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Background 
 	The purpose of this study was to find out how Key Opinion Leaders (KOLs) from social media influenced consumer impulse buying behavior. 
 	In this paper, we propose to use the Latent State-Trait theory to understand the interactions between the environments in social media and the purchaser’s personality traits can influence impulsive buying behavior. 
 	This study will test the influence element of Key Opinion Leaders on the impulse buying behavior and spending. It refers to the mediation of variable (excitement & trustworthiness) to build a model that connects KOLs’ post ( Content, design & interactions) to approach behavior variables ( impulse-buying behavior and expenditure).
	Apparently, there are significant changes in consumer behavior after it comes to the digital era. With social media popularity rising, it plays a key role in the purchase decision. In the past few years, Social Media Influencers or “Key Opinion Leaders (KOL)” as a new form of advertising has become increasingly common to use. As consumers can do their research through the internet easily, with the emerge of Key Opinion Leaders, the information flow comes to a new dimension and form, as followers could be the influence flow and see themselves in the interaction between the Key Opinion Leaders. This connection between influencers and followers trigger an emotional extent onto purchase decision.
 	Impulsive buying is an important customer purchased behavior, which has been well studied over decades. It is generally defined an unplanned or spontaneous purchase.  Consumers were stimuli, triggers them urge to buy, it could be influenced by internal and external factors, it happen at a point that decision was made irrationally. Nevertheless, the potential influence of Key Opinion Leaders on consumers’ impulse buying behavior is not examined; hence, this study could possibility filled up the gap in social commerce literature.
Methods
	Data will be collected by questionnaire, take the factor to analyze to understand the reliability of the constructs.
Results
 	The results are expected to provide some insight for the company to identify the essential elements to identify the right influencer for the marketing campaign, which could boost impulsive buying.  And KOLs also could take the consideration from the findings that could help them enhance the post content, marketing strategies that could attract the company sponsorship.
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Introduction
 	Today, the commerce environment has been rapidly going to Social & Online. According to recent statistics from Internet World States 2020, the Internet penetration has been growing 1,187% around the world over the last decade. 
           Hong Kong’s Internet penetration already reached 89.3%, and there are 5.8 million Social media users based on the latest research in Jan 2020. In average, Hong Kong user will spend 6 hours 16 mins on internet, 1 hr and 57 mins in social media, comparing to Television 2 hour 33 mins, the technology is keeping up this shift of usage while it is getting close to traditional media ( KEMP, 2020). Today, consumers are still adapting to a new norm as the COVID-19 is spreading among populations, characterized by social distancing physically and self-quarantining measures. There is a possibility of the pandemic-driven shift to online retail; it means e-commerce shopping activities increase, leading to a permanent shift to online retail (Cohen, Ray and Zhu, 2020). Therefore, the influence power of social media is increasing is foreseeable.
           The usage of celebrities for primary marketing communication purposes is not a new phenomenon because they have been endorsing all of the products since the late 19th century, but social networks have disrupted it. The digital era has brought brands new forces, which are more productive, targeted marketing tools as Key Opinion Leaders (KOLs). Together grow along with the massive growth of social media usage has changed how information reaches people that fundamentally affect consumer behavior and buying. Referring to current data,  71% of customers are more likely to buy based on a reference in social media. Over half of shoppers say that online videos helped them decide which brands and products to buy (Weinstein, 2019). 86% of the most-viewed beauty videos on YouTube are created by individuals, compared with 14% of beauty brands themselves. (Sanjay Nazerali, 2018)
 	Although many studies have been made on social media, but academic studies yet been made to investigate how the KOLs influence impulse buying behavior. 
 	Impulse buying takes a great portion of retail turnover. A previous study shows that 30-40% of retail purchases are impulse buying (Sirhindi, 2010). Therefore a deeper understanding of KOLs influence factors that impacting impulse buying is necessary.
 	This paper aims to fill this gap by understanding the key elements from KOLs’ post that influence impulse buying. The paper’s findings should be insightful for the future research of similar subject matter.







