure to influencers’ LittleRedBook and purchase intention (H1a and H1b) 

Looking at the relationship of exposure to influencers’ LittleRedBook with amount of 

time per day and purchase intention, the results showed that the relationship was not 

significant, F(3, 305) = 6.32, p < .001; R2 = .06; where b = .00, t(305) = .94, p = .347, 95% 

CI [-.00, .00]. Thus, H1a is rejected. 

As for the relation of exposure to influencers’ social media with frequency per month 

and purchase intention, the results showed that the relationship was significant, F(3, 305) = 

11.71, p < .001; R2 = .10 where b = .10, t(305) = 4.02, p < .001, 95% CI [.05, .16]. This 

implies that the frequency of viewing positively affects purchase intention. Thus, H1b is 

accepted. 

4.3.3 Exposure to influencers’ LittleRedBook and self-control (H2a and H2b) 

When the amount of time of viewing influencers was used as the IV to measure 

exposure, significant effects were found in relation to self-control, F(1, 307) = 7.76, p = .006; 

R2 = .02;  where b = - .002, t(307) = - 2.79, p = .006, 95% CI [-.00, -.00]. This implies that 

the amount of time exposed to beauty and fashion influencers on LittleRedBook had a 

negative effect on self-control. This means that H2a is accepted. 

When the frequency of viewing beauty and fashion influencers’ LittleRedBook was 

used to measure exposure, the effect on self-control was also significant: F(1, 307) = 8.94, p 

= .003; R2 = .17; where b = -.08, t(307) = -2.99, p = .003, 95% CI [-.13, -.03]. This means that 

frequency of viewing influencers, decreased the participant’s self-control. H2b is therefore 

accepted. 

Taken both results, the finding of this study is that exposure of Chinese women 

consumers to beauty and fashion influencers’ LittleRedBook lowers self-control.  
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4.3.4 Self-control and purchase intention (H3) 

In the model where the amount of time of viewing influencers was used as the IV, the 

results of the effect of self-control on purchase intention was significant: F(3, 305) = 6.32, p 

< .001; R2 = .06; where b = -.19, t(305) = -3.01, p = .003, 95% CI [- .31, -.07].  

In the model where the frequency of viewing influencers was used as the IV, the 

results of the effect of self-control on purchase intention was significant: F(3, 305) = 11.71, p 

< .001; R2 = .32 where b = -.16, t(305) = -2.63, p = .009, 95% CI [- .28, -.04].  

Together, these results showed that lower self-control increased purchase intention of 

products presented by the beauty and fashion influencers on LittleRedBook. These results 

confirm H3. 

4.3.5 Mediation effect of self-control (H4a and H4b) 

The next set of hypotheses (H4a and H4b) proposed the mediation effect where self-

control is the mediating variable. With the model where amount of time viewing influencers’ 

LittleRedBook was the predictor, the results showed an indirect effect of the amount of time 

viewing on purchase intention, with zero not being in the confidence interval (95% CI 

[.00, .03]; b = .0004). This confirms H4a. However, since the b is very small, the mediation 

effect of materialism is very small. Given that the amount of time viewing influencers had no 

direct effect on purchase intention, this means that self-control partially mediates the effect of 

the amount of time viewing influencers on purchase intention. 

With the model where frequency of viewing influencers’ LittleRedBook was the 

predictor, the results showed an indirect effect of frequency of viewing beauty and fashion 

influencers’ LittleRedBook on purchase intention, with zero not being in the confidence 

interval (95% CI [.00, .00]; b = .01). This confirms H4b. Given that the frequency viewing 

influencers had a direct effect on purchase intention, this means that self-control fully 

mediates the effect of the frequency of viewing beauty and fashion influencers’ 

LittleRedBook on purchase intention. 

Table 4.3.5: Mediation analysis of self-control on purchase intention (N = 309) 

 b SE t p (two-tailed) CI (lower) CI (higher) 

Outcome: Purchase 

intention (path c) 

      

Exposure (time) .00 .00 .94 .347 - .001 .002 

Exposure (frequency) .10 .03 4.02 .000*** .05 .16 
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Outcome: Self-control (path 

a) 

      

Exposure (time) - .00 .00 -2.79 .006** - .00 - .00 

Exposure (Frequency) - .08 .03 -2.99 .003** - .13 - .03 

Outcome: Purchase 

intention (path c’) 

      

Self-control (time) 0004 .0002   .0001 .001 

Self-control (frequency) .01 .01   .002 .03 

Note: Significance level: * p < .05, ** p < .01, *** p < .001. 

