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Abstract. In the era of self-media, the influence of Key Opinion Leaders (KOLs) on social platforms 
is growing and becoming a key driver of marketing. Compared to the traditional media era, KOL 
marketing demonstrates greater interactivity and precision. This article takes the Xiaohongshu 
platform as an example. Firstly, the differences in the current situation and characteristics of KOL 
marketing between the traditional media era and the current era are introduced, followed by an 
exploration of how AI technology can empower the influence of platform KOLs. It also analyses the 
important role of different levels of KOLs in AI technology-enabled management strategies. Artificial 
Intelligence (AI) technology, utilizing refined content creation optimisation, personalised audience 
targeting, enhanced effective interaction mechanisms, real-time data monitoring and analysis, and 
improved operational management efficiency. It builds a more efficient and precise marketing 
ecosystem for KOL groups. By analysing, this article believes that AI technology has a significant 
impact on enhancing the influence and commercial value of KOLs. 
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1. Introduction 

In today's digital age, social media has become an indispensable part of people's daily lives. With 

the development of social media, the role of Key Opinion Leaders (KOL) in brand marketing is 

becoming more and more important. KOLs refer to individuals or organizations with extensive 

influence and high credibility in a specific field. KOLs help brands spread information, increase brand 

awareness and drive sales efficiency through their personal influence and extensive fan base. 

Compared with traditional advertising, KOL marketing has higher credibility and interactivity and is 

therefore favored by more and more brands. KOLs can encourage consumers to make purchases 

through live streaming, especially in the clothing industry, where customers are more likely to buy 

products from brands promoted through social media [1]. KOLs use their traffic to expand market 

products and provide promoted products to more audiences. At the same time, they realize the value 

of their traffic and obtain more public domain traffic, such as conversion rate and post engagement, 

thus earning huge profits for brands [2]. 

However, with the increase in the number of KOLs on various platforms and the intensification of 

market competition, how to select suitable KOLs and manage them effectively has become a major 

challenge for brands. Traditional KOL selection and management methods mainly rely on experience 

and intuition, which is not only inefficient but also difficult to guarantee results. With the rapid 

development of technology, more and more brands are trying to use AI to optimize the selection and 

management process of KOLs to improve marketing effectiveness and return on investment. Using 

algorithms and big data models to rank KOLs can help companies improve the accuracy of KOL 

selection and develop more effective marketing strategies to drive product sales, thereby achieving 

sustainable benefits [3].  

This article aims to explore the changes in the platform's selection and management of KOLs under 

the conditions of AI technology empowerment. Taking Xiaohongshu as an example, this paper 

analyzes the selection and management strategies of KOLs with different influences under the 
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empowerment of traditional technology and AI technology. Specifically, the objectives of this study 

include the following aspects. 

First, this article will analyze the current status and characteristics of KOL marketing in the media 

era, understand the performance of KOLs on social media platforms and their impact on brand 

marketing, and sort out the development trends and status of KOL marketing. Second, this article will 

compare the differences between traditional platforms and AI-enabled platforms in KOL selection 

and management, analyze the differences between traditional methods and AI-enabled methods in 

KOL selection, operation, and effect evaluation, and explore their respective advantages and 

disadvantages. Through comparison, this article will put forward more scientific suggestions for the 

selection and management of KOLs, to provide reference for research and practice in related fields. 

In summary, this article not only hopes to reveal how AI technology can empower KOL marketing 

through theoretical analysis but also hopes to provide a scientific basis for brands to select and manage 

KOLs by proposing practical management strategies. It is believed that with the continuous 

development of AI technology, its application in KOL marketing will become more extensive and in-

depth, thereby further promoting the innovation and development of brand marketing. 

