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Abstract  
 
Background        Influencer marketing has become more and more popular nowadays. 

Companies collaborate with influencers to increase their popularity and 
hence, their market share. Instagram is one of the social media that 
influencers usually use. And because of the “tag” and “link” functions, it 
becomes easier to promote new products, which leads to the transition 
from followers to consumers. When millennials in China are making 
purchasing decisions, they focus more on spiritual and entertainment so 
that they will make more impulse buying. Besides, the easy access to digital 
devices makes it easier for people to purchase the products promoted by 
influencers. There are already existing researches about how influencers 
impact consumers’ impulse buying behaviour. They mainly focus on the 
development, pros and cons, and factors of impulse buying behaviour. 
However, there is a lack of research on how individuals’ impulse buying 
behaviour is affected by influencer marketing. So, this paper takes a look 
at how Instagram influencers motivate Chinese millennials to conduct 
impulse buying behaviour. 

             
Purpose            The thesis aims to study how influencers marketing motivates Chinese 

millennials consumers’ impulse buying behaviours, analysing through the 
social media platform of Instagram. 

 
Method               Based on a social constructionism philosophy, this qualitative study 

utilizes   a focus group strategy. To acquire and analyse data through 
three steps of    Gioia method. The first-order analysis is the integrity 
of 1st order (information-centric) terms is maintained, and the second-
order analysis is that seeking similarities and differences among the 
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many categories and reduce them. At the last step, the building of 
aggregate dimensions is distilled 2nd order themes into overarching 
theoretical dimensions.  

 
Conclusion          The research has shown that when Chinese millennials are conducting 

impulse buying behaviour under the impact of the influencers, the 
characteristics of the influencers, consumer emotions and self-construal 
play a role on different levels respectively. The characteristics of 
influencers have a positive impact on consumers' impulse buying 
behaviour by excited emotions, while consumers’ self-construal plays a 
particular role in regulating them to different degrees.  
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1. Introduction 

 
 

In this chapter, we give a background introduction about the research field, we introduce the reasons and development 

of traditional marketing to digital marketing, and then we continue to elaborate on influencer marketing and Chinese 

millennials. We determine our own research goals and problems through problem discussion. At the same time, we 

propose the contribution and limitations of the article. Finally, the term explanation guides the understanding of key 

terms. 
 

 

1.1  Background 

With the advancement of Internet technology, all kinds of social media have developed rapidly at 

an unimaginable speed, seamlessly connecting with people's lives, and affecting people's 

consumption methods and consumption concepts to a large extent. Resulting from the 

development of social media，influencer marketing is a viral marketing strategy nowadays, and 

companies can hope to use influencers to increase visibility and gain market competitiveness(Carter, 

2009). Instagram is one of the popular social media platforms for influencers. It’s because 

Instagram ’s tagging function and product links facilitate sales, which has led followers to become 

potential consumers (Ki & Kim, 2019). Because Chinese millennials focus on hedonic 

consumption, this leads them to make more impulse buying (Tang, 2017). Therefore, this article 

focuses on how Instagram influencers influence the impulse buying behaviour of Chinese 

millennial consumers. 

The goal of contemporary marketing is to meet the needs of customer diversity while maintaining 

its competitive advantage and profitability, non-profit and commercial organizations that focus on 

only one aspect will struggle to survive in a highly competitive global market (Opresnik, 2018). 

After the worldwide market broke through the restrictions of geography and national borders, the 

competitive environment became increasingly fierce. Homogeneous brands not only competed 

with local competitors for market share but also competed with competitors from all over the 

world for the global market. In this complex, fast-paced competitive environment, traditional 

marketing has become sluggish and bearish. Digital marketing has gradually become mainstream 
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instead. Due to people are involuntarily immersed in the digital age, digital marketing has become 

a necessary way to compete for products, which ensures direct and active contact with consumers 

to the maximum extent (Kannan, 2017). The development of digital and other information and 

device technologies is fundamental to changing the way consumers (Yadav & Pavlou, 2014), to 

adapt to the consumer trend, marketing specialists have to make to adjust marketing strategy. At 

the same time, no matter how the marketing strategy is aligned, the primary goal of marketing is to 

build relationships with customers, the internet can achieve it (Papasolomou & Melanthiou, 2012). 

Marketing creates influencer values based on relationships with consumers, so social media is one 

of the best channels, it can quickly adapt evolved market (Carter, 2009).  

There is no doubt that the global accessibility of the internet has made social media the most 

popular lovechild (Clement, 2019). Research by Clement (2020) shows that until January 2020, the 

global penetration of social media topped the list with 71% in East Asia, the second rank is North 

America with 69%, and the average global penetration is 49%, this means that nearly half of the 

7.7 billion people worldwide use social media. 

Hence, the vast number undoubtedly make social media marketing as a primary focus for 

companies and brands, and these users who use social media platforms will become potential 

consumers of companies and brands. For example, A data from Statistics (Clement, 2020) revealed 

that Facebook is the first social media platform to own 1 billion registered account and currently 

average 2.45 million active users every month.  

Imagine that the marketing of a brand could attract the attention of most active users of the 

Facebook platform, which is a vast potential market. Furthermore, there is not only a Facebook 

platform but also various social media platforms can be considered, such as Instagram, YouTube, 

Twitter. 

To tap the vast marketing potential of social media platforms, intelligent merchants choose to 

cooperate with internet influencers to promote and review products, which is influencer marketing 

(Evans et al., 2017). Influencers post a product recommendation on their account, in return, they 

can get paid from the brand (Stubb & Nyström & Colliander, 2019), these posts can be in any form, 

video or text, as long as influencers post them. A survey by The Influencer Marketing Hub (2020) 

finds that for every dollar a brand spends on influencer marketing, a corresponding return of $ 5.2, 

so influencer marketing is a huge business opportunity. 
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Instagram is one of many social media platforms, which is a software application owned by the 

Facebook company. It can provide free online picture editing, video sharing and Instagram story 

services. Influencer marketing on Instagram is overgrowing, and Guttmann (2019) expects the 

global market to grow from $ 1.3 billion in 2018 to $ 2.6 billion in 2020, which means the future 

trend is continuous growth. What makes it accessible all over the world is that Instagram’s unique 

social interaction and aesthetical presentation attract a large number of loyal users, which allow 

users to build personal narratives and showcase identities that attract an audience (Abidin, 2016). 

Besides, Instagram is the first to propose that paid partnerships are a new label for influencers, 

which is a more precise way to ensure that sponsored posts are fully disclosed (Tribe, 2019). 

As a result, paid partnerships make branding and influencer marketing more standardized and 

transparent.  

An interesting survey conducted by Statista shows that Instagram users are distributed globally by 

age, with users between 18 and 24 years old accounting for 30% of the total users, and users 25-34 

years old accounting for 35% of users (Clement, 2020 ). Hence, around two-thirds of global users 

are young people, which means that Instagram is very popular among millennials. Although many 

scholars have slightly different birth years and dates for millennials, the broadest and most accepted 

definition of millennials is young adults, who are born between 1980 and 2000, millennials are also 

known as for millennial generation, Generation Y (Beal, n.d.). The most significant difference 

between the millennial generation and the previous generations is that millennials rely heavily on 

social media. They have a healthy personal attitude and expressive nature. They are willing to 

express their beliefs in public directly (Kraus, 2012). 90% millennials trust online reviews as they 

trust friends and family, while friends’ opinions directly lead to the purchase decision of 80% of 

consumers on social media (Influencer Marketing Hub, n.d.). Besides, Millennials have higher 

disposable income and consumption levels, which become a top priority for influencer marketing 

(Henrie & Taylor, 2009). 

Research by Twitter and Annalect indicate that 40% of Twitter users are guided by tweets from 

influencers leading to direct purchases (Karp, 2016), influencers marketing is working efficiently 

for consumers.  In the same way, social media influencers are internet celebrities who have a large 

number of followers or fans on one social media platform or more social media platforms, as well 

as every word and every action of these internet celebrities have an impact on followers and fans 
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(Agrawal 2016; Varsamis 2018). Unlike traditional celebrities, influencers are more approachable. 

They are ordinary people with specific expertise, their identity is not much different from our 

ordinary people, and internet celebrities are more like a friend living around consumers than 

traditional celebrities with a sense of distance (Luo & Yuan, 2019), so people will trust the 

recommendations of friends more. Followers reach out to influencers through social media, but 

most people use social media because of its entertainment nature. The positive emotions brought 

by social media also influence consumer behaviour. Rook (1987) pointed out that feelings of 

pleasure and excitement accompany impulse buying. Therefore, the relationship between 

influencer marketing and impulse buying behaviour based on the operation of social media 

platforms is worth exploring. 

According to the China internet celebrity Economic Development Insight Report (2018), young 

people generally have an internet celebrity dream. In terms of career choices, more than half of 

people born after 1995 want to become internet celebrities in their future career choice. People can 

carpool at work, see a doctor at home, and booking housework services with a text message. 

Therefore, millennials, who are known as online aborigines, have a close relationship with internet 

celebrities. 

On the other hand, attractive product pictures, online advertising and attractive discount prices, 

these stimuli lead to the impulse buying behaviour of consumers (Madhavaram & LaverieIf), if 

these triggers are combined with influencer impact, which promotes impulse buying behaviour 

even more. Casaló & Flavián & Ibáñez-Sánchez (2018) point out that social media is more likely 

to guide impulse buying behaviour. Impulse buying behaviour refers to consumers purchase 

products and services without prior planning, which often driven by feelings and emotions (The 

Economic Times, 2020). 

To quote from Saleh (n.d.): “52% of millennials were more likely to make impulse buying than any 

other generation.” It is because the millennials have a better life background.  Consequently, 

understanding the impulse buying behaviour of millennials in the context of the digital age has 

positive implications for brands and merchants, which use influencer marketing to increase market 

competitiveness in global markets. 
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1.2  Problem Discussion 

When humans enter the digital age, many aspects of life are different from previous periods, 

lifestyles that rely on a variety of online and social media are widespread. Based on the background 

of this era, marketing methods have become more and more exciting and diversified. As a new 

product of digital marketing, influencer marketing has become very popular in recent years, but 

also the money spent in this field has grown exponentially in the past few years (Lou & Yuan, 2019), 

so the area is widely concerned by the academic community.   

On the other hand, just the article mentioned earlier, the millennials have their personalities and 

attitudes, they also have strong purchasing power, so this group is also worth of research. Although 

there are many studies on millennials, it is conceivable that millennials from different cultural 

backgrounds will have a different emphasis on the same thing. The research object of this article 

is Chinese millennials because we find that the relevant literature pays less attention to this group 

of people. Most of the relevant literature is from the perspective of the Western world, so research 

and investigation are more concentrated in Europe and the Americas. There are not many studies 

and surveys from the perspective of East Asia, and even less specific focus on China. Chinese 

millennials are unique. They have an intense colour of the times because they experienced one-

child policy advocated by the Chinese government (David, 2004). This measure to alleviate 

population pressure brings other benefits, such as one child is very favoured by their family, so 

most of them grow up in a carefree environment.  

Market research company Nielsen found that impulse buying in the Asia-Pacific region is higher 

than the global average, 44% of Chinese consumers surveyed said that I often buy things I do not 

need impulsively (Kuo, 2013). It makes sense to study the impulse buying behaviour of Chinese 

consumers. 

At last, based on the discussion of the above three keywords, we have formed our research 

questions. The original intention of this article is to introduce to the audience is how Chinese 

millennials have been influenced by influencers, leading to impulse buying. 

1.3  Purpose 

The purpose of this article's research is how influencer marketing influences Chinese millennials’ 

buying behaviour. We will start from millennials perspective to explore it. Our research is not to 
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prove whether influencer marketing impact on Chinese millennials’ purchasing attitude or to what 

extent this impulse buying behaviour exists. On the contrary, we will explore and study how they 

are influenced by influencers and what may be the cause. Our goal is to research and investigate 

the factors of impulse buying behaviour through influencer marketing on a specific social media 

platform. Based on the above, the research question we give is how Instagram influencers influence the 

impulse buying behaviour of Chinese millennials.  

1.4  Clarification 

First, this article will select Instagram as the only social media platform to investigate, which 

promotes a quality lifestyle and is also very suitable for promoting popular fashion products 

(Djafarova and Rushworth, 2017). Therefore, the outcome of our investigation is a broad category, 

we will not appear the brand and categories that are specifically referred to, but only popular 

fashion products of general significance. It could be clothes, glasses, and even a popular restaurant 

and beverages.  

Influencer Marketing Hub (2020) divides influencers into three different standards according to 

follower numbers, types of content, and level of influence. Firstly, there are four types of 

influencers according to the number of followers, including Mega-Influencers, Macro-Influencers, 

Micro-Influencers and Nano-Influencers. Mega- influencers have at least 1 million followers at a 

social media platform; macro-influencers have between 40 thousand to 1 million followers; Micro-

influencers have 1 thousand to 40 thousand followers and Nano-influencers have less than a 

thousand followers. Considering that the influence of micro-influencers is minimal, this article 

focuses on influencers who have a certain degree of influence and have at least 1,000 followers or 

more. This survey will only focus on the influencer ’s personal Instagram account, and commercials 

on the influencer ’s account are beyond our consideration. 

Considering that China's official blockade of Instagram may diverge our data collection, we will 

narrow and limit the Chinese millennial generation to the Chinese international student and 

overseas Chinese, many of them are studying abroad or have overseas life experience. We will select 

those who have been using Instagram continuously for more than a year; even those people who 

use tools such as VPN in China to assist access Instagram are not within our consideration. 
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These clarifications and limitations are for research purpose and research questions as much as 

possible, so they will not affect our results with any form of interference. 