 

4.3.6 Exposure to influencers’ LittleRedBook and materialism (H5a and H5b) 

When the amount of time of viewing influencers was used as the IV to measure 

exposure, no insignificant effects were found in relation to materialism, F(1, 307) = .20, p 

= .653; R2 = .00; where b = .0004, t(307) = - 2.79, p = .653, 95% CI [-.00, -.00]. This implies 

that the amount of time exposed to beauty and fashion influencers’ LittleRedBook had no 

significant effect on materialism. This means that H5a is rejected. 

When the frequency of viewing beauty and fashion influencers’ LittleRedBook was 

used to measure exposure, the effect on self-control was also not significant: F(1, 307) = 

1.56, p = .213; R2 = .01; where b = .04, t(307) = 1.25, p = .213, 95% CI [-.02, .09]. This 

means that frequency of viewing influencers’ LittleRedBook had no significant effect on 

participant’s self-control. H5b is therefore rejected 

Taken both results, the finding of this study is that exposure of Chinese women 

consumers to beauty and fashion influencers’ LittleRedBook has no impact on materialism. 

4.3.7 Materialism and purchase intention (H6) 

In the model where the amount of time of viewing influencers was used as the IV, the 

results of the effect of materialism on purchase intention was not significant: F(3, 305) = 

6.32, p = .002; R2 = .06; where b = .71, t(305) = 1.33, p = .183, 95% CI [- .04, .19].  

In the model where the frequency of viewing influencers was used as the IV, the 

results of the effect of materialism on purchase intention was not significant: F(3, 305) = 

11.71, p < .001 ; R2 = .10 where b = .97, t(305) = 1.31, p = .191, 95% CI [- .04, .18].  
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Together, these results showed that higher materialism does not increase purchase 

intention of products presented by the beauty and fashion influencers on LittleRedBook. 

These results reject H6. 

4.3.8 Mediation effect of materialism (H7a and H7b) 

The next set of hypotheses (H7a and H7b) proposed the mediation effect where 

materialism is the mediating variable. With the model where amount of time viewing 

influencers’ LittleRedBook was the predictor, the results showed no indirect effect of the 

amount of time viewing on purchase intention, with zero being in the confidence interval 

(95% CI [-.00, .00], b = .000). This rejects H7a. Accordingly, materialism does not mediate 

the effect of the amount of time viewing influencers’ LittleRedBook on purchase intention. 

With the model where frequency of viewing influencers’ LittleRedBook was the 

predictor, the results showed no indirect effect of frequency of viewing beauty and fashion 

influencers’ LittleRedBook on purchase intention, with zero being in the confidence interval 

(95% CI [-.00, .01]; b = .003). This rejects H7b. Accordingly, materialism does not mediate 

the effect of the frequency of viewing beauty and fashion influencers’ LittleRedBook on 

purchase intention. 

Table 4.3.8: Mediation analysis of materialism on purchase intention (N = 309) 

 b SE t p (two-tailed) CI (lower) CI (higher) 

Outcome: Purchase 

intention (path c) 

      

Exposure (time) .00 .00 .94 .347 - .00 .00 

Exposure (frequency) .10 .03 4.02 .000*** .05 .16 

Outcome: Materialism 

(path a) 

      

Exposure (time) .00 .00 .45 .653 - .00 .00 

Exposure (Frequency) .04 .03 1.25 .213 - .02 .09 

Outcome: Purchase 

intention (path c’) 

      

Materialism (time) .000 .000   - .00 .00 

Materialism (frequency) .003 .003   - .00 .01 

Note: Significance level: * p < .05, ** p < .01, *** p < .001. 
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4.4 Summary of Statistical Results 

The table below provides a quick review of the statistical results of the hypotheses. 