The Literature Review 

The Impulse Buying Behavior 
	Impulse buying behavior has been studied started 60 years ago.  Rook (1987) mentioned that the customers have a feeling that products "Calling" them & demand to buy so. Indeed, it is the person who has experienced the urge to buy but not the product in later research  (Rook, 1987). As it is an impactful behavior in the consumer market, it is always worth to study under different circumstances. 
 	 There have been long discussions about the factors of causing impulse buying for several years. It suggested that economic, time, place & culture could be influential factors.  It could be identified in two key areas, external & internal factors (Abbasi and Jafari, 2011). Internal factors emphasized consumer personality and his/her knowledge of the consumers that drive the impulse buying behavior (Rook and Hoch, 1985)
. External factors are the environmental factors that suppliers stimulate the consumers, three main areas influence the impulsive buying behavior: incentives, the impulsiveness of consumer and situational factors of different occasions, and the tendency of shopping enjoyment. ( Mathai and Haridas, 2014). 
 	According to Sadighi's (2010) research, 30-40% purchased comes from impulse buying. Therefore, it is a vital business subject. According to previous literature studies, product knowledge, and consumer characteristics (emotions) improve impulse buying behavior most ( Harmancioglu et al., 2014) & these factors also influencing the market trend. The study mentioned Excitement is a crucial element that drives the buying intentions, which may be even the primary driver of consumer behavior.
 	In previously research also demonstrated the atmospheric cue ( content and design) that could influence impulsive behavior (Floh and Madlberger, 2013)
It influences the perceived value of the product. It delivers valuable evidence that this environmental factor is highly relevant to impulse buying.
 	Against this background, a new model has been introduced based on the Latent State-Trait  ( LST ) Theory that proposed by Steyer et al. ( 1999) and combines the findings from previous literature, it is going to examine the context of KOLs' post ( Content, Design & Intraction) in social media, how it influences the personality trait ( Trustworthiness & Excitement ) and lead to the impulse purchases. This structure consists of 3 main areas the environmental states, emotional states, and response, based on (Floh and Madlberger, 2013)
The specific variables regarding the atmospheric cue and mood-relevant cues as stimuli that based on previous e-commerce researches, which are independent variables. Urge to buy, and the expenditure will be the response variables, which are also dependent. 
 	The second part of the research focused on the actual amount spend impulsively that could reflect the importance of purchasing in impulse behavior.

The Key Opinion Leaders
 	The concept of Key Opinion Leader was borrowed from Paul Lazarsfeld's research of political views and voting behavior in 1944, while he introduced the term "opinion leader." Today, this term's use has been expended to other areas of daily life, including fashion, movies, and marketing (Katz and Lazarsfeld, 1955). Usually, they have some specific focus area, e.g.
fashion, cosmetics... They pass on information by their interpreting and shaping the meaning
They post their content online, which a large number of followers or fans that interact with.
They are a combination of three key factors: reach, contextual credibility, and salesmanship (Dada, 2017). 
 	The opinion leaders are those who have the strength of influencing and moving the opinions of other people regarding particular areas. The opinion leaders can also be recognized, as they are the people who have few qualities, which are incredibly appealing and charismatic regarding their face the talent and body language. The charisma from a particular person has been recognized as being the source of energy and power. They are capable of impacting a particular group of people and are readily accepted by people because of the positive image they hold, having embodied the image of the role model (Sismondo and Chloubova 2015). 
The opinion leaders further become the source of data because of their followers. It is believed that they have extensive knowledge regarding a specific topic for people having connections with others. Few attributes add to the source of likeability effectiveness and credibility. A person with high social status maintains the value and norms of the group as the minimum requirement in maintaining the status. 
 	The unique capability of the KOLs that significantly different from celebrities that they could select different types of audiences and build long-term relationships. For them the most appropriate KOLs are correctly defined as great importance within a social network, and sometimes could rule on success or failure. According to research by Search Engine Land recently, 88% percent of consumers trust online reviews from influencers (KOL) They recognize the demands and needs of consumers, as they are also consumers themselves. Consumers value what other consumers think (ONG, 2018).
 	In this way, the opinion leadership is connected with the perception of an individual (Info Cubic Japan Blog. 2019). The individual's perceptions determine the degree of relevancy of the information provided by the person who is found to be engaging and persuasive.
Those people who are found to be the opinion leaders definitely leave an impact on them (Bergström and Belfrage 2018).
 	On the other hand, opinion seekers are people searching for advice or information from other people who are considered opinion leaders. It is stated that the opinion leaders have to familiarize the community with the ideas following the nature of the environment (Dubois et al., 2020). It can explain why the opinion from the opinion leaders is quite influential in decision-making.
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Theoretical Background  
Latent State-Trait (LST ) Theory 
Proposed research model will be based on a psychological theory, Laten State-Trait ( LST ) Theory by Steyer et. Al. ( 1999) . The interactions between environmental cues (State) and individual factors ( Trait) can influence human behavior. It is a consumer purchase behavior framework in digital platforms. E-content, design, and the interactions of KOLs' post belong to "State," and consumers' trust and excitement impacted by KOLs' post are the individual's traits.

