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Abstract: In the past period, based on the development of the Internet, there were more ways
of information dissemination. The modes of advertising are also becoming varied as
information dissemination increases and changes. They have changed from initial print, TV,
and web advertising to diversified ways on social media, like the live streaming. This paper
finds that advertising in the new media environment impacts both consumers and companies.
Therefore, this paper would like to take the area of nutrition and health products as an example
to do a business analysis of advertising in social media. Consumers and influencers, as
audience and producers of social media advertisements, respectively, become the objects of
this study. In terms of research methods, following the idea of painting portraits of consumers
and influencers, the main research method of this study is using questionnaires to gather more
data about consumers, collecting influencers’ data from the social platform, and analyzing
the characteristics of the collected information with analysis tools such as SPSS to further
investigate this problem. This paper initially believes that advertising positively influences
consumers and companies in the new media environment.

Keywords: social media, nutrition, advertising, business analytics, consumers’ and
influencers’ portraits

1. Introduction

With the development of social media, information dissemination has become more and more
efficient, and users have become more and more extensive. Enterprises increasingly use social media
advertising for advertising products and take advantage of the live streaming channels on social media
platforms to promote goods to gain revenue. Consumers and influencers, as audience and
disseminators of social media advertisements, have become two major groups on social media, among
which influencers have become the bridge between enterprises and consumers on social media [1,2].
For example, some nutrition and health products companies will select health-related influencers to
publicize and sell their products and, at the same time, do some popular science through the
influencers’ videos [3,4]. Since consumers have basic knowledge about nutrition, they can choose
safer and higher quality nutrition products, so good manufacturers can make more money and produce
more advanced products [3,5]. This can create a virtuous circle, and the health of the whole society
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may be improved. Thus, the questions of whether social media advertising affects product sales and
how the characteristics of consumers and influencers affect the effectiveness of advertising are worth
exploring.

In the era of social media widely serving businesses, the effect of social media advertising has a
direct impact on corporate earnings, and consumers and influencers are essential components of social
media platforms [6]. Therefore, this study aims to summarize the characteristics of consumers and
influencers that might have an impact on the advertising effect through questionnaire analysis and
data analysis. Then preliminarily, find out the ideas and methods to depict the portraits of consumers
and influencers and assist enterprise decision-makers in improving the quality of decision-making
and using social media platforms to improve their economic benefits.

Based on the social media advertising of nutrition and health products, this research seeks out the
characteristics of consumers and influencers which impact on the advertising effect to provide ideas
and a theoretical basis for future research on portraying the portraits of consumers and influencers
based on social media extensive data analysis. In the future, with the improvement of the accuracy of
using social media big data to depict the portraits of consumers and influencers, enterprises could use
this technology to improve their intelligence and management capabilities to maintain their
competitiveness to obtain higher economic benefits [6,7]. At the same time, advertising products on
social media can also convey more health knowledge to consumers, thus improving social health
awareness and achieving positive social benefits.

The research results show that social media advertising will increase the sales of products, and
many characteristics of consumers and influencers will affect the advertising effect and then affect
the sales of products.

The rest of this paper is organized as follows. Section 2 overviews the proposed methods, including
questionnaire analysis, data collection, and analysis. Section 3 shows the experimental results, from
customers and influencers, through visual display and detailed explanation. Section 4 discusses the
part that could be improved in the future. Section 5 makes an overall summary of this study, including
the conclusion and significance.

2. Methods

Consumers and influencers are two crucial factors that affect the effectiveness of marketing behavior
on social media platforms. Therefore, this study is divided into two parts based on consumers and
influencers. In the consumer research section, this paper collects data through a questionnaire survey;
In the research section of the influencer, this paper collects live streaming data from social media
platforms manually. This paper uses data analysis tools to analyze and create tables and charts for the
collected data. Figure 1 shows the method of consumer research.
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Figure 1: Method of consumer research.

2.1. Consumer Research
2.1.1. Information Acquisition

In the scheme, the data source is the questionnaire. Moreover, the exact method is collecting relatively
subjective consumer information data through questionnaires and analyzing the characteristics of the
collected information with analysis tools such as SPSS. In addition, this paper selects the nutritional
supplement industry as the target industry for research and collecting relevant information. The
information collected includes the basic information of the respondents (gender, age, income.),
whether consumers have accepted the promotion on social media platforms and purchased nutrition
products, the reasons for consumers to buy products, the impact of different factors in social media
advertising on the purchase behavior, and the evaluation on social media of consumers on the
purchased products. This paper hopes to follow this version of the scheme for research to understand
the characteristics of social media advertising and analyze the impacts of the different characteristics
on advertising effectiveness from consumers’ perspective [8].