Table 4.4: Overview of statistical results (N = 309)  

Hypothesis Supported or rejected 

Hypothesis 1a Rejected 

Hypothesis 1b Supported    

Hypothesis 2a/2b Supported    

Hypothesis 3 Supported    

Hypothesis 4a/4b Supported    

Hypothesis 5a/5b Rejected    

Hypothesis 6 Rejected    

Hypothesis 7a/7b Rejected    

4.5 Additional Findings 

After the hypothesis testing, control variables age, income, and behavioral engagement were 

added to the model as covariates to test other possible differences and to see whether they 

influence the relationship of the research model. According to the output, all the results of the 

previous hypothesis-testing did not change, which means that the control variables did not 

have an impact on the model. However, there were interesting findings when it comes to the 

association of the control variables with the main variables. First of all, behavioral 

engagement was found to be positively and significantly related to materialism F(4, 304) = 

4.61, p = .001; R2 = .06 where b = .17, t(304) = 3.99, p < .001, 95% CI [.09, .26] when time is 

the IV and F(4, 304) = 4.56, p = .001; R2 = .57 where b = .17, t(304) = 3.75, p < .001, 95% CI 

[.08, .26] when frequency is the IV. This means that interactions with beauty and fashion 

influencers’ posts predicted greater materialism. Also, greater engagement predicted higher 

purchase intention: F(6, 302) = 6.47, p < .001; R2 = .11, where b = .16, t(302) = 3.83, p 

< .001, 95% CI [.08, .24] when time is the IV and F(6, 302) = 8.15, p < .001; R2 = .14, where 

b = .11, t(302) = 2.68, p = .008, 95% CI [.03, .20] when frequency is the IV.  
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5. Conclusion  
This study attempted to integrate media marketing and psychology literature to explain how 

beauty and fashion influencers impact purchase intention of Chinese female consumers on 

LittleRedBook. The research question was the following: How does exposure of Chinese 

women consumers to beauty and fashion influencers’ on LittleRedBook impact their purchase 

intention via materialism and self-control? A quantitative online survey was conducted 

among Chinese women who use LittleRedBook (N = 309). Based on the findings, the 

research question was answered. For Chinese female consumers, their exposure to beauty and 

fashion influencers on LittleRedBook as measured by frequency of viewing had a significant 

impact on their purchase intention. This association was mediated by self-control. However, 

consumers exposure to beauty and fashion influencers based on the amount of time of 

viewing is only partially mediated by self-control. Moreover, materialism did not mediate the 

relationship. Materialism was not impacted by exposure (neither frequency and amount of 

time viewing), and materialism also did not impact consumers’ purchase intention of 

recommended products on LittleRedBook. This chapter further interprets the results, state the 

theoretical and practical implications, as well as limitations and directions for future research.  

5.1 Summary of findings 

H1 stated that exposure to beauty and fashion influencers’ LittleRedBook positively 

influences the purchase intention of recommended products when exposure is measured by 

the amount of time (H1a) and frequency (H1b). By the analysis of the survey data, H1b was 

confirmed while H1a was rejected. In other words, the specific amount of time per day 

viewing influencers’ LittleRedBook does not have a significant impact on purchase intention, 

but the frequency does. The difference in the results for time and frequency might be due to 

attention. For example, how often consumers check LittleRedBook could be a more 

purposive use of the app because they consciously go to the app to view contents by beauty 

and fashion influencers, or search for information with purpose. Just as discussed by Sudha 

and Sheena (2017), consumers go online for blogs or reviews to validate purchase decisions. 

For instance, when they are looking for product reviews, they would turn to beauty and 

fashion influencers’ LittleRedBook for advice, leading to a higher purchase intention of 

recommended products. However, a longer time spent does not mean greater attention 

because it is possible that people are not actively searching for product information because 

of intention to buy, but simply lurk, or to kill time. Another possible explanation is that the 
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estimation of time is a more objective measure while frequency is more subjective. For 

instance, people tend to overestimate the time they spend on all kinds of activities when 

answering questions about typical behavior, or people may underestimate the time because 

they can only report one activity at a time, while they may do various tasks at the same time 

(Juster and Stafford, 1991). Accordingly, the average time of media exposure may not reflect 

their actual exposure as accurately as frequency. 

H2 proposed that exposure to beauty and fashion influencers’ LittleRedBook 

decreases consumers’ self-control. The theorized effect of exposure to influencers on self-

control was found to be significant. The results were consistent for both measures of 

exposure: time and frequency. This meant that the influencers’ social media negatively 

impacts consumers’ self-control: the amount of time and frequency of viewing contents by 

beauty and fashion influencers lowered self-control. This finding is in line with Hofmann et 

al. (2016)’s arguments that media contents could be a source of self-control failure, and the 

contents created by beauty and fashion influencers could be a source of temptation or 

pleasure that need to be resisted using self-control in people’s daily life. Most self-control 

research has focused on people’s ability to control themselves, as well as how self-regulatory 

resources are depleted (Lotte and Wilhelm, 2012). However, desire is also a motivating 

source of self-control failure (Lotte and Wilhelm, 2012), and this could be a result of 

exposure to influencers’ social media. Being frequently exposed to influencers’ social media 

may increase consumers’ desire to being like those influencers or owning the same products. 