1.5  Contribution 

This article provides some insights into the impulse buying behaviour of Chinese millennial 

consumers when influenced by influencers. Besides, the audience has a better understanding of 

Instagram and influencer marketing. It will also provide some reference for enterprises to build 

their influence marketing and understand costumer, which may help increase profitability. As for 

consumers, the article helps them expand their understanding of impulse buying behaviour, mainly 

how they act when the influencer marketing influences them. 

1.6  Keywords Definition  

Social media: refers to a platform for content production and interaction based on user 

relationships on the internet. Social media acts a tool and offers a platform for people to share 

insights, experiences and opinions. Currently, it mainly includes social networking sites, Facebook, 

Instagram, Twitter, YouTube, Weibo, WeChat, blogs, forums, podcasts, etc. (Obar & Wildman, 

2015).  

Instagram: is a mobile application that supports iOS, Windows Phone, and Android platforms, 

allowing users to record their life memorable moments in any situations in any environment and 

choose the filter style of the pictures, and share on Instagram, Facebook, Twitter, or Sina Weibo 

platform. More than just taking pictures, as an exciting app, Instagram integrates a lot of social 

elements on the mobile terminal, including the establishment, reply, sharing and collection of friend 

relationships. This is the most significant value of Instagram as a service, not only as an application 

(Frommer, 2010). 

Influencer: refer to indicates that someone who can inspire or guide others to take actions in their 

industry (Merriam-Webster, 2020). 

Influencer marketing: Influencers use marketing methods in their professional fields, including 

endorsements, product promotion, etc. (Brown & Hayes, 2015). 

Impulse buying behaviour：It refers to purchases that are not planned and arranged. It is 

determined temporarily, without going through the normal purchase process (Wu & Lee, 2016). 
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Millennials: are also widely considered to be Generation Y, academia broadly believes that people 

born from 1980 to 2000 belong to the millennial generation (Rauch, 2019). 
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2.  Literature Review 

 
 

This chapter introduces previous research related to the purpose of this article. First, it provides the relevant concepts of social media 

marketing and its connection with eWOM. Then it introduces the relevant theories of millennials buying behaviour and impulse buying 

behaviour of consumers to study this article. These theories are used in this thesis to guide on research topics. 
 

 

2.1  Social Media Marketing 

The definition of social media is an Internet-based platform, which aims to enable users to interact, 

such as creating and sharing information and discussing ideas (Park, 2018). With the development 

of network technology, social media has become an essential part of the daily lives of people. In 

2019, the global social penetration rate of social media reached 45%, with East Asia and North 

America having the highest penetration rate, both at 70%, followed by Northern Europe at 67%. 

By 2021, the monthly active social media users of global users expected to reach about 3.02 billion, 

with the number approaching one-third of the total population in the world (Clement, 2019). 

Social media marketing indicates to the creation of specific messages or content on social media 

services (including Instagram, Blog, YouTube, Facebook, Twitter and other social network service 

media) by companies to appeal consumers attention and attract the discussions of online Netizens. 

It encourages Netizens to disseminate and distribute these marketing contents through their social 

networks, thereby enhancing marketing strategies with customer relationships and satisfaction 

(Arrigo, 2018). This brand and consumer interaction model has formed a new type of relationship, 

and the increase in consumer participation is conducive to enhancing brand loyalty and promoting 

the brand's word-of-mouth promotion, which is more effective than advertising way for spreading 

(Shavneet, 2020). It also provides the company with a unique way to connect with customers. It 

can resolve customer complaints, encourage instant chat with online live broadcast stars, and can 

also send discount codes and discount information. The advantage of social media is to create 

immediate value-added and enhance fairness. Therefore, social media provides the company with 

an opportunity to talk directly with customers (Yadav, 2018). At the same time, to prevent the 

audience from becoming numb to the overflowing content, brands need to find new ways to 
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actively reach the audience, rather than passively waiting for their participation. The key to engaging 

in the behaviour is a two-way, meaningful, and high-value conversation because “social” media 

focuses on the “social” part (Yadav, 2018). 

2.1.1  Instagram Marketing 

Instagram is a social media that can publish visual information and share it. Users post pictures and 

edit them using different filters. Instagram also started to provide video posting and Instagram 

Stories (Colliander & Marder, 2018). The media platform was initially released as an iOS app for 

Apple phones, and currently also used on other mobile systems and online.  

Instagram can be said to be a sales booster for various brands, and its increasingly flexible 

advertising functions are constantly strengthening its influence on users, which makes Instagram 

an unprecedentedly robust social network and an essential platform for businesses to advertise. In 

the early stages after Instagram came out, many brands advertising on Instagram could only add 

links to the profile, calling on target users to jump to third-party websites (Instagram, 2020). This 

is the reason that even though many brands invested heavily in internet celebrity marketing at the 

time, they did not achieve a significant conversion rate. With the launch of a new shopping function 

on Instagram, users can directly click on the one-click buy button on Instagram posts and jump to 

the seller's independent website for shopping, which also means that Instagram has opened up a 

fast and straightforward sales channel. Undoubtedly, with the purchase of attributes attached to 

Instagram ads, in addition to becoming the brand's microphone, this move also confirms that 

“social e-commerce” has become the most popular trend at the moment. Independent merchants 

have seized this marketing virgin land from search engine optimization I went to social media and 

tried to make my product a hit (Instagram, 2020). 

Brands on Instagram no longer just post product pictures, but merchants also publish some related 

beautiful views to avoid the disgust caused by over-selling (Colliander & Marder, 2018). Besides, 

Instagram’s Hashtags also help merchants display related searches, thereby improving coverage. 

However, you need to select the hashtags that your target audience searches to discover content 

and other users. And not only add topic tags when posting but also interact with user posts under 

the tags. Users covered by community hashtags are very active. Although these niche tags are not 

as good as the number of posts covered by popular tags, they can directly link to target consumers. 
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Using Hashtags can directly obtain brand account clicks, participation and potential users. Replying 

to the comments under the brand account on time can also increase the customer 's favourability 

and enhance interaction with the customer(Ki & Kim, 2019). At the same time, personalized and 

interesting comments can also improve the brand image. It requires to draw up accounts that the 

target customers may follow, follow them, and join the conversation, post on a more extensive 

account with a large number of fans, and also better understand the brand’s reputation (Ki & Kim, 

2019). 

2.1.2  Influencer Marketing 

Influencers are those who enjoy a reputation for their knowledge and expertise on a particular topic. 

They regularly publish posts on the subject on their favourite social media channels and attract a 

large number of enthusiastic fans who actively follow their opinions (Jin, Muqaddam & Ryu, 2019). 

Influencer marketing research is divided into two significant aspects related to the influence factors 

of celebrities’ popularity expansion, and the impact of influencers on consumers, or audience 

behaviours (Jin & Seung, 2014). There are three aspects in the credibility of the sources of 

influencers, including physical attractiveness, credibility, and personal ability. Those influencers 

with higher source credibility are more likely to establish contact and friendship with consumers, 

so they are more likely to affect consumers (Jin & Seung, 2014). The establishment of friend 

relationships and the number of followers is an important indicator used to measure the social 

influence of influencers and online social resources (Granovetter, 1973). Tong et al. (2008) declared 

that consumers have more trust in influencers with more followers. Therefore, not only consumers 

believe more in the masses and mainstream influencers, but also when consumers accept influence 

to establish or maintain a customized relationship with others, they trust influencers (Kelman, 

2006).  

Besides, those who are physically attractive also affect consumers. Social identity is a part of self-

concept. When a consumer and some influencers have a social identity, the psychological gap 

between the ordinary people and influencers disappears (Aron, Aron & Smollan, 1992). So, 

influencers can attract consumers and keep consumers interested for a long time; in other words, 

due to the unique attractiveness of influencers retains consumers. For example, a song is a unique 

attraction of a singer influencer, or a fashion dressing code is summarized as a unique attraction of 
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a fashion Youtuber. Followers imitate influencers to consciously shape their values and change 

their way of life, which bring them a strong sense of social identity (Fraser & Brown, 2002). 

The professionalism of influencers is also a very prominent feature. Both Mowen, Park and Zablah 

(2007) and Thakur et al. (2016) pointed out that the knowledge and expertise of fashion leaders 

have a significant influence on their followers, and professional knowledge is considered a reliable 

source of information. On the other hand, the quality of the content shared with followers is the 

key to improving the success rate of the account (Huffaker, 2010). Considering these factors, the 

influencer's language diversity, confidence, conversation, and emotion are all powerful drivers of 

influencers’ abilities (Hashoff, 2017), which are strictly related to their professionalism. 

Influencer maintains a stable relationship with consumers (viewers, fans), and they have a certain 

degree of confidence in Influencers’ views. The optimal result that Influencer Marketing is 

expecting to achieve is that the three parties, the enterprise, the influencer and the consumer, 

simultaneously making a profit. Corporate brands have gained widespread exposure, potential 

consumers, download conversions, purchasing power, etc. (Huffaker, 2010). Influencers obtain 

company commissions and income from social media (such as YouTube, Facebook and Twitter). 

Consumers get the latest information about corporate products, discount codes, free trials and trial 

experiences for the first time.  The core advantage of Influencer Marketing lies in precise 

positioning, and in the shortest time to get the brand tens of thousands of exposures (Guttmann, 

2020). 

2.1.3  Electronic Word of  Mouth (eWOM) 

Electronic Word of Mouth is combined with of word-of-mouth marketing and online marketing. 

Internet marketing is an online business activity only after internet gained its great popularity, it 

gradually developed from portal advertising marketing, search advertising marketing to online 

word-of-mouth marketing (Hu & Kim, 2018). Internet word-of-mouth marketing refers to 

consumers or Netizens sharing through the network (such as blogs, albums and video sharing sites, 

etc.), relevant discussions on brands, products or services, and related multimedia information 

content. It includes the interactive information between the enterprise and consumers, and opens 

up new platforms for enterprise marketing so that they can obtain unique benefits (Yan, Wu, Zhou 

& Zhang, 2018). 
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Consumers response to advertisements has apparent selectivity and limitations. Due to the limited 

perception capacity, consumers cannot feel all the posters presented. When the external stimulus 

exceeds the standard threshold of people, consumers will psychologically reject some incentives 

(Hu & Kim, 2018). Therefore, more and more people question whether the promotional methods 

of bombardment marketing and excessive advertising can generate responsive value, and the 

industry is increasingly focusing on marketing using network functions. Previous research also 

found that consumers have a certain degree of altruistic motivation to write online reviews about 

products or services (Reimer & Benkenstein, 2018). Altruistic motivation refers to the desire to 

help others. In the context of eWOM, when consumers want to make purchase recommendations 

for others, they will motivate altruistic motivation: positive eWOM involves sharing positive 

experiences and feelings. In contrast, negative eWOM avoids others from making mistakes or 

purchasing the bad-quality product. Therefore, companies can also motivate the writing of online 

reviews by inspiring consumers’ altruistic motivations and taking marketing measures (Reimer & 

Benkenstein, 2018). 

2.1.4  Source Credibility is Connected to Influencer Marketing 

The effectiveness of attitude of eWOM towards consumer products and purchase intentions 

depends on the credibility of influencers. Early researchers suggested that the two dimensions of 

source credibility are expertise and trustworthiness (Sternthal, Phillips & Dholakia, 1978). 

Professional knowledge refers to the degree of authority of the source and requires the source to 

be an expert in its field (McCroskey, 1966). Reliability depends on the degree of objectivity and 

honesty in the recipient perception of the source of information (Giffin, 1967). Subsequent 

research suggested that the third dimension of source credibility is attractiveness (McGuire, 1985). 

In psychology, attraction refers to the force that can guide people in a particular direction. When 

people have considerable interest and hobbies in their goals or what they might get, these things 

will become attractive to people. Once the power formed, it will attract people to continue to 

advance towards the goal (Ohanian, 1990). In Internet celebrity marketing, it refers to sources 

where people like frankness, humour, and nature. As a wide range of online social media users, 

millennials often interact with social media influencers and refer to certain aspects of their 

personalities and lifestyles to look like them or become a better self (Boon & Lomore, 2001). 
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Therefore, when influencers introduce new fashion and other fashion trends, they will also admire 

it. When the recipient sees the influencers as someone he can trust, the impact of influencers 

becomes more widespread (Mccracken, 1989). 

Compared with traditional celebrities, influencers are considered more credible by more people. 

When people think that influencers are real people, they tend to trust influencers’ opinions faster 

and tend to believe that their opinions are honest opinions about their experiences (Schouten, 

Janssen & Verspaget, 2020). Although Internet celebrity marketing is regarded as an effective 

marketing strategy, it is sponsored and designed by the company. But most of the posts posted by 

influencers reflect honest opinions and have no commercial purpose (Evans, Phua, Lim & Ju, 2017). 

In contrast, consumers know that celebrities can get paid through endorsements (Friestad & Wright, 

1994). Secondly, influencers, as ordinary people all over the life circle of consumers, are more in 

line with consumers’ perspectives and can resonate with consumers’ emotions. With their 

professional knowledge and unique insights, they can quickly become opinion leaders. When they 

publish articles about the product and prove that they have tried the product, their opinion is 

considered more credible (Schouten, Janssen & Verspaget, 2020). Besides, with their professional 

knowledge, they can make consumers think that they are more knowledgeable than traditional 

celebrities, and their suggestions are more valuable (Schouten, Janssen & Verspaget, 2020). 

2.2  Chinese Millennials 

The millennial generation (born between 1980 and 2000) is both the last generation of the 20th 

century and its first actual digital age. Companies realize that millennials have grown up, and they 

have gradually become the main force of current consumption, and a series of consumer trends 

around “millennials” are undergoing new changes. Companies are also trying progressively to adapt 

to the tastes of young consumers (Gonzalez-Fuentes, 2019). 