Urge to Buy Impulsively 
Urge to buy impulsively (UBI) is a surrogate metric for quantifying impulses' buying behavior (Parboteeah et al., 2009; Wells et al. 2011) since it is not possible to calculate the actual purchasing behavior of impulses. Therefore, this study also planned to use UBI instead of measuring actual behavior.
[bookmark: _Toc208123888][bookmark: _Toc456792826][bookmark: _Toc456792871]Research Question
 	Nowadays, customers have been consistently exposed to KOLs via social media platforms. For consumers, this might lead to enormous buying behavior implications. Impulse buying was well studied in consumer behavior, very few in the context of social media content ( Chen et al. 2016), and almost yet explore the influence of KOLs. Companies have increased the marketing expense onto KOLs; however, it is a lack of study regarding the effectiveness of using KOLs. Fill the gaps in social commerce literature, KOL, which is the new form of advertising, and it will be insightful for the industry to understand how KOLs influence the sales via this impulse buying behavior.
 	- This study will find out how the post/video made by KOLs affects the impulse buying of their followers?
 	- Compare the demographic of KOLs ( Gender, Age, Product types... ) from different social media platforms ( Facebook & Instagram) that may bring different impact to consumers.
 	- To identify whether demographic factors like Income, Education, and Gender that impulse buyers influenced by KOLs.
 	- Compare KOL’s influencing magnitude via different social media platform (Facebook & Instagram) reference to the expenditures that created from impulse buying.




Hypothesis 
 	This project aims to demonstrate the influence of KOL marketing. Therefore, it has to be tested base on a product category with least impulse buying impact in nature as control variable.
H0: The product nature has no impact on the consumer’s urge to buy impulsively.

1. Information features
Content 
Post content shows what Key Opinion Leaders' interest and his/her professional knowledge. It sharps the product and assigns a value onto the commodity. There is a study confirmed that if the consumer thinks the product is essential to him, that will drive him further to do further searching (Goldsmith et al., 2003) The Internet content quality increases customer loyalty (Kuo et al., 2005), Intent to purchase (Bharati and Chaudhury 2006).  The stimulus of content from social media is considered to influence consumers' emotional states. 
H1: The post content influence customer’s excitement
H2: The post conten influence customer’s trustworthiness onto Key Opinion Leader.

Design
A post design gave a visual impact on the audience that could provide positive or negative emotional and psychological effects.
According to Lurie and Mason's ( 2007) study, visual impact influences customer perception and decision making. Hence, the image of the post from Key Opinion Leaders could impacting the impulse buying decision.
H3: The post design influence customer’s excitement
H4: The post design influence customer’s trustworthiness onto Key Opinion Leader.