2.1.2.Research Methods

Literature reading: During the research process, this paper acquires the relevant information and
consumer behavior knowledge of the research target industry, namely the nutrition supplement
industry, through literature reading to provide theoretical support for the design of the questionnaire
and the implementation of the project.

Comparative study: This paper explores the characteristics of social media platform advertising
by comparing the differences between traditional advertising delivery mode and social media
advertising delivery mode to understand the new features of social media advertising in all aspects
and develop a more valid questionnaire [9].

Questionnaire: Figure 2 shows the questionnaire structure. In this scheme, the questionnaire is
the source of information. First, the respondents are classified by setting the basic information (gender,
age, income.) of the respondents. After that, the study set different questions according to whether
consumers have accepted the social media platform advertising of the nutrition supplement product
brand, whether they have purchased the product, and the reasons for consumers’ behavior. Then this
research explores the impact of different factors on consumer behavior through the 1-5 scoring model,
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including the relevant factors of social media advertising and product evaluation. Finally, the
interviewees are asked whether they would evaluate and recommend products on social media.

| Basic personal information

Background
W
A i \

| Accepted/Not accepted; | l Accepted; | | Not accepted; |
Purchased Not purchased Not purchased

Monthly disposable income

Reasons for not
purchasing
The degree of influence of different factors
on the generation of consumption behavior

| Opportunities to purchase

Y

| Whether to purchase again

Yes

Reasons to Reasons for not to
purchase again purchase again

Whether to praise products online Whether to give negative remark of products
actively or ask others to buy it online actively or ask others not to buy it

Figure 2: Questionnaire structure.

Whether to remark products online actively
Whether to ask others to buy or not to buy it

Data analysis: Information data is the primary data form in the scheme. However, the information
data is relatively subjective and cannot directly reflect the problem [10]. Therefore, this paper
analyzes the collected information data through SPSS and other analysis tools, explore its
characteristics, and finally reach a conclusion [11].

Formulate subsequent research plan &
Better understand products to classify their qualities

Literature research:
social media marketing activities
& probiotic products

X

The frequency statistics of the classification data Data analysis :
& The correlation between different variables SPSS analysis the collected data
L
The relationship between the characteristics of bloggers Comparative analysis : different features
and the sales of exclusive links in the broadcast room of different types of bloggers

Figure 3: Method of influencer research.
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2.1.3. Implementation of the Scheme

This paper collects more than 200 questionnaires. The respondents are distributed in different age
groups and have different income, which is of certain research significance. Figure 3 shows the
method of influencer research.

2.2. Influencer Research

Based on the research goal of combining consumers with influencers to study the effect of marketing
activities on social media platforms, in this stage of research, this paper collects relevant data from
live streaming channels on social media platforms and use SPSS and other analysis tools for data
analysis, hoping to have an accurate understanding of the impact of influencers on marketing
activities on social media platforms. In addition, this paper hopes to combine this research results
with the previous results on consumers to get a more comprehensive conclusion.

2.2.1.Data Collection

This paper collects data from the live streaming channels, which sells probiotic health products from
8: 00 pm to10: 00 pm. First, the exclusive links of influencers can directly reflect the influence of
influencers on marketing activities [12]. Therefore, this paper chooses the sales of exclusive links of
live influencers as the standard to evaluate the influence of influencers on marketing activities. In
addition, this paper collects data that can reflect the characteristics of the influencer and other data
that may impact the sales of exclusive links. The specific data include the type of the influencers
(professional/non-professional, whether there are video works), the number of fans of the influencers,
the quality of the products (based on the study of probiotics), the number of video works of the
influencers, the number of popular science video works and the number of advertising video works
of the professional influencers.

2.2.2.Research Methods

Literature research: At this stage, this paper first studies the relevant literature on the characteristics
and functions of influencers in social media marketing activities to determine the scope of data
collection and rationally formulate subsequent research plans. In addition, to better understand the
products and classify the product quality in the subsequent data collection process, this paper also
conducts a reading study on the literature related to probiotic products.

Data analysis: This paper uses SPSS to analyze the collected data. Firstly, the frequency statistics
of the main classification data (influencer type, product quality) are carried out. Then the correlation
between different variables is analyzed. Finally, a chart is made to display the analysis results visually.