Chinese millennials’ birth and growth have received more attention, and they usually receive a good 

education (Huang, 2018). Since the 1990s, with the popularity of personal computers, the Internet 

has spread worldwide, and the growth of millennials has accompanied its rise. Under the influence 

of rapid internet innovation, millennials have the consumer characteristics of focusing on 

personality, willing to try new things, and keen brand awareness (Tang, 2017). Chinese millennials 

grew up in an era where material needs are satisfied, and their pursuit of life and entertainment is 
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more than that of other age groups. The entertainment fields they focus on include entertainment, 

sports, games, etc., with an extensive distribution. Meanwhile, fresh, fun and creative things can 

always quickly grasp their eyeballs, which motives them more to pay for it (Tang, 2017). The various 

consumer preferences of the Chinese millennial generation also lead the choices and demands of 

the entire consumer group. They pay more attention to quality and service and pursue personalized 

consumption which is diversified, high-quality, and experiential consumption, and it has inspired 

the rise of personalized and diversified consumer demand (Huang, 2018). However, because of the 

relatively limited economic capacity, for the time being, they are more willing to buy more desired 

commodities with less money on multiple consumption channels online and offline. This indicates 

that millennials are keen on online shopping (Tjarks, 2018). More and more Chinese millennials 

are willing to share their personal experiences on social media. They will not only search for product 

information on social media platforms but also share their own experience, reviews and suggestions 

(Tang, 2017). Some Chinese millennials have even become topical opinion leaders, affecting the 

shopping behaviour of young people (Tang, 2017).  

Nowadays, with the development of internet technology and emerging formats, Chinese millennials’ 

consumption habits are also quietly showing tendencies. Niche consumption is rising day by day 

(Huang, 2018). Niche consumption refers to people with different dimensions of common interests, 

values, and life feelings gathered together to formulate a consumer group with the community as 

the core. It can be deduced that the rise of Internet social tools has brought this group of like-

minded people together, and they are also carriers of more diversified and personalized consumer 

preferences (Tjarks, 2018). Also, factors such as relatively considerable material conditions, 

convenient and efficient Internet environment, and the pursuit of quick and straightforward 

personality make Chinese millennials more inclined to stay at home (Tang, 2017). Therefore, 

companies need to consider consumers' high demand for service quality as much as possible, which 

also explains the development of industries such as takeout, housekeeping, and logistics (Tang, 

2017).  

2.3  Impulse Buying Behaviour 

Impulse buying refers to the customer’s unplanned or conscious purchase behaviour under the 

promotion of external factors. Impulse buying has the characteristics of unconsciousness, 
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unexpected, and external advertising (Zhang et al., 2018). Stern (1962) divides impulse buying into 

four categories, including simple impulse buying, reminder impulse buying, suggested impulse 

buying and “planned” impulse buying. 

Pure impulse buying: Customers have no desire to buy in advance, and have not decided to 

purchase temporarily without going through the normal consumption decision process. They are 

entirely deviating from the usual choice of products and brands when buying is unexpected 

behaviour, a purchase behaviour made out of psychological reactions or emotional impulses. 

Reminder impulse buying: When a customer sees a particular product, recalling the missing 

items at home or remembering other information such as advertisements causes the purchase 

behaviour. 

Suggested impulse buying: When a customer sees a product for the first time and feels the need 

to buy it, these buying behaviours are wholly based on rational and functional considerations. 

Suggested impulse buying may occur in the context of online reviews. For example, consumers do 

not have a specific shopping goal at the beginning. By browsing online reviews of various products, 

consumers can imagine the demand for products and therefore perform recommended impulse 

buying. 

“Planned” impulse buying: The customer has a specific purchase demand, but has not 

determined the place and time of purchase. If consumers get preferential information, go to the 

store where the discount is issued, however, with no specific shopping list. They solely planned to 

buy “price-reduced goods”, and it is impulsive to make the decisions of what kind of “price-

reduced goods” to buy. 

With the development of social economy, consumers’ purchasing behaviour has changed 

significantly. This change mainly manifested by the declining consumer purchase ratio and the rapid 

increase in impulse buying ratio. It is common to make purchase decisions driven by emotional 

factors. In daily life, consumers often make impulse buying. Impulse buying refers to the purchase 

decision quickly reached by consumers. It is an unplanned, instantaneous, continuous and robust 

desire to buy immediately. 

Blythe (2008) believes that consumers' decision-making process is influenced by consumers 

'characteristics, situational characteristics, and product characteristics. Consumers in the store are 

often tempted by visual perception, smell perception, and even other products. So that they lose 
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their rational judgment in a specific situation, thereby generating impulse buying. The impulse 

buying behaviour of consumers is mainly due to the characteristics of consumers and the influence 

of the environment (Blythe, 2008). Situations can be categorized from different angles. Hawkins et 

al. Believe that the consumption process takes place in four broad contexts: communication 

context, purchase context, use context, and disposal context (Husnain, Rehman, Syed & Akhtar, 

2018). The situational impact can be divided into five types: material environment, social 

environment, time view, purchasing task and previous state. The mortal environment includes 

interiors, sounds, smells, lights, climate, and visible commodity forms or other tangible substances 

surrounding the stimulus (Hawkins & Mothersbaugh, 2013). Social environment means that 

consumers’ those around them usually influence consumers’ actions. The concept of time involves 

the effect of time on consumer behaviour. The purchased task provides the reason for the 

consumption activity, which can be divided into a purchase for personal use and buy for gift-giving 

purposes. Previous states refer to non-persistent own characteristics, such as transient emotional 

states or conditions (Hawkins & Mothersbaugh, 2013). 

For many families, due to work stress and less spare time, consumers may be extremely hasty during 

the shopping process. Time pressure causes consumers to reduce the time spent browsing products, 

and it also reduces impulse buying behaviour. To save time, consumers often make purchase plans 

or purchase branded products that they are familiar with before shopping. Therefore, within a 

specific range, time pressure is inversely proportional to consumers' shopping impulse buying 

behaviour, which means when there is less time pressure, shopping time is sufficient, people tend 

to conduct impulse buying behaviour, and vice versa. (Husnain, Rehman, Syed & Akhtar, 2018). 

Luxurious product categories and extended shopping time: When there are more types of products 

in the store, the consumers’ shopping time in the store will also be extended. Because of the 

attraction of many new products, consumers are more prone to impulse buying (Hawkins & 

Mothersbaugh, 2013). 

When a store that a customer patronizes is promoting a product, it can often stimulate the 

consumers’ impulse to buy. For some products, consumers may not be able to decide to buy, but 

because of promotional discounts can often cause consumers to impulse buying (Husnain, Rehman, 

Syed & Akhtar, 2018). The price-sensitive features make the relative role of retail promotions more 

fabulous and increase the likelihood of impulse buying. 
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The friendly staff can increase customer favourability. If store employees help customers make 

decisions and product choices by providing them with more product-related information, 

customers will feel good and buy more products from them (Husnain, Rehman, Syed & Akhtar, 

2018). 

2.4  Consumer Emotions are Connected to the Impulse Buying Behaviour 

Emotions describe people’s mental states. In psychology, emotions are psychological reactions that 

formed by people receiving external stimuli, which is used to evaluate whether the stimulus source 

meets its own needs or expectations. As a branch of passion, consumer emotion connects emotion 

with the experience of consumers in the shopping process. Consumer emotions are the 

psychological reactions generated by contact with products and services during the shopping 

process (Mano & Oliver, 1993). Not only different products and services touched by consumers 

produce a series of positive emotions, such as happiness, excitement, joyful, but also provide a 

series of negative emotions, such as dull, anger, and disappointment. In this process, feelings are 

not constant; consumers emotions may fluctuate from positive to negative emotions or on the 

opposite because of some stimulus, which means it is a dynamic process (Mano & Oliver, 1993). 

Some people think that positive emotions and negative emotions are the two extremes in emotions, 

they are in conflict with each other and cannot exist at the same time (Baker, Levy & Grewal, 1992). 

Rick, Pereira and Burson (2014) found that the concept of shopping therapy is real. Some people 

think that consumer emotions are dynamic and are somewhere in between; usually, consumers will 

not have extreme joy or extreme anger (Westbrook & Oliver, 1991). Gardner & Rook (1993) have 

studied the impact of impulse buying on consumers’ post-purchase evaluation status and found 

that positive emotions are more likely to cause impulse buying behaviour than negative emotions. 

In the dynamic change of emotions, consumers may experience both positive and negative 

emotions. Plutchik (1980) determined that the existing concept of consumer sentiment lack 

consistency, as well as it is difficult to use any of them to make a clear definition. However, people 

pointed out that the characteristics of consumer emotions can be more clearly defined. The most 

significant aspects of consumer emotions are the response to a particular situation (Clore, Ortony, 

Foss, 1987). Some people define emotion as a reaction produced by consumers when they are 

shopping or using products. It is based on consumers’ perception of specific attributes of products 
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or services (Richins, 1997). Not only this reaction is complicated but also related to the self-esteem 

of consumers (Djafarova & Rushworth, 2017). Impulse buying preference mediated between 

dispositional mood and snacking habits, whereas dispositional attitude was related to low self-

esteem (Verplanken et al., 2005) 

With the development of emotion research, people devoted to the study of emotion classification. 

The classification of emotions comes from Watson, Clark and Tellegen (1988); they are positive 

and negative. However, it is too simple to distinguish the complex emotions of consumers (Babin 

& Griffin, 1998). Mehrabian and Russell (1974) divided this two-factor theory in more detail. He 

added two dimensions of excitement and calmness in both positive and negative aspects; he 

pointed out that the emotions expressed by consumers at a certain point are the interaction of 

some two of them. So, the "Pleasure-Arousal" theory better explains why consumers have some 

kind of emotions. Mehrabian (1996) has remodelled based on Russell’s theory and designed a three-

dimensional theory of "Pleasure-Arousal-Dominance", which is also known as the PAD model. 

The PAD model adds control emotion based on the original model to better explain the 

adaptability of consumers to the environment. However, the primary clarification of emotions still 

comes from Watson and Tellegen (1985), there are two bipolar dimensions, which are pleasantness-

unpleasantness (terms such as glad, optimistic, satisfied, scared, worried, sad) and arousal or 

activation (such as thrilled, shocked, nervous, laid-back, tired). Pleasantness-unpleasantness refers 

to valance, such as positive and negative, arousal or activation refers to arousal, such as activation 

and calm (Russell, 1980). Rook (1987) indicated impulse buying accompanied by a feeling of 

pleasure and excitements. Typical impulse buyers are accompanied by highly positive feelings and 

hedonistic considerations when shopping, which differs with people who are low impulse buying 

tendencies in their shopping experience, so impulse buying related to individual differences 

(Herabadj & Verplanken & Van Knippenberg, 2009). Besides, impulse buying or overspending is 

the result of the desire to switch negative emotions to positive emotions. Therefore, people have 

various negatively-originated or positively-originated motives for impulse buying (Donovan et al., 

1994).  
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2.5  Self-construal 

Self-construal refers to how people perceive themselves to be linked (or not) with other people 

(Markus & Kitayama, 1991). Self-construal can influence and determine a particular internal 

emotion, cognition, and motivation. According to the individual definition of self, self-construal 

can be divided into independent self-construal and interdependent self-construal. More specific, 

independent self-construal is regarded as autonomous, unique and bounded. In contrast, 

interdependent self-construal is considered as inseparably intertwined with others, with a high 

degree of collectivism, public and relation (Markus & Kitayama, 1991). The most significant 

difference between the two self-construal lies in the role of others and self. For interdependent 

self-construal, other people are within the boundaries of the self, and the self is part of different 

social relationships. They pay attention to maintaining harmony with the members of the group, 

and they will not appear unique; while for independent self-construal, the definition of self is based 

itself, and their goal is to highlight themselves from the group (Zhang & Shrum, 2009). 

Self-construal is considered to be related to the cultural background of the individual (Yang, 

Stamatogiannakis & Chattopadhyay, 2015). For example, people in English-speaking countries 

such as the United States, Britain and Australia pay attention to the independence of individuals in 

their growth process. They encourage individuals to explore their potential actions and have unique 

personality charm. At the same time, Asians in the oriental cultural environment, Africans and 

Eastern Europeans tend to emphasize the interdependent relationship between individuals and 

others (Oyserman, Coon & Kemmelmeier, 2002). However, there is also sufficient literature to 

prove that two different self-construal are not mutually exclusive in a particular cultural atmosphere. 

Independent self-construal and interdependent self-construal can exist in any one culture at the 

same time, even live in an individual (Trafimow, Triandis & Goto, 1991). And cognition, judgment, 

and behaviour can prompt temporary self-construal states through cues and other situations 

(Trafimow, Triandis & Goto, 1991). Since impulse buying is generally considered an unplanned, 

immature behaviour, interdependent self-construal tend to rely less on their inner emotions to form 

their consumption decisions than those of independent self-construal, which shows that 

interdependent self-construal are relatively resistant to the temptation to consume (Zhang & Shrum, 
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2009). Interdependent self-construal has a higher self-control ability to suppress innate impulse 

tendency than independent self-construal (Markus & Kitayama, 1991).  
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3. Methodology 

 
 

This chapter explains the research philosophy of this study, and then the article introduces all the techniques used in this study. In the 

last part, we also stated ethical considerations and integrity assessments. 
 

 

3.1  Research Approach 

This article dedicated to learning influencer marketing from the perspective of young consumers, 

and researching their impulse buying behaviour factors to reveal the positive side of influencer 

marketing. These impulse buying elements of young consumers may lead to more than one reality 

and diverse explanations. Hence, this article chooses social constructionism as the philosophical 

basis for research (Berger & Luckmann, 1966). Social construction means that society gives 

meaning, concept, or connotation to an object or event. Human perception and social participation 

are its construction methods (Mitcham & Ryder, 2020), which means the reality is subjective, 

instead of objective. Back to the subject of this article, it is suitable for investigators to subjectively 

interpret research and develop meanings based on their knowledge and experience. Therefore, in 

social constructivism, purposes are diverse various, which requires researchers to search for the 

complex nature of definitions to understand and interpret it to a certain extent. The research guided 

by social constructionism philosophy hugely relies on the participants, especially the participants’ 

opinions of the experiences and context studied (Crotty, 1998), so in this study, we will deeply 

investigate the impulse buying behaviour of millennials and make theoretical contributions from 

their perspectives based on their different experiences. 