2. The Current Situation and Characteristics of Kol Marketing in the Media 

Era 

2.1. KOL Marketing 

For KOL marketing, KOL will focus on a specific area. For instance, KOL for the beauty industry 

will focus on the review and promotion of cosmetics and skincare products, and KOL for the 

technology industry will review electronic products. This can more accurately match the target 

audience and accordingly improve the quality of the content to enhance user trust. In addition to the 

classification of genres, KOLs will focus on the diversity of the content that they produce. KOLs will 

publish articles, photo content, long-video and short-video, etc. Their topics will also include product 

reviews, product recommendations, and interactive content. KOLs will publish articles, photo content, 

long and short videos, etc. Their topics will also include product reviews, product recommendations, 

interactive content, etc. In the study of KOL marketing strategy enhancement in the new media era, 

it is pointed out that such diversified media marketing of KOL is conducive to the enrichment of 

marketing channels [4]. KOL also has a great breadth of influence. In recent years, KOL cross-

platform layout has become a major trend, as KOLs operate their accounts on multiple platforms at 

the same time, which leads to an increase in the breadth of KOL's influence. At the same time, the 

different activities that KOLs participate in when cooperating with brands will also increase the 

breadth of KOLs' influence. Currently, KOLs realize cash in various ways. First of all, advertising 

revenue is one of the main ways for KOLs to realize cash, KOLs cooperate with brands and insert 

brand advertisements into the content they publish and get revenue. Secondly, live streaming is also 

one of the ways for KOLs to realize cash. For KOLs with high visibility, KOLs will charge merchants 

a certain amount of appearance fees and also receive a certain percentage of commission based on 

the sales of goods. Thirdly, KOLs are also invited by brands to participate in offline activities and 

thus earn income.  

2.2. Characteristics of KOLs 

KOLs play a pivotal role at the marketing level, and a superior KOL needs to possess many 

characteristics. Cao in his study on the factors influencing KOLs on consumers' purchase intention, 

pointed out that KOLs need to possess four characteristics: professionalism, popularity, interactivity, 

and charisma [5]. Professionalism means that KOLs need to have a deep understanding of the 

products they promote. Jiaxin Feng also pointed out in his article that KOL's professionalism has a 

direct impact on consumers' shopping experience as well as their willingness to consume [6]. 

Visibility refers to how well an individual is known among users on the platform. Interactivity refers 
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to KOL's real-time interaction with users during live streaming, replying to other users' comments, 

organizing activities, etc. Zhao pointed out that KOL's interactivity is positively related to the 

purchaser's willingness to consume. KOL's charisma represents KOL's sense of humor, affinity, etc. 

when promoting the content [7]. 

2.3. Challenges with KOLs 

There are also some challenges in KOL marketing, such as KOL's morality and integrity. First of 

all, KOL's inappropriate comments can hurt the product's brand. Secondly, some KOLs violate 

integrity by purchasing fans, plays, likes, and comments through channels, making it difficult for 

brands and consumers to distinguish better and more appropriate KOLs. 

3. Selection of KOLs - Comparative Analysis of Traditional Technology and AI 

Technology 

3.1. Traditional Methods 

3.1.1. KOL Selection 

On traditional platforms, the selection of KOLs mainly depends on the brand’s experience and 

manual analysis. Brands usually select KOLs with different influences in the following ways. 

First, brands will make choices based on the number of fans. Brands usually choose KOLs with 

many fans, hoping to increase brand exposure through their wide influence. However, the number of 

fans cannot fully reflect the real influence of KOLs, because there may be fake fans or zombie fans 

among them. 

Second, brands make choices based on content quality. Brands will observe the KOL's historical 

content and evaluate whether the quality and style of their content are consistent with the brand image. 

High-quality content can attract more attention and interaction, thereby improving the brand 

communication effect. 

Third, brands choose KOLs based on their compatibility with themselves. Brands will choose 

KOLs that are highly relevant to their products or services to ensure that KOL's fan base is consistent 

with the brand's target audience. For example, cosmetics brands usually choose beauty KOLs, while 

sports brands tend to choose fitness KOLs. 

Fourth, brands make choices based on industry reputation. Brands also refer to the KOL’s 

reputation and cooperation record in the industry. KOLs with a good cooperation record and 

credibility are usually more favored by brands. 