Interaction
A critical difference between Key Opinion leaders and celebrities is that KOLs will interact with their followers via social media by answering or discussing the subjects raised by the followers. This kind of activity helps them spread the production information in their perception and build the rapport between followers. It is more likely to diffusion the product information by interaction rather than traditional publishing means.
H5: The interaction between KOLs & followers has a significant influence on customers’ and excitement
H6: The interaction between KOLs & followers has a significant influence on customers’ and Trustworthiness
Excitement 
Impulse buying behavior due to a decrease in the processing of information and cognitive reactions and change the focus onto the ability of a commodity that leads the consumer's excitement (Verplanken and Sato 2011)
H7: The more excitement after reading the post, the more products purchase impulsively

Trustworthiness
Trust is the most potent influence factor on how people rely on others.
Awad and Ragowskys’ (2008) study shows that Trust is a crucial factor between word-of-mouth and purchase intention. As Key Opinion will share their own opinion of the recommended products, it will influence consumer's Trust onto their integrity. Therefore, this study defines the trustworthiness of Key Opinion leaders from their integrity, knowledge, and skill that will affect consumer impulse buying. Based on this analysis, assumptions follow:
H8: The more trustworthiness of that post, the more products purchase impulsively

Expenditure
Mittal et al. (1999) argued that there is a lack of validity and predictability when using traits as a proxy for actual behavior. A financial outcome allows the researcher to deduce implications for the practitioner. Therefore, the last hypothesis includes the expense of the expenditure from the impulsive buying.
H9: The more consumers purchase impulsively, the greater their expenditure will be.
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Research design and Methods
 	The Research Design is the strategy that a person chooses to integrate the various components of the study in the logical manner, ensuring that the research problem is adequately addressed, constituting the blueprint for the measurement, collection, and analysis of the data. The necessary actions of Research Design follow a cycle where there is an understanding of the problem developed along with that the plans are made for a few forms of interventional strategy. The intervention is well carried out, and the observations are collected differently. This study will be based on both the primary and secondary data collection, which will strengthen the study's validity and gather massive data within a short time.
[bookmark: _Toc208123895][bookmark: _Toc456792833][bookmark: _Toc456792878]Population and Sample Selection
 	The sample design is a roadmap for Framework, which serves as a foundation for selecting a particular service sample and affects many other significant aspects of the survey. 
 	The non-probability sampling will be used in this study, which is a sampling technique in which the odds of any member are selected for the sample cannot be calculated. Additionally, the probability sampling consists of the Random selection, and the non-probability sampling does not collect randomly. It further depends on the researcher’s subjective judgment. The examples of non-probability sampling are the accidental sampling, the convenience sampling, the snowball sampling and many more. This study will follow the convenience sampling where the samples will be selected from the population since they are available conveniently for the researcher (Dubois et al. 2020). The target group will be young people who use the internet highly in Hongkong and focus in Facebook and Instagram users which are most popular social media in Hong Kong. It will also reveal how much those social media platforms keep the customers in gauged and determine their impulsive buying decision. Key opinion leaders have influenced a huge percentage of Hongkong social media users regarding beauty, fashion, health, lifestyle, and entertainment. Therefore, influencer marketing's strategy has presented an excellent scope as a marketing strategy in this particular region. Hence the target population from Hong Kong has been selected for this study, and the primary data will be collected from them. 