Furthermore, we use a qualitative research approach because the purpose of this article is to explore 

the meaning of things or objects. Qualitative research focuses on the essential aspects of things, 

such as pointing to "why", focusing on a thorough understanding of things themselves (Patton, 

2015). When people say that they directly grasp the essence of the problem in a study, it must be 

qualitative. Qualitative research is beneficial in studying specific cultures and information, such as 

values, behaviours, and opinions of particular groups (Mack et al., 2005, p.1), so language 

communication and descriptive information transmission are essential. These data include oral 

descriptive discourse, as well as relevant notes and memos of the researcher, the voice and emotion 
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of participants, gestures, and theoretical implicature (Feeler, 2012). The purpose of this article is to 

explore how young people conduct impulse buying behaviour, through the communication and 

description of the interviewee groups, as well as their feelings and views of influencer marketing, 

find potential factors and forming theory, so qualitative is the most appropriate way.  

In addition, the qualitative method is also suitable for research in new areas, such as new areas and 

blank areas that have not been concerned. Hossain (2011) points out that qualitative research is 

emergent rather than prefigured, which means many studies slowly derived from other fields. 

Hence, qualitative research can form theory, especially the existing theory cannot be applied to 

some particular objects. This feature of qualitative research is also in line with our current research 

because we focus on the impulse buying behaviour of a selected group of Chinese millennials. We 

go through a large number of surveys, most of which are about population surveys in Europe and 

North America, and the impulse buying behaviour research in Asia is almost negligible. It is more 

worth mentioning that we are learning from the perspective of Chinese millennials costumers and 

exploring influencer marketing and impulse buying behaviour in the eyes of them.  

3.2  Research Method  

In general, participant observation refers to the researchers who participate in the life of the 

research object, and observe in their actual life; semi-structured interviews are suitable for collecting 

personal opinions, one-to-one in-depth discussion, especially for some more sensitive topics; Focus 

groups can effectively obtain representative data of a particular group ((Mack et al., 2005, p.2). 

Therefore, we take focus groups is the appropriate method in form. We have a specific group 

which contains Chinese millennials, and we want to grasp their voice and real opinions.    

3.2.1  Focus Group 

As mentioned earlier, focus groups are not one-to-one interviews, and there are two confusing 

concepts: focuses groups and group interviews, they are similar but different. If a team is formed 

naturally, such as a specific project team, researchers usually use group interviews to define them 

(Steyaert & Bouwen, 2004). On the contrary, focus groups are generally formed by researchers, not 

formed naturally. For example, managers or employees of different project teams invited to the 

focus group interview ((Easterby-Smith et al., 2018, p.386). The number of focus groups is 



24 
 

generally controlled from 6 to 8 ( (Krueger & Casey, 2000). Some people think 4 to 15 is also 

generalised (fern, 1982). Therefore, the number of participants is flexible, as long as the host can 

properly lead the focus group interview.  

On the other hand, participants of the focus group determine its quality, so the choice and 

standards of participants are critical (Easterby-Smith et al., 2018, p.386). Usually, people adopt 

simple division to build a group, such as a gender, age composition, social class background and 

so on. Research from Freitas et al. (1998) proved that mixed-gender groups could help improve 

the quality and outcomes of discussions. Also, focus groups with fewer participants are more 

accessible for researchers to take care of each person. The host throws out topics and conducts 

appropriate guidance, and participants freely discuss and express their views. To ensure objective 

and reasonable data, we will select the same number of boys and girls in the same group. Besides, 

our focus group will control the number of people, a group of six participants, and a total of three 

groups of twelve participants.  

However, there are several disadvantages for focus groups. If the topic under discussion has 

sensitive content, it is not ideal for conducting it in a group. Because participants may have negative 

emotions and lie (Easterby-Smith et al., 2018, p.386), it also includes that the respondents' 

responses will influence each other if some shy people are unwilling to express their 100% opinions 

in public. However, our design can minimise these risks. Those who are cheerful, expressive, and 

talkative are our best goals. Last but not least is difficult to reduce the likelihood is that the sample 

size is small, which is difficult to replace the overall. 

3.3.2  Sampling and Selection of  Participants   

Qualitative methods are described as purposeful (Collingridge & Gantt 2008) and can go deep into 

the subject (Carlsen & Glenton 2011), so the process of data collection is brilliant. Some people 

doubt that the selection of participants with purpose will inevitably lead to a sample that is too 

small to be generalised to the overall problem. But actually, carefully selected respondents can bring 

high-quality qualitative research, which means the sampling is purposeful and biased (Cleary, 

Hayter & Horsfall, 2014). Assuming that our research performs simple random sampling among 

all populations of Chinese millennials, the data for our specific research purposes will submerge in 

a large number of other unrelated data. Even after an in-depth analysis, the theoretical meaning 

https://besjournals.onlinelibrary.wiley.com/doi/full/10.1111/2041-210X.12860#mee312860-bib-0046
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hidden behind the data will not emerge naturally. Because the analysis cannot extract valid data 

with common characteristics, simple sampling will lead to very scattered invalid data.  

Our research is based on semi-structured interviews and focuses groups so that we will use non-

probability sampling, and we will select participants according to our research objectives. There are 

four commonly used methods in non-probability sampling, including convenience sampling, 

snowball sampling, purposive sampling, and quota sampling (Showkat & Parveen, 2017, p.1). After 

comparing these four sampling techniques, we choose convenience sampling as the guiding 

technology. Convenience sampling could meet the people who reach the criterial of researchers 

(Showkat & Parveen, 2017, p.2). Based on this principle, we designed some processes to select 

participants, and the necessary steps are as follows. 

In the first step, we need to identify those people who are suitable for our research participants. 

Because the research focuses on Chinese millennials, we have a clear scope for the two conditions 

of Chinese and age level. The purpose of this article is to investigate impulse buying behaviour 

based on influencer marketing context, so we identified those potential participants who have 

impulse buying behaviour through a “pre-sampling” message. There are three criteria of questions, 

the general idea including "Do you have time to be interviewed" and "do you have experience of 

impulse buying experiences," and "Do you use Instagram?" Respondents make choices with simple 

yes and no. Then we sent a pre-sampling message to 117 people who have an overseas background 

in the contact list of two researchers via WeChat (China's billion-user messaging app (Kharpal, 

2019).  
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Besides, to make participants have a better understanding of what we are looking for and evaluate 

their conditions, we also added explanations of academic nouns in the pre-sampling information. 

The pre-sampling message is shown below:  

Then, we asked if these potential participants who answered yes were interested in participating in 

our focus group. Next, according to everyone's schedule, we purposely chose 12 suitable 

participants, six males and six females. Finally, based on identifying the participants, we formally 

issued an invitation letter, the content of the invitation letter is as follows.  

 
Dear Sir/ Madam, 
 
Thank you for reading this message while you are busy. 
 
Here the message from two students of  Global Management programme and International Logistics 
and Supply Chain Management programme at Jönköping University, Sweden.  
 
To collect the data for our current research about impulse buying behaviour in the context of  influencer 
marketing, we need your answer to conduct our research, which will significantly support our research! 
 
Jargon explanation: 
1. Impulse buying behaviour refers to here is no pre-planned or conscious purchase behaviour, 

it is temporarily determined and put it into action. 
2. Influencer marketing  is about the promotion of the products of those internet celebrities, such 

as vlog, tweet and live broadcast.  
 
Question: 
Have you ever had impulse buying behaviour in the past? (Please think carefully and circle your answer) 
 Yes 
 No 
 
Example: 
 Yes 
 No  
 

Thank you again for your support & looking forward to your answers. 

https://ju.se/en/study-at-ju/our-programmes/master-programmes/international-logistics-and-supply-chain-management.html
https://ju.se/en/study-at-ju/our-programmes/master-programmes/international-logistics-and-supply-chain-management.html
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In the next step, we randomly group the twelve people into groups of four and adjusted them 

based on gender to ensure that the number of girls and boys in each group is the same. Then we 

create three online chat rooms, each group has a chat room, the members of each chat room 

include four members and two researchers, and the members of different chat rooms have no 

contact with each other, to keep the independence and privacy of our semi-structured interview. 

After making an appointment for common time, we interviewed them through the group. 

3.2.3  How Semi-structured Interview Questions were Formulated  

To improve the quality of semi-structured interviews, we designed semi-structured interview 

questions. Under the guidance of the frame of reference, these questions are roughly divided into 

three categories. The keywords are millennials, influencer marketing, and impulse buying. For 

example, participants’ impulse buying behaviour issues, underlying causes and emotional 

motivations, impulse preferences and specific performances, please give an example all including 

in it. Since the research subject is exploratory, during the discussion, some specific questions need 

to be constructed according to the participants’ answers. Please see Appendix 1 for these particular 

questions in the translated English version, because the semi-structured interview was conducted 

in Chinese, and the researchers also attached the original recorded Chinese version in Appendix 2. 

It is worth noting that some questions are formulated quantitatively and are used as the foundation 

or opening of the discussion. Such as “How many influencers do you follow on your Instagram 

account?" "How often do you watch or read them?" But we have repeatedly emphasised that 

interviews are semi-structured, so it is vital to have a semi-structured interview baseline. 

 
Dear Sir/ Madam  
 
We appreciate your support for our research!  
 
To understand your impulse buying behaviour in our research, you are now invited to join our focus 
group. The interview lasts about four hours in total, with a 30-minute break when half  of  the process.  
 
We are looking forward to your active discussion with everyone! 
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Researchers can adjust specific questions based on participants’ discussions so that they do not 

deviate from the purpose of the research. Similarly, the following Appendix 3 is the translated 

English semi-structured interview baseline, and Appendix 4 is the original Chinese semi-structured 

interview baseline. 

3.2.4  Semi-structured Interview 

Semi-structured interviews are flexible, Easterby-Smith et al. (2018, p.393) point out that asking 

questions is to stimulate dialogue, not to guide answers. Of course, a semi-structured interview 

does not mean that the question can be asked casually. During the interview, the researchers should 

also give up some questions and deepen some questions appropriately. Furthermore, semi-

structured interviews have an overall framework, which the structure will not be as centralised as a 

highly-structured interview. Such as our research purpose is about the fields of impulse buying 

behaviours and influencer marketing, so the structure of our questions is highly relevant to the 

research topic. However, in the semi-structured interview, we will rely on the discussion of the 

participants to construct new questions and deepen the theme to achieve the purpose of the 

research, a loose-structured topic guide is most appropriate. Even if the discussed route deviates 

from the theme, but after continuous semi-structural formulation, the scope of the framework can 

eventually be returned (Easterby-Smith et al., 2018, p.394). 

When a question is thrown, participants take turns to express their own experience, and freely think 

and comment on the words of other participants. The focus of our semi-structured interview is 

online, mainly because of geographical restrictions, the remote interview can be more flexible. One 

literature has shown that in focus groups, the remote mode makes participants feel more 

comfortable and expressive than the remote way (Schneider et al., 2002) since there is no need to 

face other strange participants and unfamiliar environments directly. On the other hand, even after 

the data collection process, researchers still could keep in touch with the participants via the 

internet, which is very convenient when researchers need participants to explain and clarify again. 

We encouraged participants to use video chat instead of voice chat for semi-structured interviews 

because we also consider that remote semi-structured interviews are difficult to achieve in-depth 

and non-verbal communication (Easterby-Smith et al., 2018, p.383), so video chat with image 

transmission will be better than voice chat. 
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3.2.5  Pilot Testing 

Before conducting the formal semi-structured interviews, we did a pilot test. We selected two 

additional participants from the target population in the study to form a two-person group for a 

mock interview. We mainly want to simulate how participants view the problem, understand the 

rhythm of the conversation, and when to stimulate and deepen the discussion properly.  

This session is significant, especially because the two researchers are freshman to semi-structured 

interviews and focus groups. The gender of these two additional participants is one male, one 

female, and two Chinese international students. The test is a WeChat online chat room. This step 

focuses on adjusting the semi-structured interview process, such as asking questions not to repeat 

similar questions, and how to organise wording. These adjustments make the context of the 

discussion more natural and help researchers obtain high-quality research data. 

3.3  Data Analysis: Gioia Method 

The data in this article comes from semi-structured interviews and observations. The first-order 

code is developed by performing analysis, then processed into second-order code, and finally 

transformed into a summary dimension. The content analysis strategy is adopted here (Gioia, 

Corley & Hamilton, 2013). Since this article is qualitative research, the Gioia method dedicated to 

seeking strict qualitative research in inductive research while preserving the creativity and 

inspiration potential for generating new concepts and ideas. It aims to maintain the original state 

of the data based on objective facts (Gioia, Corley & Hamilton, 2013). The beginning of the analysis 

includes the development of first-order code, the development of categories based on first-order 

analysis (even analysis using information-centric terms and codes), and then the development of 

second-order using researcher-centric analysis of concepts, topics, and dimensions code, and lastly 

reduce the second-order theme to the overall theoretical dimension. 

3.3.1  Transcribing the Semi-structured Interviews 

Semi-structured interviews will be transcribed in the language (Chinese) of the interview so that 

the interview can be reviewed and the data can be compared with each other at a later stage. It is 

also necessary to perform the Gioia method analysis. After that, the transcription and main findings 

of this research paper were translated into English. The transcription process helps to have a 
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comprehensive understanding of the reasons for millennial consumers 'impulse buying behaviour. 