Comparative analysis: This paper further analyzes the characteristics of the collected data
through comparative analysis. For example, this paper compares different types of influencers and
studies the relationship between the characteristics of different influencers and the sales of exclusive
links in the live streaming channels.

3.  Experimental Results and Analysis
3.1. Questionnaire from Customers

This paper collects 227 questionnaires. Table 1 shows the results of the background information part,
which asked whether participants had purchased nutrition products and whether they had accepted
nutrition product advertisements on social media. Among all the respondents, 99 people chose the
option of “accepted, not purchased,” followed by “accepted, purchased”(62), “not accepted, not
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purchased”(50), and “not accepted, not purchased”(16). According to the preliminary judgment,
79.49% of the people who have bought nutrition products have received nutrition product advertising,
so social media advertising will positively impact consumer behavior.

Table 1: Experience of nutrition consumption.

Effective accumulative

Frequency = Percentage orcontage  percentage

accepted, purchased 62 27.3 27.3 27.3

not accepted, purchased 16 7.0 70 34.4

”O;u""rcc‘;;gteeg not 50 22.0 22.0 56.4

accepted, purchased 99 - 436 436 100.0
total 227 | 100.0 100.0 |

Figure 4 shows that among the 78 respondents who had purchased nutritional products, 61 were
motivated by personal needs, 28 respondents said that the recommendation of people around them
affected their purchase behavior, and 17 respondents said they were influenced by brand advertising.
In addition, the three options of live streaming promotion, bloggers’ recommendation and good
comments on the network were each selected by 4-8 respondents. According to this result, it can be
indicated that in addition to personal needs, receiving external recommendation information, whether
in reality or on social media, will encourage people to make purchase decisions.

good comments on the network Il 8
others' recommendation NN 28
bloggers Il 6
i M number of people
broadcast promotions M 4
brand advertisements [N 17
personal needs INEEEEEEEEEGGGGGNGNGGG_G—— |

0 10 20 30 40 50 60 70

Figure 4: Opportunities to buy.

Table 2 shows information about the 99 respondents who “accepted, not bought™. It can be seen
that the lack of purchase demand is the main reason why they had not purchased nutrition supplement
products. Meanwhile, although social media advertising is not the main reason for inhibiting purchase
decision, it is not accepted by every network user.

Table 2: The reasons of “accepted, not bought”.

Reason Count
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Table 2: (continued).

No demand 45

No interest 56

Antipathy to advertising push 32

Mistrusted marketing means 31

Negative comments from acquaintances 5
or KOL

Too many negative comments 4

A tight budget 9

Other reasons 1

Figure 5 shows the influence of different factors on purchase behavior, like “the times of receiving
advertising,” “the number of people in the broadcast room,” “the magnitude of fans of the promotion
influencer,” and so on. This part of research is conducted by using the matrix slider. The value from
0 to 5 indicates the gradually deepening influence. The collected data indicate that “the times of
recommendation by people around” and “the proportion of good product evaluation” are generally
more critical. The authors speculate that nutritional supplements affect the human body, and the
recommendation of people around them is often trusted. However, the score of “the proportion of
good product evaluation” is no less than the score of it, proving that the product reputation also has
an important impact on the purchase decision. What’s more, different groups have some differences
in the evaluation. For example, in the group “not accepted, not bought,” people think that “the times
of recommendation by people around” and “the proportion of good product evaluation” are still more
critical than other factors, but the impacts are less than the impacts of them in other groups. Overall,
the influence of social media advertising may be as important as other influence factors, which reflects
the great influence of social media on consumption behavior in today’s society.

W the proportion of good product

accepted, not purchased -
evaluation

M the times of recommendation by
people around

not accepted, not purchased B the personal favor of the blogger

M the magnitude of fans of the

promotion blogger
not accepted, purchased the interaction between the broadcast

anchor and the comment area

the number of people in the broadcast
room

accepted, purchased the times of receiving advertising

o

| 2 3 -

Figure 5: The influence of factor on the purchase behavior.
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Table 3 and Figure 6 show that among the people who had purchased nutritional products,” 59
will repurchase, and 19 will not. Among the 59 people, 71.19% will repurchase the products because
of the good product effects while 84.21% of the 19 people who are not willing to repurchase are
affected by the unfulfilling effects. The data also has the following characteristics. Among the 78
people who have purchased nutritional health products, 29 people think the products are of little effect,
including 13 people find the products no obvious effect but hope to continue to try and 16 people find
the product effects not as good as the publicity and will stop buying. Among those respondents, the
number of people deciding to repurchase is roughly equal to those who do not. Thus, the effects of
nutritional health products may vary from person to person, so when the product effects are not good
enough, people do not necessarily stop buying the products immediately.