This way, exposure to SMIs is shown to be a source of self-control failure. 

H3 hypothesized that a lower level of self-control would lead to a higher purchase 

intention of recommended products by beauty and fashion influencers on LittleRedBook. The 

results of the analysis showed that this relationship was significant, which are in line with 

previous research. Although self-control was not studied before in relation to purchase 

intention, it was found that self-control failure could lead to indulgent purchase and impulse 

buying urges (Aultan, Joireman & Sprott, 2012). As argued by Baumeister (2002), 

individuals with low self-control are more likely to yield to temptation, thus more 

“vulnerable” to beauty and fashion influencers’ recommendations. 

H4 stated that self-control is a mediator between exposure to beauty and fashion 

influencers and purchase intention. This study proved self-control’s mediating role, fully 

explaining the relationship between exposure (frequency) and purchase intention, and 

partially explaining the relationship between exposure (time) and purchase intention. 

Previous scholars studying the effects of social media, or social media influencers, did not 



 

 37 

demonstrate their impact on self-control, or how media exposure and self-control together 

impact consumer behavior.  

H5 proposed that higher exposure to beauty and fashion influencers’ LittleRedBook 

would increase people’s materialism. H5 was rejected by the analysis of the findings. This 

finding was true for both measures of exposure. The results of this study contradict with 

Thoumrungroje (2018)’s study that the more intensely consumers immerse themselves in 

social media, the more materialistic they would become. One influencing factor for the non-

significant results could be that, in Thoumrungroje’s study, it was how much consumers 

immerse themselves and engage in social media that was measured. However, this study only 

measured general exposure, instead of how much they engage with beauty and fashion 

influencers. This also explains why mere exposure does not increase materialism in this 

study, but behavioral engagement with influencers does (which will be discussed in 

additional findings). The results are also not in line with prior research (Kamal et al., 2013; 

Jiang and Chia, 2009), in which it was argued that advertising on social media increases 

materialism. Exposure to beauty and fashion influencers’ contents on LittleRedBook includes 

not only advertisements but other kinds of posts. Moreover, as discussed before, it is common 

that advertising contents are naturally incorporated into the posts by influencers, with their re-

creation. Thus, it is not easy to distinguish between advertising contents and non-advertising 

ones. This could explain why general exposure does not impact consumers’ materialism. 

H6 hypothesized that people who have higher materialistic values would have a 

higher intention to purchase products recommended by beauty and fashion influencers. 

Surprisingly, the findings showed that H6 was rejected. This result was not in line with prior 

research that a materialist person would have a stronger desire to possess certain products to 

show their status and wealth (Richins and Dawson, 1992). Also, prior research has proven a 

clear link between materialism and various spending behavior such as compulsive 

consumption (Podoshen et al., 2011; Rindfleisch, Burroughs, & Denton, 1997), impulse 

buying (Bahar & Aysel, 2017), conspicuous consumption (Podoshen & Andrzejewski, 2012; 

Segal & Podoshen, 2013). However, it was purchase intention that was analyzed here, instead 

of actual purchase behavior, which may help explain the discrepancy. In other words, it might 

be possible that materialistic people just purchase without having the intention. For example, 

they tend to buy first and think later Belk, 1995). Furthermore, it is also possible that the 

purchase intention of materialistic people is not impacted by influencers’ social media, and 

this explains why their degree of materialism does not impact their intention to purchase 

under the recommendations of social media influencers. Materialistic people may have their 
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preferences or patterns of purchase, such as status consumption – purchasing products that 

could show their status (Liao & Wang, 2017). 

According to the seventh hypothesis, exposure to beauty and fashion influencers on 

LittleRedBook has an effect on purchase intention via materialism. Contradicting the study’s 

assumptions, the analysis of the findings does not support hypothesis 7. There is no mediation 

effect of materialism between the exposure to beauty and fashion influencers and purchase 

intention. The findings are not in line with prior research of Thoumrungroje (2018) which 

proved that social media intensity increases materialism, thus leading to more impulsive 

purchases.  