When the interviewees gave inappropriate or insufficient answers, it also provided an opportunity 

for us to review the semi-structured interview and reconsider the semi-structured interview 

question.  

3.3.2  Gioia Method 

First-order codes 

Through the Gioia method, this article first analyses each semi-structured interview through the 

corresponding coding to determine the background and reasons for the impulse buying behaviour 

of millennial consumers under the influence of influencer marketing. First, we will repeat the semi-

structured interview record, and then listen to the recording of the semi-structured interviews, and 

then refer to the corresponding literature to comprehensively analyse the respondents' answers. It 

gives us a deeper understanding of the actual answers and explanations of the interviewees. In 

addition, we visualised their expressions, movements and tone during the semi-structured interview, 

which helped to understand their feelings better. In order to evaluate the similarities and differences 

between each other, we assessed all first-order codes of the interviews of all groups. 

Second-order codes 

After generating the first-order code of the semi-structured interviews, we refer to the literature 

reviewed in Chapter 2. By using the literature, we can interpret our data (Gioia, Corley & Hamilton, 

2013). For example, we used literature on the influence of internet celebrity marketing and impulse 

buying to explain the correlation between internet celebrity marketing and impulse buying 

behaviour. We combine and summarise the collection of first-order codes, group them according 

to different "themes", and summarise these "themes" into a more abstract and extensive level, 

which is the second-order code (Heath & Cowley, 2004). 

Aggregate dimensions 

In the last step, we re-read the relevant literature to evaluate and streamline all "themes" of the 

semi-structured interview second-order code. While reading the relevant literature, we return to the 

semi-structured interview records again and read them back to find more theories to ensure the 

rigour of each topic (Gioia, Corley & Hamilton, 2013). After that, we organised the topics more 

abstractly in the "Summary Dimension". 
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Therefore, the purpose of using this method is to use a systematic way to reach a strict qualitative 

analysis conclusion. This method proved to be useful when conducting our research and showed 

all the processes and results of our research results to determine the connection between the data 

and ensure the rigour of the analysis (Gioia, Corley & Hamilton, 2013). In the chapter on survey 

results, this article will explain how we use the Gioia method when performing data analysis. 

3.4  Memo Writing 

Memo writing is an essential process in which researchers participate, and can use this process to 

transform data into theory (Bryant & Charmaz, 2007). During the preparation of the memo, the 

researchers will classify, analyse and code. The purpose of using memo writing is to develop theory, 

not the application. A large amount of reliable and rich data is the "original" material of the 

research—analysis of "raw" data through memos and charts. During the analysis, it is necessary to 

continuously write memos, re-read and re-write (Bryant & Charmaz, 2007).  

The preparation of the memorandum is a critical step in the development of analysis categories. 

The memo-writing forces researchers to go through the explanation process and prevents the 

possibility of data drift (Bryant & Charmaz, 2007). By writing memos instead of assuming 

understanding based on the researchers 'knowledge, the description of the experience is 

transformed into an analysis of concepts (Charmaz, 2015). To analyse the memo-writing process, 

a perfect memo to building a structure, explain the changes and deepen the complexity and quality 

of the analysis. Clarifying the connections between codes and codes, between codes and categories, 

and between categories and categories is the foundation of the overall integration (Bryant & 

Charmaz, 2007). 

3.5  Validity 

Because qualitative research involves human understanding of humans, this is a specific subjective 

practice from the beginning, so it is crucial to ensure a high level of effectiveness. Ensuring the 

validity of the research requires the moderator to take no personal prejudices and expectations. 

The author signed a credible certificate to ensure the authenticity of the collected data and collect 

frank information from the research participants. If the goal is effective qualitative research, the 

moderator must maintain and respect neutrality (Kirk & Miller, 1986). 
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In addition to the host, a good sample group is also essential. Participants must be members in line 

with the research question area. Ethical recruitment is an essential issue in qualitative research 

because data collected from individuals who cannot truly represent their field will not lead to 

effective results (Daymon & Holloway, 2011). The research-based in this article is about the 

impulse buying behaviour of millennials under the influence of Instagram online marketing. The 

participants are all millennials, who have used Instagram, and have also followed influencers in 

different fields on Instagram.  

The effectiveness of qualitative research can also be verified by responder confirmation. It involves 

sharing initial results with participants to see if they are still correct. Although the researchers have 

classified and collated the data, participants should always believe that the results are true, which 

also deepens the researchers' understanding of the data (Saunders, Lewis & Thornhill, 2016). tIn 

addition, we described the semi-structured interview questions as simple and clear as possible to 

ensure that participants understood them. These questions will not involve sensitive areas, as many 

open questions as possible. It requires participants to answer with more ideas that may define or 

describe the situation, rather than a simple one-sentence answer (Saunders, Lewis & Thornhill, 

2016). To ensure its effectiveness in semi-structured interviews, we use inquiry questions (Saunders, 

Lewis & Thornhill, 2016). Based on the participant's answers, the interviewer asked whether they 

needed to explain the answer in detail by asking further questions. 

3.6  Reliability 

The essence of the reliability of qualitative research is consistency. In order to ensure the reliability 

of this article, we considered all personal biases that may affect the results of the survey before the 

semi-structured interviews, recorded them, and used them as notes during the semi-structured 

interview, always reminding the interviewer that they must remain true and neutral (Kirk & Miller, 

1986). 

To improve effectiveness, we use a strategy called triangulation. It requires research from multiple 

perspectives(Daymon & Holloway, 2011). We use two presenters to analyse the same data from 

different angles. This article chooses to interview focus groups through two completely different 

researchers at the same time and then compare the analysis results.T This includes verbatim 

descriptions of participants 'statements and clear thinking in data analysis and subsequent 
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interpretation (Daymon & Holloway, 2011). At the same time, we keep all semi-structured 

interview records, show all participants the complete analysis process, and ensure the consistency 

and transparency of data interpretation (Saunders, Lewis & Thornhill, 2016). It includes inviting 

participants to comment on the semi-structured interview transcript and whether the final analysis 

conclusion fully reflects the phenomenon under investigation. 

3.7  Ethical 

Since qualitative research involves interaction with individuals or organisations, how to 

communicate may become sensitive at this time, and moral issues are particularly important 

(Saunders, Lewis & Thornhill, 2016). Before the semi-structured interview, we screened the target 

sample group and disclosed all possible problem areas. The interviewees can decide whether to 

participate or not. In addition, we asked about the sensitive areas that may be involved and avoided 

them in the semi-structured interview guide. At the beginning of the semi-structured interview, we 

asked the participants to sign an informed consent form, participate in the agreement and allow 

the interview dialogue to be recorded. We wanted the participants to clarify the research topic and 

the potential risks of participation. As mentioned earlier, the semi-structured interview guide has 

passed a pilot test to ensure it is simple and easy to understand. Then the semi-structured interview 

was conducted. Before the actual semi-structured interview, we asked the participants when and 

where they wanted to do the semi-structured interview (especially when face-to-face meetings were 

not possible). Our participants can be in a comfortable environment without disturbing their study, 

work and daily life. During the semi-structured interview, we paid attention to staying neutral at all 

times, and participants can change their answers or add information at any time. Participants can 

also ask questions about the semi-structured interview at any time. 
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4. Finding 

 
 

This chapter uses the Gioia method to analyze the results of semi-structured interviews, showing how researchers go deep from the data of 

specific semi-structured interview content to more abstract aggregate dimensions. Through continuous induction and summary, a complete 

framework formed. 
 

 

Overall, this part is wholly encoded using the Gioia method. We obtained 41 first-order codes from 

three focus groups. The following table shows the complete first-order codes from 3 focus groups.  

Table 1: First-order codes from three focus groups 

1. The posts based on the real feeling of influencers 

2. I have less knowledge about some products 

3. I get influenced if the influencer has more followers 

4. The posts based on objective fact 

5. If the influencer is approachable 

6. I get inspiration from influencers 

7. The connection between endorsement posts and me 

8. I am a fan of an influencer 

9. I get influenced if the uploaded pictures are high quality 

10. I get influenced if the influencer has a good personality 

11. If I want to imitate influencers who are I interested in 

12. If influencers often bring discounts 

13. I think endorsed posts is helpful 

14. My fashion purchases are influenced by influencers 

15. The posts with clear information 

16. Influencers (posts and recommendations) improve my efficiency of picking 

products 

17. If influencers hold first-hand information 

18. If I have a need and get reminded of a product, which I see an influencer posted 
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19. If there exists a discount code 

20. I like limited edition items 

21. I want to follow the (fashion) trends 

22. If the promotion of product is strong 

23. If the product is complementary 

24. If the product has a good reputation 

25. I affected by atmosphere 

26. The concept of the item is good 

27. If the product preserving and increasing the value 

28. I get influenced because of my mood 

29. I shop because I think it is fun 

30. I just want to go shopping 

31. If the product brings me a positive suggestion on phycological 

32. I like to collect some specific items as a hobby 

33. The product is a second-hand 

34. If it is a low-priced product 

35. I buy because of showing my personal taste/style 

36. I like niche influencers 

37. I like to try new things 

38. I want to be an influencer in the future 

39. I buy it because influencers use it 

40. I buy it because almost everyone uses it 

41. I want not to be old-fashioned. 

Next step, we continued to inducted first-order codes to extract more high-level codes. We divided 

seven different “themes” based on the 41 first-order codes. Then the induction of the second-

order code is the process of generating aggregate dimensions. Researchers re-read the relevant 

literature to evaluate and streamline all the “themes” of the semi-structured interview second-order 

code, which to organize them more abstractly. As a result, three dimensions emerged naturally.  
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4.1  Influencer Characteristics 

The influencer characteristic is a dimension, with three second-order codes: credibility, 

attractiveness, and professional knowledge. The three codes have gathered the characteristics of 

influencers. They are all extracted from the texts of the subjects’ descriptions of influencers. 

4.1.1  Credibility  

We summarized the opinions of interviewees on influencers, and most of them believed that the 

credibility of influencers would have a significant impact on them. When the posts published by 

influencers come from real feelings and can remain objective, they believe that what the influencers 

said is credible. These quotes, “I think the influencer posts are the real feelings after use, such as cosmetics, they 

will post the use effect after a period of use and comparison with the pre-use, the effect of cosmetics is obvious.” 

“I watched the video of the use of influencers. All the processes are completely transparent, and the reactions of 

influencers are their real feelings.” Recurring real feelings and user experience have deepened consumers 

trust in products and influencers. Therefore, Posts originate from the “real feelings" of influencers 

that can affect their consumption behaviour, at least they believe that this can make them more 

convinced of what the influencers say. At the same time, if consumers have insufficient knowledge 

of the product, they will rely more on the advice of influencers. 

Researchers also found that if influencers have more followers, which will increase consumer trust 

to them. Such as "Although I follow many influencers, if I need influencer advice before buying, I still trust the 

influencers who have more followers. Followers mostly represent their good reputation, and I will be more at ease with 

the products they recommend." "I think if the influencers who have more followers, they must have excellent traits, so 

there are many people following them." Respondents believe that the number of followers of influencers 

is one of their criteria for measuring influencers. When different influencers release the same 

product, they are more willing to believe more influencers. 

Also, the influencer roles have the feeling of friends, and family members will make consumers 

trust them more. Interviewees indicated that they like approachable influencers. Interacting with 

such influencers will give them the illusion of communicating with family members and friends, 

and they will believe in what they say invisible. Such as “The influencers I follow are usually funny. They 

are like my friends talking to me.” “Compared with traditional celebrities, I prefer to refer to the opinions of 
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influencers. Their comments on products are from the perspective of ordinary people, which is more in line with my 

actual situation.” Hence, people feel like they are communicating with friends, and most people trust 

their friends very much. 

Some codes come from the consumers' reasons, sometimes lack knowledge about the target 

product, or feel that the description of the post is objective. “I usually do not know much about dressing 

and matching. When I see fashion influencers, their suggestions are more credible for me. Sometimes I will directly 

buy the same products they use. I trust them because If they do not understand this aspect, their suggestions will 

appear more convincing.” Consumers who have not enough knowledge about a target product will 

affect their consumption habits by influencers. It is the same as when the shortcomings are their 

knowledge. People will follow the advice of teachers or classmates and friends, which also caused 

by the trust. 

At last, we found that objectivity will raise favourably, such as the objective description of products 

and posts, which will make consumers feel that this influencer is more real and increase their trust 

in influencers. To quote a consumer word: “The influencers I follow usually make an objective evaluation of 

the performance of the product. They will not change their opinions because of the opinions of others. I prefer to believe 

such influencers.” Hence, people believe and support those influencers with this rational and moral 

approach. 

4.1.2  Attractiveness  

The attraction is a force that guides people to perform specific actions. Interviewees indicated that 

influencers often have a unique appeal in some way. People can imitate and learn from influencers; 

outstanding personalities and inherently excellent qualities will also attract people attention. Such 

as response said that “When I bought new clothes but couldn't think of how to match them, I would choose 

to refer to the influencers' outfits, and sometimes they surprised me.” “I am interested in photography, and sometimes 

I will learn the composition of some influencers, they bring me inspiration for creation. The “inspiration” and 

“surprise” in their mouths come from the uniqueness of the influencers, which is characteristic of 

intense attraction.  

The results of semi-structured interviews also show that hobbies are related to the attractiveness 

of influencers. Consumers feel that they are more or less connected to influencers. For example, 

some people believe that they are influential fans, and some people think that they and influencers 
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have the same hobbies, similar appearance, or similar personalities, etc., all of which make 

consumers and influencers have a common point to connect. “I saw an influencer wearing the same pair 

of shoes as me, and I felt that I became more like this influencer because I felt her taste was the same as mine.” 