 	Three hundred eighty-four individuals ( N=384) will be asked for participants in this study who have purchased from last six month, given that there is 5.8million Social Media user in Hong Kong currently, it could provide 95% confidence level with interval 5.
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 	The data will be collected both the primary and secondary data. The primary data will be collected through a questionnaire method, which will make it easier to gather massive data within a short time and lower investment. The questionnaire is found to be the primary instrument for the data collection in the survey research. It is the set of standard dice questions that are called items used for collecting individual data regarding specific topics (Kimmel 2010). It is expected to set 20 questions regarding their last six months of buying experience, and the only customer who had purchased at once one cosmetic item will be included in this study. The questions would be about the time spent actively on the internet and how many times search and look for the opinion leader videos while buying a particular product and how much it mediates in buying the product or what are the levels of trustworthiness and validity of those reviews, does it increase the excitement via the post or video from the Key opinion leaders. The questions will revolve around the consumer impulse buying behavior, which is influenced by the key opinion leader. The respondents will be 384 in number, including males and females under the age group of 15 to 35 because the young generation is the target group for the study. The questionnaires will be used in the study because they are a relatively cheap, efficient, and quick method for obtaining vast amounts of information from the large sample size. The data can be collected approximately because the researcher would not require being present when the questionnaires are completed by the respondents (Liu et al., 2020). The collected data from the questionnaire can be both qualitative and quantitative, and the questionnaire may not be delivered as the survey, but a survey consists of a questionnaire always. In this study, the respondents will be interviewed first personally, and all of their information will be entered directly in the questionnaire. The distributed questionnaires will be used, which will be collected and validated. Factor analysis will also be done, which will help determine whether the questionnaires can measure the variables considered (Jain. 2016). The factor analysis is a method of condensing the data in many of the variables into few variables. This technique is useful in extracting the maximum variance from the variable, having put those into the standard score. The factor analysis is the part of the general linear model and the specific method further as humans assume many assumptions.
The study will also be based on the secondary data collection, which is the data collected by someone beforehand. The familiar sources of the secondary data include the information collected by the organization records the government departments the books, journals, articles, newspapers. The secondary data analysis consists of the researcher who uses the information gathered by someone else for research purposes. The secondary data will help elaborate on the related topics such as the opinion leaders, the impact of the opinion leaders, the online opinion leadership, the key opinion leaders, the social media platforms, the buying decisions, impulsive buying decisions of the consumers and many more without which the research will not be completed. The secondary data will form the Skeleton of the study with key concepts and themes.

[bookmark: _Toc208123901][bookmark: _Toc456792839][bookmark: _Toc456792884]Data Analysis Strategies 
 	The data analysis helps in the process of reducing fuel data in the smaller fragments, making sense. Three essential aspects occur at the time of data analysis, such as the data organization, the summarization, and the categorization, which contributes to becoming the known method for data reduction. It further supports finding the themes and patterns in the data for natural linking and identification. The researchers heavily depend on the data because they have to solve a research problem with that data. It begins with the question, and the data is the answer to those questions. There are different types of data, such as the qualitative, the quantitative, and the categorical. The data analysis techniques differ as per the nature of data collection methods, such as quantitative and qualitative. Quantitative data collection when the data will be ready for analysis to define research, and data analysis methods will be used for driving meaningful insights. It is for sure that the Statistical Techniques will be the most useful for analyzing the numerical data. The descriptive statistics as a method will be used for describing the features of the versatile type of data in the research. It will present the data in a meaningful manner (Jain 2016). The descriptive analysis also does not go out of making the conclusions.
   	Except the dependent variable impulse buying expenditure, other items in the survey will be used elaborated scales (Beatty and Ferrel 1998), it measures the agreement or disagreement onto the latent variables on a five-point Likert Scale, it includes the constructs of post content, design, and interaction, trustworthiness and excitement were take placing during impulse purchase occurs. E.g. Content - the post provided detailed information, Design - visually pleasing...