According to the analysis of the additional findings, high behavioral engagement with 

influencers predicted higher purchase intention. This finding was aligned with the consumer 

decision model, which argues that in the decision-making process before the actual purchase, 

in the information search stage, through the bidirectional flow of information where 

consumers interact with influencers, the information they get facilitates purchase decisions 

(Engel et al., 1968). Moreover, behavioral engagement predicted higher materialism. This 

additional founding was interesting since exposure does not post a significant impact on 

materialism, but engagement does. One possible explanation is that the more consumers 

engage with influencers, the more they feel personally related to beauty and fashion 

influencers and feel that the SMIs are very close to them compare with celebrities due to the 

two-way interaction. Then, it is possible that their desire for materials is triggered by 

comparison with influencers (Sirgy, 1998). This finding matches the literature that social 

media intensity increases consumers’ materialism (Thoumrungroje, 2018). 

5.2 Theoretical and Practical Implications 

This research presents theoretical implications in several ways. First, the finding that 

frequency of exposure to beauty and fashion influencers’ LittleRedBook leads to a higher 

purchase intention of recommended products, which was mediated by self-control, provides 

further theoretical validation on the effect of social media influencers on both personality 

traits and purchase intention. This finding proved a possible correlation between exposure to 

SMIs and self-control, which has not been studied by previous studies. This finding unveils 

that when people are frequently exposed to texts, pictures, or videos by SMIs, people’s self-

control would be diminished, which could be seen as a negative consequence of exposure 

beauty and fashion influencers, since self-control is connected closely to people’s behaviors, 

skills, attention, emotion as well as cognition, and low level of self-control could be 
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detrimental (Calkins, 1994; Gross, 1999; Posner & Rothbart, 2000). Thus, except for 

promoting brands and products, social media influencers also have the power to promote, or 

decrease certain personality traits. Moreover, although materialism was not found to be 

correlated with general exposure to influencers’ social media, this study discovered that 

behavioral engagement significantly increases consumers’ materialism. This additional 

finding has not been raised by previous scholars regarding how behavioral engagement with 

SMIs can impact personality traits such as materialism.  

Regarding the practical implications of this study, to begin with, the findings of this 

research signifies the role of social media influencers in today’s brand marketing field. More 

frequent exposure to SMIs leads to a higher purchase intention, indicating the effectiveness of 

influencer marketing strategy among beauty and fashion brands in China. Hence, for brands, 

especially beauty and fashion brands, they could benefit from incorporating digital 

influencers into their marketing strategies to trigger purchase intention. Furthermore, since 

exposure frequency matters regarding consumers’ purchase intention, it is of vital importance 

to consider using which social media platform to work with influencers, since user experience 

of a certain media platform impacts consumers’ frequency of using (Cha, 2010). Moreover, 

when choosing the influencers to work with, besides the number of followers and their 

matching with brands, brands should also pay attention to the engagement rate of influencers, 

which helps to increase purchase intention. Finally, for policy makers, they could consider 

building values through social media influencers, such as determination, thrift and saving to 

enhance self-control and minimize the negative influencers of repeated exposure social media 

influencers.  

5.3 Limitations and Further Research 

There are several limitations of this research that should be kept in mind. To begin 

with, although this study hypothesized a causal model in line with the parallel mediation 

model, the study is still correlational because the method is survey. Thus, the causal 

associations presented in this study should be validated using an experimental study. Another 

limitation is also related to the distribution of the survey questionnaire. Since each 

respondent’s exposure to influencers was measured only once instead of twice (to become a 

longitudinal study), the reliability of the research might be impacted because of change in 

their exposure to influencers in terms of both time and frequency. Also, due to the non-

probability sampling (convenience sampling) method and the sample size, the 

generalizability of the findings might be limited, and the results are hard to represent all 
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female consumers in China. Also, the data was collected from a sample consisted only of 

Chinese female respondents, thus further limiting the generalization of the findings. 

Similarly, this research only focused on beauty and fashion influencers. 

As for further research, firstly, although the predicted direction of causality was based 

on existing theories and research, there is a possibility that the arrows could go the other way 

around. For example, how materialism and self-control predict viewing behavior of 

influencers should be explored in future theorizing and investigation. Secondly, this study 

only concentrated on beauty and fashion influencers in the Chinese context, which serves as a 

preliminary study of the phenomenon of SMIs and how they impact purchase intention. 