There are many quotes like this, consumers and influencers have a common item so that they pay 

more attention to these influencers. This item could be invisible or visible. One more quote is “I 

am a fan of a model, and she is also an unknown singer. I think she is very talented and very persistent, so when 

her first album was released, I purchased four albums directly. It can be regarded as silently supporting her in my 

way.” The talents of the influencer and the beautiful singing voices are the qualities that consumers 

follow, so there are connected between the two people; it is attractiveness.  

Researchers found that technical support brings attractiveness as well. Such as uploaded high-

quality pictures and coupon links. “If I need to buy a lipstick, I will look at clearer and high-quality picture 

with better colour performance, because the colour of the lipstick is similar very much if there is a colour difference, it 

may give me a piece of wrong information.” High-quality pictures give the customer visual attractiveness. 

On the other hand, coupons are a psychological attractiveness for consumers, and the discount 

will lead to curious. “I think that if the influencer admires the product or displays the discount information related 

to the product while showing the effect, it will make me love him/her even more. Because he/she is very comprehensive 

for consumers.” Interviewees hope that the influencers they follow can bring practical benefits. If 

influencers often post preferential information, they probably pay special attention to influencers.  

On the contrary, a lousy reputation may cause people to leave and get rid of customs. It also belongs 

to attractiveness, but it is negative attractiveness. Usually, people may ignore it. However, it is 

undeniable in influencers. “If an influencer has any scandals, or even if they say something wrong unconsciously 

in public, such as misleading racial discrimination, I will be anxious and feel upset, then I will unfollow him or her 

without any hesitation.” “if the influencer I followed who appeal to people to resist fur clothing, I must like her more.” 

Both negative and positive attractiveness brings forceful consumer attention.  

4.1.3  Professional Knowledge  

Researchers found that influencers show their professionalism in some way, and people will rely 

more on them, usually, the influencers who are posts clear and intuitive information, which is 

professional performance. "I prefer  professional influencers, and if I am in the browse useful information 

about an item, I would not like to see additional information in the influencer accounts, such as today scolded by my 
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boss and so on…, it wastes my time.” People prefer influencer posts to pay more attention to the 

practical way, which brings a real impact in their lives. In other words, as long as consumers feel 

the actual benefits, the professional knowledge of influencers will be trusted by consumers, which 

is another factor of source credibility. “I think some fashion influencers know fashion very well. They will try 

colours that I never dared to think of, but they can wear these bold colours to look good. Once I saw an influencer 

use a pearl necklace as a chain on a bag. I have never thought of using a necklace like this before.” We found that 

consumers who are concerned about fashion mostly believe that influencers can have a certain 

degree of influence on their fashion purchases. They believe that fashion influencers have unique 

insights into style, which points to future fashion trends. 

Researchers found that professional knowledge brings rapid information flow and improves 

information screening efficiency. “I need to grasp the first-hand information on the sale of sneakers so that I 

can buy my favourite a pair of in the first place. The influencer’s post is my channel for learning this information.” 

The first-hand information in the consumer's mouth is sourced from a professional perspective. 

Professional knowledge is the result of accumulation. It cannot copy and intensive rapidly. "I like 

perfumes. I will look through the influencers’ comments on different perfumes, so I don't have to go to the store and 

test it. Although their evaluations do not allow me to make a decision quickly, it allows me to narrow the scope of 

picking it.” These guiding evaluations are based on the professional capabilities of influencers, which 

is professional knowledge. The influencers who have expert experiences will influence the 

shopping behaviours of consumers. 

4.2  Consumers Emotions  

In the dimension of consumers’ emotions, we conclude two second-order codes related to 

emotions: arousal and pleasure, which are strictly related to the consumers’ emotions.  

In the literature review, we also found that arousal and pleasure are the most critical two extremes 

in emotional evaluation. Most of the theories based on pleasure and arousal in doing analysis and 

development. So, there is no doubt that the dimension of consumer emotion is appropriate.  

4.2.1  Arousal  

Second-order code “Arousal” mainly includes many specific factors that stimulate consumers’ 

buying behaviour. These particular factors include personal needs, the different attributes of 
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different products, and the infection of the atmosphere, which awake the urge of consumers to 

buy.  

Some consumers have a demand for a target product, but they are not sure which one they need 

individually. When they inadvertently know the “connection” between influencers and a specific 

product, they may make the decision directly. “I like photography and travelling, and I had the plan to buy 

a new camera, I noticed three or more travel YouTubers use the same brand and same type camera, so I decide to 

buy that camera.” The one camera owned by three influencers is the stimulates point for the 

photographer; when consumers are hesitant in a variety of products, influencers are the role of 

arousal motivation.  

On the other hand, the various attributes of the product will also produce arousal emotions, such 

as limited-edition items, discounted products or complimentary products, and so on. “For example, 

you have to snap up tickets for a popular concert. I am pleased I can get tickets. I would not consider the price of a 

seat at all, no matter what the price of the seat is.” The time stress imposed by limited-edition items leaves 

the interviewee to have no time to consider the price or more. “I have no resistance to discounted products. 

Even if I don’t want to buy anything, I will step in and take a look. Literally, I can’t go out with empty-handed.” 

Consumers think that product discount is an essential factor; at least it will attract them. Discounts 

arouse the desire for shopping. "I often buy many cosmetics because I think those products must be used in 

combination to make my makeup look perfect." The consumer’s arousal comes from the complementarity 

between products. It achieves the effect of one plus one greater than two, which stimulates 

consumers from buying desire. 

Also, the atmosphere is a vital sign of arousal. There is no doubt that changes in the climate and 

external stimuli must cause emotional fluctuations. “The atmosphere of Christmas is cosy, which makes me 

want to hang out or buy Christmas products." "On Black Friday, I think everyone is actively going shopping. I will 

be driven by such a tense and happy atmosphere so that I will have a look.” The shopping atmosphere created 

by friends or businesses makes consumers feel full of expectations for buying. This emotional 

mobilization is part of the arousal. The atmosphere breaks the peaceful life of consumers, which 

brings them an exciting experience.  



41 
 

4.2.2  Pleasure  

Researchers associate pleasure with the emotions of consumers. This pleasure emotion is a 

continuous state and positive mood, which includes satisfaction, happiness, and joyful. It is about 

negative and positive emotions. In these first-order codes, “I like” and “I want” repeatedly appear, 

which is a continuous state. This pleasure emotion does not appear suddenly. Consumers have 

always accompanied it, it is caused by consumers themselves, and unforeseen external factors do 

not cause it.  

Most of the interviewees indicated that buying is a great way to please themselves. Shopping not 

only makes people happy but also keep a positive state of mind. “I remember when I bought the fitness 

class, I already thought that I had eight pack abs” “If I have that expensive bag, I already think of my elegant 

performance.”. The joy of this kind of shopping is to maintain a positive feeling of consumers. 

Associative cues allow consumers to adjust their emotional state. 

Researchers also found that some consumers have some hobby of collecting. The collection is a 

continuous process; it can always maintain consumers’ emotions in a stable state. And this 

spontaneous collection process must be full of fun. “I like to collect posters of my favourite star in my way.” 

“I like to buy all kinds of good-looking notebooks, and I don’t use them, I just want to keep it for myself. I will be 

happy when I see all of them.” Collect hobbies match with specific consumers, which bring some “hoard” 

satisfaction and keep pleasure.  

Finally, some low-cost products will also keep pleasure to consumers. Such as second-hand or low-

priced items. When consumers get something cost-effective, they will feel they are smart. The 

positive emotion comes from emotional pleasure. "I bought a second-hand guitar, and the person who sold 

me rarely use it, but the brand was super good, and the guitar looked pretty new, and you know second-hand are all 

very cheap, so I bought it immediately." "I have the same feeling. I like to buy many cups. I drink different drinks 

with different cups. Even if I buy a lot, I will not be very stressed. Generally, the unit price of cups will not be costly 

high.” Second-hand guitars bring consumers the joy of taking advantage of the seller, collecting 

cups brings a sense of satisfaction in his/her life, so they are all positive emotion, researchers 

conclude them into “pleasure” theme.  
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4.3  Self-construal  

Researchers conclude independent self-construal and interdependent self-construal into the self-

construal dimension.   

4.3.1  Independent Self-construal  

Researchers found that that the self-construction guides costumers’ behaviours. Some respondents 

show the independent Self-construal; they are afraid of the ordinary and has a unique taste and 

style; they just represent themselves in many aspects. "I hate wearing the same clothes and bags as ordinary 

people. If you see most the people having the same clothes outside, I think it is terrible. It is like everyone wearing 

school uniforms in high school.” Some consumers pay more attention to personality, and they would not 

choose an item which is most people have. They think it will make them lose their character and 

not be able to highlight themselves in the crowd.  

Researchers found that some consumers prefer to try something new and niche items. Such as 

follow niche influencers and do something is challenging in picking items. “I like to follow the posts of 

niche influencers. Usually, they post some weird kind of stuff, which greatly enriched my mind. I think this is more 

interesting than average. The niche is an area where fewer people know, and it is an independent 

judgement. “As long as the new iPad comes out, I will choose to replace the old version in my hands; buying the 

newest will make me feel that I am the tastemaker of fashion trends.” So, these people prefer to show 

independent personality and ideas in public.  

The researchers also found that some consumers want to be influencers in the future, and their 

independent self-identification will develop through recognition of other consumers. “I did think of 

being an influencer; I believe influencers also are ordinary people around us if I will be an influencer—my unique 

style accepted by more people at least. Not only becoming an influencer may improve their acceptance, 

but also self-esteem and personality is enhanced through the recognition of others. 

4.3.2  Interdependent Self-construal 

Researchers found that some consumers do not want to look different or old fashioned, so they 

strive to become similar to the mainstream. Their buying behaviour may be influenced by 

influencers and most people, which is the tendency of conformity. “When I was in high school, I was 

kidding by my friends because I was old fashioned.  I followed some fashion influencers on Instagram; imitating their 
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style would make me feel safe.” Following the mainstream culture makes some people feel safe, which 

is a reference to interdependent.  

4.4  Result  

After the process of three coding phases, the researchers inductive a complete coding map (figure 

1)  

Figure 1: Summary of  results from coding with the help of  the Gioia method. 
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5.  Explanation and Analysis 

 
 

This chapter is based on the theory of literature review and is compared with the results of semi-structured interviews. In the end, the 

conclusion to the research questions is drawn to achieve the goals of this article. 
 

 

After analyzing and coding the semi-structured interview data, we summarize three themes from 

41 codes. These three themes are based on the consumer perspective of influencers' impact on the 

impulse buying behaviour of Chinese millennials through the social media platform Instagram: 

Influencer characteristics, Consumer emotions and Self-construal. Based on our findings, we link 

the three themes to impulse buying and draw three conclusions as follows. 

Conclusion 1: The characteristics of influencers can affect consumer sentiment. 

Conclusion 2: Consumer sentiment can lead to impulse buying. 

Conclusion 3: self-construal plays a mitigatory role in the impact of influencers’ characteristics on impulse buying. 

5.1  The Impact of Instagram Influencers on Consumer Emotion 

Through semi-structured interviews, we find that due to the traits of credibility, professionalism 

and attraction of influencers, consumers' emotions are often affected to varying degrees. Although 

the degree of emotional influence cannot be accurately measured, it can be seen from the 

interviewees' descriptions, movements, and facial expressions that such impact usually involves 

both pleasure and arousal. 

Through semi-structured interviews, an indisputable fact is that social media dominates more and 

more in people's information dissemination channels, and once something is popular on social 

media, everyone will tend to pay attention to those things. Forwarding makes the cost of 

information sharing negligible so that people can easily participate in it, become a hotspot maker, 

or a booster. Many interviewees mentioned that their awareness of fashion is based on social media. 

Whether it means family members, friends, or influencers, they all affect people's perception of the 

world to various degrees. 

Influencers are born out of the Internet, and their core competence is production content or in 

other words, information. After possessing a considerable number of loyal followers, they start to 
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be channels of information dissemination. Followers are often the first wave of information 

forwarding and sharing. It is likely to make a topic popular and attract new people. Therefore, when 

people feel that something is suddenly popular, such feeling tends to come from social media they 

use. 

Although the definition of "influencer" is various, people have consistent judgments about the 

influencer's impression. It can be seen from the respondents' answers that it often points to these 

keywords: popular (everyone pays attention), fresh (with highlights), worth sharing on social media 

(to show off), and consumer desire. 

When an influencer appears to be trustworthy, consumers emotionally recognize the influencer 

itself. Based on trust, influencers are more likely to break the barriers in communications, which in 

turn, affecting consumers' emotion. Through the evaluation and recommendation of others, this 

seemingly rational behaviour is often dominated by emotions. From the results of the semi-

structured interviews, it can be inferred that consumers first form cognition, thereby generating 

feelings, and finally make consumption. But in certain emotions, consumers are likely to complete 

the purchase directly because of emotional experience. The influencers often appear in social 

software for entertainment, and consumers are already in a relaxed and happy atmosphere. Hence 

this positive emotion can be easily transferred to prompt payment. 

Under the particular marketing method of influencers, consumers' eager to purchase usually comes 

from a large amount of promotional information, which maximizes the excellent quality of a 

specific product to induce people to buy. When consumers desire to buy, they can't help carrying 

out shopping, and they are impossible to eliminate this desire. 