Table 3: Reasons for whether to repurchase.

Reasons for repurchase again

Reason count
Good product effect 42
No obvious effect but hope to continue to try 13
Other reasons 4

Reasons for not repurchase again

Reason Count
The effect is not as good as the publicity 16
Other reasons 3

the product is not 1
good enough 6\

others 7

42 have a
good effect

will buy again

No obvious effect 13
but want to continue to try it

Figure 6: Whether consumers will buy it again and why.

Table 4 shows that among the “will buy again” group, 91.53% of the respondents will praise the
product or recommend others to buy it on their initiative. Among the “will not buy again” group,
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62.50% will neither actively evaluate the product online nor actively ask others not to buy it.
Therefore, the author finds an interesting phenomenon that people who think the product is good are
more likely to become promoters who improve the reputation of the product. On the other hand, those
who think the product is not that good are not likely to try to make the reputation of the product
decline.

Table 4. Whether to give some feedbacks.

Whether people who will purchase it again
will praise products online actively or ask others to buy it

Will praise it Not praise it Not praise it Will praise it
online, online, online, online,
will ask others to . will ask othersto . not ask others to not ask others to
buy it buy it buy it buy it
Quantity 27 22 5 5
Percentage 45.76% 37.29% 8.47% 8.47%

Whether people who will not purchase it again
will give negative remark of products online actively or ask others not to buy it

Will give Not give negative | Not give negative = Will give negative
negative remark, remark, remark, remark,
will ask others  will ask others not not ask others not | not ask others not
not to buy it to buy it to buy it to buy it
Quantity 2 0 10 4
Percentage 12.50% 0.00% 62.50% 25.00%

3.2. Influencer’s Data from Social Platform

This study randomly collects 28 sets of data from TikTok’s live streaming channels. The data are
mainly about influencers promoting probiotics products in their live streaming channels and the
quality of the promoted probiotics products. For influencers, they are first classified into video
influencers and non-video influencers according to whether they have video works and whether they
mainly attract fans by posting videos. Then, according to whether they master professional knowledge
related to the product, they are classified into professional influencers and non-professional
influencers. Therefore, influencer accounts used for making profits on today’s social media can be
divided into four categories: professional video influencers, non-professional video influencers,
professional non-video influencers, and non-professional non-video influencers. Table 5 shows that
non-professional video influencers account for the largest proportion of the 28 influencers, followed
by professional video influencers.
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Table 5: Categories of influencers.

Number Proportion
Non-professional non-video influencers 4 14.3
Professional non-video influencers 4 14.3
Non-professional video influencers 12 42.9
Professional video influencers 8 28.6
Total 28 100.0

For all types of influencers, this study collects the number of followers and sales of products of
the accounts of influencers. Table 6 shows that the mean number of fans of professional video
influencers is lower. However, Table 7 shows that video influencers’ average sales of products is
higher than that of non-video influencers. In comparison, the sales of products promoted by
professional video influencers are much higher than that of non-professional influencers. The author
infers that video influencers can generate more connections with consumers through their videos, so
they produce higher sales. Among them, the identity of professional influencers may enable them to
seem more reliable, so they have more advantages when selling health-related products. Table 8
shows positive correlation between sales of products and the number of fans when the number of fans
is no more than 5 million. But the relationship between these two figures will Obecome more complex
when the number of fans exceeds 5 million. To conclude, professional video influencers with a certain

number of fans can help to attain the most sales, so they have higher commercial value.

Table 6: The average number of fans.

. Professional Non-professional Non-
Professional . ; i
L non-video non-video professional
video influencers . . . .
influencers influencers video influencers
PSR 206.4375 435850 60.8500 1543.8083
number

Table 7: Categories of influencers and the average sales.

Categories of influencers

the average sales of products

Non-professional non-video

; 5020
influencers
Professional non-video influencers 332
Non-professional video influencers 7838
Professional video influencers 13166
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Table 8: The number of fans and the average sales.