Accordingly, future studies could concentrate on other types of influencers, or influencers in 

general. Furthermore, as this study only chose female consumers, male consumers could also 

be investigated as they are also target consumers of beauty and fashion brands. Another 

recommendation according to this research would be to research beyond the platform of 

LittleRedBook and to focus on other social media platforms such as video-based YouTube 

and text-based Twitter. Moreover, it is worth to expand this study over other cultures as 

personality traits are impacted by culture. Last but not least, personality traits or abilities 

other than self-control could be incorporated, to explore the impact of media exposure, or 

exposure to influencers’ social media, since SMIs’ influence is spreading nowadays, which 

makes it important to understand their impact on consumers’ personality traits and personal 

values. Lastly, for a more in-depth and accurate study, variables in the study could be 

measured twice to be a longitudinal study, to increase the reliability of the research.  
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Appendix A – Questionnaire (English) 
请在右上角选择语言为简体中文 

(Please change the language into Chinese in the upper right corner) 

 

Dear respondent, 

You are invited to participate in a research about beauty and fashion influencers on 

LittleRedBook, which is part of my master thesis. This questionnaire will take you about 10 

minutes to finish.  

Before starting the survey, please make sure that you are a Chinese adult woman, 

use LittleRedBook and view contents by beauty or/and fashion influencers on it. Beauty and 

fashion influencers are people on social media (e.g. Weibo, LittleRedBook) with a high 

number of followers, who predominately post about skincare, makeup, and fashion products 

(e.g. Bags, clothes, shoes, jewelry).  

This study is anonymous, and all data will be treated confidentially. Also, your 

participation is voluntary. You can stop at any time if you do not want to continue and your 

answers will be discarded.  

If you have any questions on this study or the outcome, feel free to email me at 

472267fy@studnet.eur.nl.  

 

Fan Yi 

Student in Media and Business at Erasmus University Rotterdam 

 

Please consent if you agree to participate in this survey: 

o I have read the above introduction carefully and consent to participate  

o I do not consent  
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Q1 What is your gender? 

o Male 

o Female 

o Other 

o I prefer not to say  

 

Q2 Please enter your age in numbers (for example: 22) 

________________________________________________________________ 

 

Q3 What is your current employment status? (multiple choice) 

▢ Full time employment  

▢ Part time employment  

▢ Student  

▢ Unemployed  

▢ Other (please specify) ________________________________________________ 

 

Q4 What is the highest educational degree you have received?  

o Less than high school degree  

o High school degree or equivalent  

o Associate degree  

o Bachelor degree  

o Master degree  

o PhD   

 

Q5 Please enter the name of the city you are currently living in. 

________________________________________________________________ 
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Q6 What is your monthly income in RMB (or supporting money from family/others)? 

o 0- 2000   

o 2001-5000   

o 5001-8000   

o 8001-10000   

o More than 10000   

 

Q7 About how many beauty and fashion influencers are you currently following on LittleRedBook? 

(Please enter a number such as 30) 

________________________________________________________________ 

 

Q8 In the past two weeks, about how much time per day did you spent on LittleRedBook viewing 

contents by beauty & fashion influencers?  (Please enter minutes, for example: 20) 

________________________________________________________________ 

 

Q9 How often in the past month have you viewed contents by beauty&fashion influencers on 

LittleRedBook?  

 Rarely  
every two 

weeks  

1-2 times a 

week  

3-4 times a 

week 

Almost every 

day 

 o  o  o  o  o  
 

 

Q10 Please indicate how frequently you engage in the following behaviors on LittleRedBook. 

 Never Rarely Occasionally  Often Always  

"like" 

beauty/fashion 

influencers' 

posts  
o  o  o  o  o  

comment on 

beauty/fashion 

influencers' 

posts  
o  o  o  o  o  
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Q11 Please mark the frequency of related products purchase because of recommendations by 

beauty/fashion influencers on LittleRedBook in the past three months (recommendations include 

results of your own searching, or contents appearing in your timeline, etc.) 