From the results of the semi-structured interviews, it can be seen that even highly sensible 

consumers cannot escape from the experience of being influenced by the recommendations from 

the influencers. Especially when there are too many choices to judge intuitively, the suggestions of 

others become the main factors that influence the decision. The source of external stimuli has also 

ranged from initial acquaintance recommendations to current influencer evaluation and even social 

media sharing. For those people living in the social circle, their every day is almost visible as their 

leaked records on social media. Especially in a situation where various products are mixed, it is 

difficult for people to judge one by one which products are the best and most suitable for 

themselves. 
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Due to the information redundancy because of the development of social media, most consumers 

are lack of attention due to their busyness, and it is difficult to have a comprehensive understanding 

of many commodities when consuming. Influencers will share consumption preferences and trust 

with others. Influencers have become the main sources of acquiring consumption information, 

product reputation, discounts, and consumption experience. Such sharing and recommendation 

can also stimulate shopping desire. Influencers often have expertise in specific areas, such as fitness, 

travel, diet, lifestyle, beauty or fashion. Influencers can quickly become voice leaders through their 

professional knowledge and unique insights. When they publish articles about the product and 

prove that they have tried the product, their opinion is considered more credible. In semi-

structured interviews, we find that if the influencers can convince consumers by their professional 

knowledge, consumers will rely on the influencers to a certain extent and will be interested in the 

products released by the influencers, and then purchasing the recommended products. At the same 

time, the results of the semi-structured interviews indicate that the influencer 's expertise could 

facilitate their shopping process, turning the time of visiting stores offline to viewing influencer 's 

posts online, which will significantly save the time consumers needed to shop. 

The results of semi-structured interviews show that the professionalism and authority 

demonstrated by the influencers have a positive effect on consumers' knowledge to product and 

selection to the product. When consumers are faced with their unknown products or a large 

number of products to choose from, viewing influencer 's suggestions becomes their primary 

choice. Hence, there are fewer consumers know about product knowledge, the more content they 

trust, which makes them feel dependent on influencers. Through social media, they can search 

product keywords to understand the evaluation of products of different influencers. Respondents 

said that Instagram is a platform they often choose. Because it provides unique affordability, in 

which influencers can tag brands. Brands can also set up product tags in photos and videos, and 

users can directly click on Instagram posts “One-click purchase” button on the website, jumping 

to the seller's independent website to buy. This dramatically facilitates consumer purchases and 

enhances the purchasing experience. Influencers are those who enjoy a reputation for their 

knowledge and expertise in a particular topic. They regularly publish posts on this topic and attract 

a large number of enthusiastic fans who actively follow their opinions. Most of them come from 

consumers. In the eyes of the audience, they are micro-celebrities active in social media. The results 
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of semi-structured interviews show that in the process of paying attention to influencers, 

consumers will project the online image posed by influencers themselves because they are ordinary 

people and closer to them. The masses project their online image onto themselves, which in turn 

resonates strongly. These influencers have their right to speak as well as a certain degree of 

influence on society. To a certain extent, they are successful people in the eyes of the ordinary 

audience, and their supports to themselves often come from their desire to succeed. Previous 

research mentioned that the degree to which social media enhances personal self- construal 

depends on what users follow on their social networks. After analyzing the results of semi-

structured interviews, we find that consumers will increase self-confidence when they purchase 

products recommended by influencers, and imitating influencers will give them a sense of 

satisfaction and helps them feel the same social status as influencers. Pleasure is often the reason 

for their impulse buying behaviour. Even consumers with low self- construal show a tendency to 

purchase products used by influencers. The interviewee said that if he likes to wear like a fashion 

blogger, then he will frequently buy the same clothes as bloggers, hoping that he will be as glorious 

as an influencer. And if this imitation continues, it is not just in the field of beauty, dressing, or 

even the daily necessities of influencers. Snacks will become the object of imitation consumption. 

However, the root cause of this behaviour is still unsurprising, that the influencers are the objects 

of people's recognition, and they are all trustworthy. 

More interestingly, the results of the semi-structured interviews show that when it comes to 

Instagram influencers, most interviewees will undoubtedly mention fashion. Consumers who 

follow fashion trends will tend to be influenced by influencers’ posts. When consumers are 

interested in fashion, have an understanding of fashion and tend to participate in fashion, then they 

will also tend to imitate fashion leaders when shopping. Interviewees said that they are delighted 

with purchasing fashion products because fashion can not only satisfy people's sensory experience 

but also meet their social experience. When people get popular products, the sensory experience 

brought by use will produce pleasure and satisfaction to buyers. At the same time, in this big data 

age, social media is increasingly playing a vital role, and everyone likes to post their lives on social 

media to get a positive social experience. Respondents indicated that they are willing to spend 

higher costs for popular products because they are pursuing a fashionable attitude toward life and 

consumption experience. The reason why such popular products can be accepted is that when the 
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influencers promote the products, they will describe a refined attitude toward life, but this is what 

the Chinese millennials follow up. Respondents referred to this attitude toward life as a "ritual 

sense" and considered the attitude a stimulant for life. In that, many Chinese millennials have tried 

their best to look "exquisite", because they want to be as exquisite as influencers. Thus many brands 

have emerged to create "exquisite" product. 

Based on the results of semi-structured interviews, we find that influencers are good at creating 

selling points. They strive to make the product provide a deep impression on consumers to 

remember. This impression can be a connection that joints the consumer's soul or can be the 

consumer's interest. For the product itself, these are the "selling highlights." The creation of "selling 

highlights" can underpin many levels, and quality, formula, ingredients, even packaging, design, and 

marketing methods of influencers can create a variety of selling highlights. Sometimes consumers' 

whimsical feedback is a source of the highlight of sale for products as well. 

Overall, the interviewees stated that the current Chinese millennials are experiencing tremendous 

pressure. In urban life, under the pressure of high housing prices and economic downturn, they 

are willing to spend more time and money to make themselves happy. Under the pressure of urban 

life, social media has become a place where people release their pressure. The life published by 

influencers shows their pursuit. Therefore, consumers buy positive emotions by purchasing the 

same products as influencers. After analysing the results of semi-structured interviews, if 

influencers have professional knowledge and are trustworthy and attractive enough, they will 

positively affect consumer emotions, and such positive emotion will inspire followers’ desire to 

buy. 

5.2  Consumer Emotions  

In this dimension, emotion is one of the factors we discover. Influencers use their account and 

impact to awaken consumers’ emotion. A post will also bring different feelings to every reader and 

awaken different emotional responses, and those emotions also determine consumers’ purchasing. 

Just like the results of the literature review, every consumer is individually different, and their 

emotions are also varied. Emotions drive the shopping experience. For example, many office 

workers choose crazy shopping to reduce their stress because of excessive work pressure and 

frustration. They enjoy the process of shopping, which can help them release negative emotions 
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and the frustration brought by the workplace, thereby maintaining a good mood. Although high-

frequency shopping spree is not the choice for most people, it is no doubt that most of the 

consumers declare shopping makes them feel pleased. 

Emotion is the key to action. Even if we believe in rational decision-making, it may be caused by 

our emotional motivation. Hedonist spends more money on shopping, and the pleasure and arousal 

obtained from the shopping process will be more satisfied than the purchase to the product itself. 

Most impulse buying is driven by positive arousal emotions which induce people to conduct more 

impulse buying. 

Even though people recover from exciting impulse buying, they are satisfied and don’t regret the 

money. Most Chinese millennials have better living conditions, and their pursuit of material 

pleasure and arousal makes them expect more than the rational thinking brought at cost. Due to 

both of material pleasure and arousal are positive emotion, shopping is kind of enjoyable for 

millennials. Even though they feel sad and depressed, shopping will make them positive-oriented 

as soon as possible because purchasing allows them to regain control over their lives. 

Individual emotion adjusts the impulse buying behaviour, no matter the emotion is negative or 

positive, calm or arousal. When people feel depressed, arousal could lead negatively oriented to 

positive oriented by purchasing following the opinions of influencer adjusting individual emotion, 

which reflects in consumer self- construal. Consumers with interdependent self-construal are more 

likely to refer to the opinions of others when making decisions. If consumers have no confidence 

in their picking, they will rely on opinions of influencers. Influencers in various fields on Instagram 

accounts are always trusted and paid attention by different people. When consumers are guided by 

them to buy a certain product and have a satisfactory experience and positive emotion as a result, 

this process will likely be repeated in the next purchase. These consumers will possibly think of 

this positive feeling when they make future purchasing, which will lead to repeating the last 

purchasing. The results of the interview showed that influencers influenced or even changed 

purchasing behaviour. Some people would subconsciously read product evaluation posts, or find 

coupons, or refer to the influencers outfit. This subconscious behaviour also proves that 

consumers are influenced by influencers in the aspect of improving self-construal and gaining 

positive emotions, leading them to continue to do so. It is normal to see such behaviour of 

followers being influenced by influencers.  
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Some consumers will buy if the idea of the product touches them. These conceptual products will 

directly attract consumers' emotional states, needs and desire to resonate. Consumers only rely on 

emotion as the sole reference when making purchase decisions, that is to say, consumers choose a 

product based on their emotional response to the product without considering other attributes of 

the product. Such kind of emotion is strong, rapid, efficient and impulsive, which directly leads to 

impulse buying. In the influencer marketing environment, various discounts and promotional 

activities will attract attention and stimulate emotions. The exquisite picture and positive comments 

from influencers account easily excite vision, touch and hearing of consumers. Furthermore, due 

to the credibility resources of influencers characteristics, consumers will feel pleased and 

satisfactory. Therefore, both arousals caused by product and pleasure because of influencers will 

highly increase impulse buying possibly. 

Some people would like to buy or collect a lot of one item as their hobby, even though these items 

are the same in functions. Due to different colours or appearance, consumers are still crazy about 

those items. Even if consumers spend more money to obtain products with the same functions, 

they are still feeling pleasure. This kind of “hoarding” behaviour is also developing their emotions, 

and they still actively repeat purchasing and impulse buying. 

These consumers do not focus on product performance, but to collect appearance and visual 

enjoyment, which keeps consumers pleased. The visual aesthetic will not only please themselves 

and others but also bring emotional support and spiritual comfort. Collecting special items 

expresses self-identity and also helps improve self-construal. Hence all these are enough to make 

consumers feel negative and pleased. Collecting is developed as a hobby or habit. As soon as 

consumers see such products, the arousal of collecting leads to consumer impulse buying. As soon 

as consumers see such products, arousal emotion drives them to impulse buying. 

Impulse buying is a sudden, irresistible and unplanned purchasing behaviour caused by external 

stimuli, and is accompanied by strong emotional fluctuations and psychological conflicts (arousal), 

moreover, consumers will have an emotional and cognitive response after purchasing. Compared 

with the impulse buying behaviour in the traditional retail environment, consumers in the digital 

context will receive a variety of temptations and sensory stimuli more conveniently and fast. 

Consumers will have active psychological activities, such as thinking whether the product can bring 

the most significant effect to themselves so that to purchase without any hesitation. 
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When consumers are purchasing under an entertainment mood, they will feel satisfactory from 

shopping. Consumers with hedonistic tendencies are prone to impulse buying behaviour than that 

of other consumers. What's more interesting is that hedonistic consumers are looking for pleasure 

in the purchasing process; in other words, pleasure will make their emotion more positive while 

shopping. Therefore, it can also be considered that consumers with impulse buying characteristics 

at a high level are more likely to behave impulse buying than those with impulse buying 

characteristics at a low level. Combined with personality and influencer participation, consumers' 

emotion and hedonic consumption, consumers' positive emotions will be positively affected by 

their personalities. Consumers will be infected to their emotions under the cheerful shopping 

environment, thereby stimulating their impulse buying.  

5.3  Moderating Effects of Self-construal 

After analysing the respondents' answers, we find that the relationship between goods and 

consumers can play one or several roles, which include quality, position, rewards, and self-construal. 

Among them, quality is related to the function of the product, and the position satisfies the 

consumer's needs for self-construal and social identity. The reward is for a relaxed and leisurely 

lifestyle. Self-construal means the consumer's cognition and expression. When studying the 

coincidence between the symbolic identity like products, contained culture, exposed taste, and 

character, culture, and taste of the consumer, there is often a significant misalignment. The reason 

is that psychological activities are carried out based on oneself and people's behaviour based on 

their thoughts and feelings. Underpinning the results of semi-structured interviews, we find that 

consumers' behaviour usually depends more on their beliefs about themselves than on their real 

appearance. Commodities become a way for consumers to express their attitudes, and consumers’ 

self-construal also affects their attitude toward consumption. 

Through semi-structured interviews, we find that interviewees often have two opposite tendencies 

psychologically. First, they want to highlight themselves and constantly change themselves to be 

different. The others are unwilling to stand out and do not wish to change casually, just hoping to 

hide oneself among the public and settling down to the stereotyped herd mentality. And those who 

look forward to the difference, their attitude toward purchasing is pursuing novelty. Then the 

influencer is their role model to learn and inspire. Those who do not want to stand out generally 
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think that the products everyone uses must be excellent. At this time, the herd mentality will also 

prompt them to listen to the opinions of influencers. For consumers who are not independent by 

nature but want to make themselves a little more outstanding and attractive, can rely on fashion to 

get rid of the ordinary field without any effort. Most of them show a tendency to buy products 

impulsively. Self-construal is regarded as independent self-construal and interdependent self-

construal. Different self-construals of consumers cause these two psychologies.   

The semi-structured interview results show that these two different self-construals do not exist 

independently on an individual. Usually, due to various scenarios or particular needs, consumers' 

self-construal is also different. Because people live in a society composed of groups, everyone 

cannot escape from the influence of outside crowds, and thus behaving by public opinion or the 

behaviour of the majority's perception, judgment and cognition. Generally speaking, people who 

tend to depend on themselves are affected by the behaviour of group members, so they tend to 

follow the group. When they find that their behaviour and opinions are inconsistent with the group, 

or disagree with most people in the group, they will feel under pressure, which prompts them to 

tend to be consistent with the group. So when consumers catch influencers mentioning the words 

"many people are using", or see multiple influencers using the same products, they will get a sense 

of dependence and security psychologically. The purchasing behaviour of this kind of 

interdependent self-construal consumers is mainly based on their sense of belonging, rather than 

solely based on the advantages of the product. If a large group has a positive attitude towards a 

product, then this group's attitude will be correct. When the interviewees talked about the reasons 

of their preference for interdependent self-construal, they said they want to be accepted by the 

group, liked by others, and avoid rejection. Thus, they want to be consistent with the majority. 