 	In order to understand the reliability and validity of the latent variables, a two-step approach was applied. Initially, exploratory factor analysis was conducted to evaluate the following measurement scales: content, design, interaction, trustworthiness, and excitement. Afterward, the confirmatory factor analysis was used to assess the measurement model's scale properties. 
 	The conclusions are founded on the hypothesis formulated by the researchers. The testing was performed to find out the relationship between impulse buying behavior ( dependent variable) and factors influencing the purchasing behaviour ( independent variable).The measures of the frequency, the central tendency, and the dispersion or variation will be conducted for analyzing the data minutely. The measures of frequency consist of the percent discount and the frequency for denoting a particular event, and it is used when the time of the response needs to be showcased. The measures of central tendency will be used in the form of Mean Median Mode, which is used for demonstrating the distribution of different points of this should be used for showcasing the averagely or commonly indicated responses (Glickman 2006). Again, the dispersion measures will be used in the range of the standard deviation of the variance for identifying the spread of the scores by stating the intervals. This method will be used for showcasing the data which is spread out. It will also be supportive of recognizing the depth of data, which directly affects the mean.  The Tabulation method will also be utilized for analyzing the connection between the different variables. 
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Expected Findings 
 	The influence power of Social media affects consumers' buying decisions increasing; according to a previous study, 88 percent of customers trust influencer (KOL) online reviews, and 72 percent of consumers say positive reviews make them trust a brand even more. ( ONG, 2018) . This research will examine the scale of the impact of impulse buying behavior that contribution about 30-40% in the retail market. There are few possible contributions to consumer research is expected
	First of all, it could extend the findings from the previous study by applying the framework Latent State-Trait (LST ) Theory give a boarder view of the impulsive buying behavior that influence by the post of Key Opinion Leaders, in the perspective of the value of State ( post content, design, and interactions). Consumers' emotions or trait that being influenced would be the impact on the impulse-buying. It could provide a better understanding of the consumers' behavior being impacted directly or indirectly.
	The study would be related to environmental psychology research, which provides insights into what stimuli drive impulse buying behavior and the role of emotions ( Rook 1987) by refines few distinct variables based on previous research of impulse buying.
	Last but not least, this study could clarify the controversial argument on the relevance of impulse purchases from Key Opinion Leader.  It was argued that Key Opinion Leader might not bring the difference from the traditional marketing means. Hoch and Loewenstein ( 1991) mentioned that the product of marketing stimuli inspires impulsive purchasers. As of today, social media is more than ready to provide various marketing stimuli, ranging from visual representations ( Adelaar et al. 2003) to price information ( Madhavaram and Laver ie, 2004) that could influence the decisions though product recommendations ( Hostler et al. 2011) 
Limitations  
 	There are a few potential limitations in the findings worth mentioning here. 
 	The number of productions purchased on impulse, used as a proxy for impulse-buying behaviors, is the variable online impulse-buying expenditure, which is self-reported measures. It can be criticized as bias data. People may not provide the right amount of expenditure that could not fully reflect the scale of impact from the Key Opinion Leaders' influence. To further support the impulsive behavior explanation, it is recommended that a refined design survey be tested out with the support of the sales-order figure.
 	This study evaluates the post content from Key Opinion Leaders, which incorporates lots of variables of context. It only focused on visual experience. Some variables that also considered as essential factors yet in this study ( e.g., budget, times, the loyalty of KOLs...), which was shown in previous studies. 
 	This study only covers Facebook and Instagram, while there are lots of other social media platforms, e.g., Wechat, Youtube, and Twitter. Maybe it has different types of followers that have different personality traits or behavior on an impulse purchase. It is believed the there could be some discrepancies in results. Also, different types of KOLs may influence their followers on different consumption of products. For example, Foodie KOLs' follower may want to get the same clothes as he or she. This research could be extended to different product categories and get the whole picture of how different types of KOLs influence impulsive buying. In particular, future research could do a comparison study between the influences power between traditional celebrities and KOLs, to gain a better understanding of the difference from the influencing factors from these 2 media. For this purpose, the study should address the socio-demographics of these two parties; it will be interesting to understand how's the perception from the points of consumers.
	 	This research only consists of Hong Kong local data. Encourage to further studies these influence factors across different countries to compare as the cultural factors may vary these findings.






Implications
 	This study is going to offer the following implications. The results should be able to show how is the construction of posts could positively affect impulse buying and its expenditure. It could suggest the improvement of content, design of the posts, and videos in social. Different types of customers may look for different characteristics of design ( Francis and Viadiu 2007),  KOLs benefit from the findings by ensuring that a particular business' goods and services attract and reach their target market. 
 	Furthermore, other vital elements that have been studied are the interaction between KOLs and the audiences, where consumers expect the KOLs are ready to have a dialogue. Consumers want convenience and choose to buy a product that has responds to the product content quickly, and influencers should engage with their followers and make genuine interactions. It is the reason that customers attracted and likely to pay whatever product they share.
 	This study should able to provide more insight into how is the form and context of response could be induced the trustworthiness and excitement to consumers. KOLs could manage customers ' buying decisions by making them buy based on emotional stimuli and a rational sense. It is more potent than only remaining with one strategy. Though these mediating factors further drive the sales of the impulse purchase.
  	The study also addressed the economic importance of impulse purchases described in expenditure and number of items. It could show the leverage effect from KOLs that help the brand understand the return on investment. 
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