 Never  Rarely  Occasionally  Often  Always  

 o  o  o  o  o  
 

Q12 Normally, after viewing a post by beauty and fashion influencers on LittleRedBook where they 

positively reviewed a product that is affordable for you (e.g. makeup, skincare, clothes, bags),  

 
Strongly 

disagree  
Disagree  

Neither agree 

nor disagree  
Agree  

Strongly 

agree  

If I am in need, the likelihood 

that I would try the 

recommended product is very 

high 
o  o  o  o  o  

If I am in need, the likelihood 

that I would buy the 

recommended product is very 

high 
o  o  o  o  o  

If I am not in need, it is very 

likely that I would purchase the 

recommended product in the 

future 
o  o  o  o  o  
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Q13 Please indicate how accurately the following statements describe you (1=strongly disagree to 

5=strongly agree). 

 

1 

(strongly 

disagree)  

2  3  4  
5 (strongly 

agree)  

I am good at resisting 

temptation.  o  o  o  o  o  
I have a hard time 

breaking bad habits.  o  o  o  o  o  
I am lazy.  o  o  o  o  o  
I say inappropriate things.  o  o  o  o  o  
I do certain things that are 

bad for me, if they are fun.  o  o  o  o  o  
I refuse things that are bad 

for me.  o  o  o  o  o  
I wish I had more self‐

discipline.  o  o  o  o  o  
People would say that I 

have iron self‐ discipline.  o  o  o  o  o  
Pleasure and fun 

sometimes keep me from 

getting work done.  o  o  o  o  o  
I have trouble 

concentrating.  o  o  o  o  o  
I am able to work 

effectively toward long‐

term goals.  o  o  o  o  o  
Sometimes I can't stop 

myself from doing 

something, even if I know 

it is wrong.  
o  o  o  o  o  

I often act without thinking 

through all the alternatives.  o  o  o  o  o  
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Q14 Please indicate how much you agree or disagree with the following statements from 1 (strongly 

disagree) to 5 (strongly agree). 

 

1 

(strongly 

disagree)  

2  3 4 
5 (strongly 

agree)  

I admire people who own 

expensive homes, cars and 

clothes.  o  o  o  o  o  
I like to own things that 

impress people.  o  o  o  o  o  
The thing I own say a lot 

about how well I’m doing 

in life.  o  o  o  o  o  
I try to keep my life 

simple, as far as 

possessions are concerned.  o  o  o  o  o  
Buying things give a lot of 

pleasure.  o  o  o  o  o  
I like a lot of luxury in my 

life.  o  o  o  o  o  
My life would be better if 

I owned certain things I 

don’t have.  o  o  o  o  o  
I’d be happier if I could 

afford to buy more things.  o  o  o  o  o  
It sometimes bothers me 

quite a bit that I can’t 

afford to buy all the things 

that I like.  
o  o  o  o  o  

There are certain that I 

would like to trade place 

with.  o  o  o  o  o  
When friends have things I 

cannot afford, it bothers 

me.  o  o  o  o  o  
I am bothered when I see 

people who buy anything 

they want.  o  o  o  o  o  
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Appendix B – Questionnaire (Chinese) 
您好, 

感谢您参与此次问卷。此问卷是我硕士论文的一部分，关于小红书上的美妆/时尚博主和购买行为。此

次问卷大约需要 10 分钟完成。 

在开始问卷之前，请确保您是年满 18 岁的中国女性，使用小红书并在上面浏览美妆/时尚博主

发布的内容。美妆/时尚博主是在微博、小红书等社交媒体拥有一定粉丝量，并发布关于美妆产品、时

尚穿搭等产品评价/推荐的人。 

请放心，此问卷是匿名的并且数据会被严格保密。并且，您的参与是完全自愿的，如果您不愿

意继续，可以随时退出填写并且您的答案不会被保存 

如果您有关于此问卷和研究结果的任何问题，请联系我，邮箱是472267fy@student.eur.nl。您的

参与对我意义重大，再次感谢您！     

 

衣凡  鹿特丹伊拉斯姆斯大学 媒体与商业 学生      

 

如果您已经阅读以上信息，并同意参与此问卷，请在下方选择同意：   

o 我同意参与 

o 我不同意参与 
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Q1 您的性别是？ 

o 男 

o 女 

o 其他 

o 我选择不回答这个问题 
 

 

Q2 请用数字输入您的年龄（例如：22） 

________________________________________________________________ 
 

 

Q3 您目前的状态是？（可以多选） 

▢ 全职工作 

▢ 兼职工作 

▢ 学生 

▢ 失业/在找工作 

▢ 其他（请说明） ________________________________________________ 
 

Q4 您目前已经完成的最高学历是？ 

o 高中以下 

o 高中 

o 专科 

o 本科 

o 研究生 

o 博士 
 

 