Therefore, the shopping behaviour influenced by this kind of psychology is to reduce the risk of 

consumers' choice and at the same time, obtain the recognition of the outside world. However, 

they tend to ignore whether products suitable for most people can also be applied to themselves. 

This shopping psychology based on interdependent self-construal also causes a certain degree of 

impulse buying. Consumers who tend to depend on themselves often give up their subjective 

choices because they do not understand the product by themselves or are influenced by the 

professionalism of the influencers. When interviewees mentioned interdependent self-construal, 

they believed that this kind of self-construal is also relevant to Chinese culture, which promotes 
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collectivism and believes that strange personalities are difficult for groups to accept. This kind of 

thought has been passed down from ancient times to the millennial generation. This inherent 

cultural background prevents the millennial generation in China from getting rid of the influence 

of interdependent self-construal. 

However, millennials have lived in the information age since their birth, and the culture from the 

West also has a specific influence on them, which makes them also pursue personalization in certain 

aspects. The pursuit of personalization is a characteristic of an independent self-construal, such as 

jewellery, perfume, bags, shoes, clothing, etc. These personalized products can often highlight their 

requirements for quality and fashion. When interviewees talked about purchasing behaviour based 

on independent self, they said that even if the product is not practical and expensive, they still 

choose to buy, such as the luxury goods which is an extremely typical example. Most consumers 

who like to buy luxury goods tend to have an independent self-construal. They believe that luxury 

goods can not only distinguish themselves from others but also highlight their social status. Many 

consumers are highly keen on specific products with few purchase channels, such as limited edition 

products. Most respondents think that these limited-edition products may not be so excellent or 

practical, but can satisfy their inner desire for those hard-to-buy products. They pursue an identity 

that is different from most people and the opportunity to show off their personality. This often 

leads to impulse buying behaviour.  

In general, Chinese millennials' perception of self-construal is not simple. Independent self-

construal and interdependent self-construal affect their shopping behaviour at the same time. They 

want to be accepted by society and recognized by the group, but they don't want to be ordinary. 

This particular psychology prompts them to impulse buying to a varied extend faced with different 

psychological needs.   
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6.  Conclusion and Discussion 

 
 

The final chapter of this article aims to answer the research questions. It also discusses how to apply the research results to marketing 

strategies. In addition, the limitations of the research are proposed, and suggestions for further research are provided. 
 

 

6.1  Conclusion 

The research theme of this article is about how influencers affect the impulse buying behaviour of 

Chinese millennial consumers. For this research topic, a complete process is designed to make an 

investigation, with the results described below. 

The characteristics of influencers include credibility, attraction, and professionalism. And 

influencers can deliver a positive effect on consumers’ impulse buying behaviour through 

consumers’ emotions because influencers can trigger consumers’  pleasure and arousal emotions, 

which are then transferred to purchase of the products advertised. In other words, consumers 

believe that the products promoted by influencers have good quality. The stronger attraction of 

influencers will cause consumers to build an association with themselves, thus enhancing the 

consumers' sense of identity and thereby increasing their impulse buying behaviour. And when 

consumers do not have product knowledge, influencers' opinions would dominate consumers' 

purchase intentions and preferences, also stimulating consumers' impulse buying tendencies. The 

credibility of influencers comes from the influencers themselves. Meanwhile, consumers' trust is 

an essential factor affecting the buying behaviour, because such a trust in influencers can be 

transferred to the products they advertise. Therefore, influencers should pay attention to the 

understanding of the products, learn professional knowledge and skills related to the products, and 

communicate the information to their followers, so as to attract more followers. In addition, 

influencers can enrich their lives and cultivate excellent personal interests and unique personalities, 

thereby enhancing their personal charms and boosting consumers' sense of identity and willingness 

to purchase. 

Because the two dimensions of emotional pleasure and stimulation lead to consumers' impulse 

buying intentions, impulse buying is an emotion-led behaviour. Even highly rational consumers 
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may make impulse buying due to emotional stimulation. A variety of marketing methods are used 

to capture consumers' hearts, and the product attributes and stimuli from the external environment 

would ultimately awaken consumers' impulse buying desires. Such an impulse buying process also 

brings emotional pleasure. 

Self-construal plays a significant role in regulating the influence of influencer characteristics on 

consumers' impulse buying behaviour. And self-construal can be divided into two forms: 

independent self-construal and interdependent self-construal. They can exist individually at the 

same time. When consumers are in different situations or have different needs, both of the two 

forms will stimulate impulse buying behaviour to vary degrees. When consumers are closer to the 

independent self-construal, because of their desire to express their personality, they will be affected 

by the characteristics of influencers to produce impulse buying behaviour. And when consumers 

are subject to interdependent self-construal, their sense of belonging to a group will make them 

influenced by the characteristics of Internet celebrities and thus produce impulse buying behaviour. 

Therefore, although the two different forms of self-construal are both affected by the 

characteristics of influencers, they show very obvious differences in promoting impulse buying 

behaviour. Anyway, both affect the impulse buying behaviour to some extent. 

In general, the characteristics of influencers have a positive impact on consumers' impulse buying 

behaviour by evoking consumers’ emotions, while consumers’ self-construal plays a certain role in 

regulating them to varying degrees. 

6.2  Implication  

On the practical side, our research results provide valuable implications. When it comes to 

consumers behaviour towards influencers impact, the result of this study is valuable for diversity 

marketers. Influencer marketing has developed rapidly in the context of the digital age because 

various features such as approachable content and rapid spread will raise a tide for shopping. 

However, businesses should fully consider the three characteristics of influencers when they 

corporate with them. Select appropriate influencers for endorsement and promotion selectively, 

which is possible to bring more consumers to the enterprise and create long-term economic 

benefits 
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When it comes to consumers towards influencers impact, the result of this study is valuable for 

influencers. Influencers choose various platforms to operate their accounts to accumulate followers, 

which brings them not only popularity and social influence, but also economic benefits. But in the 

era of information explosion, consumers are easily misled by spam. Hence, influencers should 

strengthen their abilities and professional knowledge, as well as using their attractiveness to bring 

more good products and positive life inspiration for consumers and society. 

When it comes to impulse buying behaviour, the result of this study is valuable for Chinese 

millennials consumers. People could understand and control their life better, and people can 

understand the impulse buying behaviour from a rational perspective. On the other hand, the 

research result is helpful for people to understand the influencers marketing and influencers better 

while following the influencers, consumers need to make their independent judgment without 

being misled by other factors. 

Finally, the result of the study has some implications for social media platforms. For example, the 

Instagram platform used in the research. How to cooperate better with influencers is worth 

thinking of, how to ensure that the information efficiency of the platform is maximized and 

accurately delivered to potential consumers accounts. Furthermore, platform development and 

technical support will bring better impact channels for influencers and the better shopping 

experience for consumers. Not only it promotes more interaction and collaboration between 

influencers and the platform but also retains more platform users to achieve a win-win situation. 

6.3  Limitation and Further Research 

During the research process, we found some limitations of this article and future research 

directions 

Since the research method adopted in this paper is qualitative research, this inevitably limits the 

amount of data. In the future, the questionnaire can be applied to consumer impulse buying 

behaviour under the influence of influencers. 

Considering that the interviewees are Chinese millennials using Instagram, although the authors 

have translated the research results from Chinese to English, the meaning of Chinese words may 

be different from English. 
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The target group of this study is Instagram users of Chinese millennials and Instagram influencers. 

Therefore, since the analysis of this study is based on only one social media, different international 

social media software may be considered in the future. 

Consumer buying behaviour is an extremely complicated process. There may be other emotional 

variables besides consumers' pleasure and arousal emotions to affect their buying behaviour. 

Therefore, in the future, we can further explore the influence of the characteristics of influencers 

on individual emotions such as consumer identity and curiosity. 

Because impulse buying behaviour sometimes occurs in the consumer's subconscious mind, the 

interviewees may not realize the desire for impulse buying behaviour. We can only analyze from 

the interviewees' description, whether they tend to impulse buying. Therefore, it can be extended 

to field visits in the future to observe consumers' purchasing behaviour, so that the analysis has 

higher practical value.  

The research was conducted from the consumer's perspective, so it is not included from the 

perspective of influencers or companies. In the future, a more comprehensive analysis can be 

obtained by understanding influencers and companies that use influencer marketing. 

Since Instagram is not available in China, most of the interviewees are international students 

studying abroad. Multiple cultures influence these international students, and they cannot represent 

all Chinese millennials. In the future, we can consider collecting the opinions of consumers in 

different countries. 
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Appendix  

Appendix 1  

1.A limited edition item with a reasonable price, will you buy it because of influencers? 

2. Will the discount coupon affect your impulse buying behaviour and why? 

3. What (price and limited edition) do you focus more on the limited-edition item?  

And why? 

4.What can influencers do to make you trust them more and why? 

5. If an influencer looks good in the dress, will you think you look good in the dress as well? 
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Appendix 2 

1. 一个限量产品的价格是你可以接受的，你会因为影响者去买吗？ 

2. 打折券会影响你的冲动购物行为吗？为什么？ 

3. 限量产品和价格这两个因素那个更重要？为什么 

4. 网络影响者如何做会让你对他们增加信任？ 

5. 如果一个衣服影响者穿好看，你会觉得自己穿也好看吗？ 
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Appendix 3 

Personal information: 
• Age, gender, working or student 

• Please briefly introduce yourself, what is the approximate monthly income range if you work? 

Social media: 

• Do you use social media? What is the frequency of use? What is the daily usage time? 

• What do you do on social media? What kind of social media do you use? 

Instagram: 

• How long have you been using Instagram? Are you familiar with it? Why did you use it? 

1. Influencer 

• Did you follow influencers on Instagram? How many influencers do you follow? The 

influencers whom you are following in which areas? Why do you follow them? 

• When you look influencers’ account, what information do you pay attention? 

• Do you trust influencers? And why? 

• Do you think there are differences in the credibility of different influencers who post the same 

product? And why? 

2. Purchase behavior 

• If you see an influencer has a product that you want, how long will think about to buy it? 

• Have you ever purchased a product just because an influencer has it? 

• Please share the experience of influencer made you make an impulse buying. 

• Do you often tend to buy impulsively? Has impulse buying been carried out? If not, why? 

• Please describe in detail your most recent impulse buying experience. Are you satisfied 

with this product after buying it? 

• Do you think influencers have influenced your consumption habits? Do you think 

influencers increase your likelihood of impulse buying? 
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Appendix 4 

个人信息： 

• 年龄，性别，工作/学生  

• 请简单介绍你自己，如果工作的话每月大概的收入范围是什么？ 

社交媒体: 

• 你是否使用社交媒体？使用频率是怎样的？每天的使用时间大概是几个小时？  

• 你用社交媒体做什么? 几种社交媒体?都用它来干什么 

Instagram: 

• 你使用 Instagram多久了？对它熟悉吗？为什么用它？  

1. 影响者 

• Instagram 中你关注了影响者吗？ 影响者人数大概占总关注人数多少？你关注的

影响者在什么领域有影响力？ 你为什么关注他们？   

• 你关注他们发布的什么信息？  

• 你信任网红吗？ 为什么？ 

• 你认为发布同一产品的不同影响者的可信度是否有差异？为什么？ 

2. 购买行为  

• 如果你看到一个网红有一个你想要的产品， 你觉得你会思考多长时间然后去买它？ 

• 你有没有过购买一个产品只是因为有影响力的人有它 

• 请分享一个网红发布的东西你冲动购买了的经历  

• 你经常会有冲动购买的倾向吗？实行了冲动购买行为吗？如果没实现是为什么？ 

• 请详细描述一下你最近一次的冲动购买经历? 买完之后你对这个产品满意吗？ 

• 你觉得影响者影响了你的消费习惯吗？ 你觉得影响者是否增加了你冲动消费的几

率？ 
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Appendix 5 

First-order codes                           Second-order codes        Aggregate dimensions 

 
 
 
 

 

 

• The posts based on the real feeling of influencers 
• I have less knowledge about some products 
• I get influenced if the influencer has more followers 
• The posts based on objective fact 
• If the influencer is approachable 

• I get inspiration from influencers 
• The connection between endorsement posts and me 
• I am a fan of an influencer 
• I get influenced if the uploaded pictures are high quality 
• I get influenced if the influencer has a good personality  
• If I want to imitate influencers who are I interested in 
• If influencers often bring discounts 

• I think endorsed posts is helpful 
• My fashion purchases are influenced by influencers 
• The posts with clear information 
• Influencers (posts and recommendations) improve my 

efficiency of picking products 
• If influencers hold first-hand information 

• If I have a need and get reminded of a product, which I 
see an influencer posted 

• If there exists a discount code 
• I like limited edition items 
• I want to follow the (fashion) trends 
• If the promotion of product is strong 
• If the product is complementary 
• If the product has a good reputation  
• I affected by atmosphere  
• The concept of the item is good 
• If the product preserving and increasing the value 

• I get influenced because of my mood 
• I shop because I think it is fun 
• I just want to go shopping 
• If the product brings me a positive suggestion on 

phycological  
• I like to collect some specific items as a hobby 
• The product is a second-hand 
• If it is a low-priced product 

• I buy because of showing my personal taste/style 
• I like niche influencers 
• I like to try new things 
• I want to be an influencer in the future 

• I buy it because influencers use it 
• I buy it because almost everyone uses it 
• I want not to be old-fashioned 

Credibility 

Attractiveness 

Professional 
knowledge 

 Arousal 

 Pleasure 

Independent 
self-construal  

Interdependent 
self-construal 

Influencer 
characteristics 

 Consumer 
emotions 

Self-construal  
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