The number of fans The average sales of
products
Under 10k 653
10k-100k 4882
100k-1m 7908
1m-5m 12353
5m-10m 9307
10m-50m 821
Over 50m 4986

Considering that professional video influencers are more closely connected to consumers and
products, an in-depth study of their characteristics may be more valuable. Therefore, this study
specifically collected the total number of videos posted by this type of influencer from January 1%,
2023 to April 12th, 2023, as well as the number of videos containing popular science and advertising
content. Table 9 shows that sales of products has no positive correlation with the number of
advertisements but has a positive correlation with the number of popular science videos. Hence,
influencers with fewer advertisements sell less products because of their capacity to promote goods
in general. Fewer businesses are looking for them to promote. However, too many advertisements
may make the video less appealing to consumers and thus reduce the influencers’ ability to promote.

On the other hand, unlike the influence of the number of advertisements, popular science videos
will further stimulate consumers’ purchase demand. It can be inferred that maybe popular science
videos can transmit more knowledge about probiotics products to consumers so that consumers can
realize the importance of probiotics products to the human body and could learn the way to select
high-quality probiotics products and will be more willing to purchase them. Therefore, the advertising
frequency is supposed to be moderate. And the more popular science videos, the more sales might be
attained.

Table 9: Relationship between average sales and number of popular science videos and
advertisements.

average sales

number of popular science videos number of advertisements

1-5 5-10 1-5 5-10 >10
1694 4061 1748 11000 1694
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For the quality of probiotics, this paper quantified the product quality according to the strain type
of the product, the number of strains of the product, whether the activity of the strain has been marked,
and whether it has been certified by an authoritative testing agency. Table 10 shows that the quality
and sales of products sold by professional video influencers are all the highest. This shows that
professional influencers can achieve the goal of bringing good products to more consumers.

Table 10: The quality and sales of products.

. . average sales of .
Categories of influencers oroducts average quality of products
Non-professional non-video influencers 5020 3.1
Professional non-video influencers 332 35
Non-professional video influencers 7838 3.5
Professional video influencers 13166 4.0

4, Discussion

In marketing activities on social media platforms, influencers and consumers are two key elements
that have essential impacts on the effectiveness of marketing activities. This study uses a
guestionnaire survey to study the consumer’s response to social media marketing behaviour, uses the
information about the live streaming channels on TikTok to analyse the impact of influencers, and
explores how these two elements affect the marketing activities of enterprises on the social media.
This study carries out the research from both qualitative and quantitative perspectives.

In the future, this study hopes to collect relevant data through more professional channels, build a
portrait of consumers and influencers based on big data and combine the two to provide more accurate
suggestions for corporate social media marketing activities.

In addition, in the data collection process, this study finds some marketing chaos in the live
streaming channels on social media platforms, such as using the same link between different live
streaming channels, but modifying the link name to make it look like an exclusive link to accumulate
sales. This reduces the amount of data available for research and the accuracy of data. This study
hopes to use standardized public data of live-streaming goods to ensure analysis accuracy in an
environment where social media marketing is strictly regulated.

5. Conclusions

In conclusion, the characteristics of both consumers and influencers will impact advertising
effectiveness and product sales. For customers, external recommendations, such as social media
advertising, facilitate purchase decisions. Second, product reputation is the most popular influencing
factor for consumers. Third, product quality significantly impacts whether to re-consume, and the
product characteristics of nutritional health products can neutralize the negative impacts of product
quality on purchasing decisions. Finally, it can be seen from how consumers influence product
reputation that it is easier to improve reputation than to reduce it. Under these premises, combined
with the characteristics of social media that it can spread product praise quickly and widely, product
reputation can be further improved with social media assistance. Therefore, for enterprises, while
improving product quality, social media advertising should be used to expand product awareness and
improve product reputation to gain higher sales. For example, advertising funds could be mainly
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allocated to influencers on social media to expand awareness and, simultaneously, to comment
sections on social media to maintain and improve product reputation.

For influencers, first, video influencers generate higher sales than non-video influencers, among
which professional video influencers have relatively few fans and produce the most sales. Second,
the advertising frequency should be moderate. And the number of popular science videos has a
positive correlation with the sales of products. Third, professional influencers can realize the purpose
of bringing good products to more consumers. Therefore, enterprises choosing professional
influencers to promote their products can not only save some publicity costs due to the relatively
small number of fans of this kind of influencer, but also attain better publicity effects because of the
professional identity and relevant knowledge of these influencers. What’s more, choosing influencers
with more popular science videos and moderate advertising frequency can help to save publicity costs
and lead to better results. Finally, considering the characteristics that consumers value brand
reputation, enterprises should strive to improve product quality because even though the production
cost is high, under the publicity of professional influencers, enterprises can maintain a good reputation
and achieve higher sales simultaneously.
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