Q5 请您输入您目前居住的城市 

________________________________________________________________ 
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Q6 您每个月的收入是？（包括家庭的支持，例如生活费） 

o 0- 2000 元 

o 2001-5000 元 

o 5001-8000 元 

o 8001-10000 元 

o 10000 元以上 
 

 

Q7 您在小红书上大约关注了多少美妆和时尚博主？（请输入数字，例如30） 

________________________________________________________________ 
 

Q8在过去的两周内，您每天大约花多少分钟看小红书上美妆/时尚博主发布的内容？（请输入分钟的数字，例如30） 

________________________________________________________________ 
 

Q9 在过去一个月，您在小红书浏览美妆/时尚博主发布的内容的频率是？ 

 几乎没有 两周一次 一周1-2次 一周3-4次 几乎每天都看 

1 o  o  o  o  o  
 

 

 

 

Q10 请选择您在小红书进行以下行为的频率： 

 从没有过 几乎没有 时不时 经常 总是 

给美妆/时尚博主发布的内容点赞 o  o  o  o  o  
给美妆/时尚博主发布的内容评论 o  o  o  o  o  

 

 

 

Q11 在过去三个月里，您因为小红书上美妆/时尚博主的推荐/点评而购买了相关产品的频率是？ 

 从未 几乎没有 时不时 经常 总是 

  o  o  o  o  o  
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Q12通常，当您在小红书看到美妆/时尚博主对某化妆品、衣服、包包等进行积极评价/推荐时，如果价格您能负担得起                 

 
非常不同
意 

不同
意 

中
立 

同
意 

非常同
意 

如果您正需要相关产品，您很可能会试穿、试用此博主评价推荐的此产品 o  o  o  o  o  
如果您正需要相关产品，您很可能会购买此博主评价或推荐的此产品 o  o  o  o  o  
如果您当时并不需要相关产品，您在将来需要时很可能会考虑购买此博主评价或
推荐的此产品 o  o  o  o  o  
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Q13 请选择以下陈述多大程度上准确地形容了您（从1到5，1=特别不同意，5=特别同意） 

 1(特别不同意) 2 3 4 5 (特别同意) 

我很擅长拒绝诱惑 o  o  o  o  o  
改掉坏习惯对我来说很困难 o  o  o  o  o  
我很懒惰 o  o  o  o  o  
有时，我会说出不恰当的/不合时宜的话 o  o  o  o  o  
就算有的事情对我有害无益，我也会因为它很有意思而去做 o  o  o  o  o  
我会拒绝对我有害的事情 o  o  o  o  o  
我希望自己能更自律 o  o  o  o  o  
别人会说我是个非常自律的人 o  o  o  o  o  
有时贪图享乐会耽误我的做事进度 o  o  o  o  o  
我很难集中注意力 o  o  o  o  o  
我能高效地朝着长期目标努力 o  o  o  o  o  
有时，尽管我知道某件事是错的，我还是无法停止做它 o  o  o  o  o  
我通常不仔细考虑所有可能性就去做一件事 o  o  o  o  o  
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Q14 请说明您多大程度上同意以下说法（从1到5，1=特别不同意，5=特别同意） 

 1(特别不同意) 2 3 4 5(特别同意) 

我羡慕那些拥有大房子，昂贵汽车和衣服的人 o  o  o  o  o  
我喜欢拥有能给别人留下深刻印象的东西 o  o  o  o  o  
我拥有的物品能很大程度上说明我的人生过得怎么样 o  o  o  o  o  
我试着让我的物质生活很简单 o  o  o  o  o  
买东西能给我很多愉悦感 o  o  o  o  o  
我喜欢自己的生活中有很多奢侈或昂贵的东西 o  o  o  o  o  
如果能拥有一些现在没有的东西，我的生活会更好 o  o  o  o  o  
如果我能买得起更多东西，我会更快乐 o  o  o  o  o  
不能负担得起所有我喜欢的东西，这件事有时让我相当烦恼 o  o  o  o  o  
我想跟某人/某些人“交换身份” o  o  o  o  o  
如果朋友拥有我负担不起的东西，这会让我烦恼 o  o  o  o  o  
当我看到想要什么就能买什么的人时，我会烦恼 o  o  o  o  o  

 

 

 