Although these methods are simple and direct, they are inefficient and have a high degree of 

subjectivity and uncertainty. Brands often need to spend a lot of time and energy to screen and 

evaluate KOLs, and it is difficult to predict the results of marketing. 

3.1.2. KOL Operation 

On traditional platforms, KOL operations mainly rely on manual management and direct 

communication. Brands usually adopt the following operation strategies. 

First, brands need to establish long-term cooperative relationships with KOLs and keep in touch 

through emails, phone calls, offline events, etc. Although this method helps to enhance the 

relationship between brands and KOLs, it requires a lot of time and human resources.Secondly, 

brands will provide KOLs with necessary support and resources, such as free products, exclusive 

discounts, exclusive content, etc., to motivate KOLs to promote the brand.Brands also communicate 

with KOLs regularly, provide marketing advice and feedback, and help KOLs improve content 

quality and influence. Finally, brands need to manually monitor KOLs’ published content and 

interactions to ensure that they are consistent with the brand image and adjust operational strategies 

promptly. This process is cumbersome and time-consuming, and brands often find it difficult to 

discover and solve problems on time. 
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3.2. AI Technology Empowerment Methods 

3.2.1. KOL Selection 

The introduction of AI technology has greatly improved the efficiency and accuracy of KOL 

selection, allowing brands to select KOLs more efficiently in many aspects. First, AI can quickly 

process and analyze large amounts of social media data to evaluate KOLs' influence, fan profiles, 

content quality, etc. Second, AI can use data for precise matching. AI can automatically recommend 

the most suitable KOLs based on the brand's specific needs and market positioning. Through machine 

learning (ML) algorithms, AI can identify and predict the fit between KOLs and brands, improving 

the accuracy and effectiveness of selection. AI can recommend KOLs that can truly influence the 

target audience by analyzing the interests, hobbies and behavioral habits of KOL fans. Moreover, AI 

can monitor KOLs' performance and market changes in real-time and adjust the recommendation 

results promptly to ensure that brands always choose the most suitable KOLs. This dynamic 

adjustment capability can help brands respond to market changes and competitive environments more 

flexibly. 

3.2.2. KOL Operation 

The application of AI technology in KOL operations is mainly reflected in the following aspects. 

First, AI can help brands manage cooperation with KOLs more efficiently through automated tools 

and intelligent platforms. AI can automatically track and analyze KOLs' published content, monitor 

their interactions in real-time, and provide personalized operational suggestions. In this way, brands 

do not need to spend a lot of time and human resources on manual management. Secondly, AI can 

provide scientific operational decision support through data analysis. AI can analyze KOLs' historical 

performance, predict their future influence and interactions, and help brands formulate more accurate 

operational strategies. AI can also evaluate the popularity and user feedback of KOL content and 

optimize brand communication effects through sentiment analysis and emotion recognition. Finally, 

AI can evaluate the effectiveness of KOL marketing in real-time, identify potential problems and 

opportunities, and adjust operational strategies promptly. AI can evaluate the communication effect 

and conversion rate of KOL content by analyzing user comments and interaction data, helping brands 

better understand the needs and preferences of target audiences and improve return on investment. 

In March 2021, Bobbi Brown and Xiaohongshu Inspiration Marketing jointly conducted a 

significant experiment in developing explosive products. Using AI technology, the brand found a 

differentiated market by analyzing the search trends of foundation products. At the same time, it 

found inspiration from many UGC content analyses, redefined the nickname "Orange Cream Before 

Makeup", and then used the brand to test the waters, allowing Xiaohongshu's beauty experts to 

become seed users. After the initial preparation, the brand found professional makeup artists and 

beauty bloggers, established a professional image of bloggers and makeup artists holding a bottle, 

and tried to sell it in a well-known anchor's live broadcast room. The market feedback was obvious, 

and all 5,500 products were sold out. Bobbi Brown randomly adjusted its marketing strategy and 

began to place many advertisements and topics on Xiaohongshu. It achieved a 40-fold increase in 

brand searches, a 40-fold increase in brand notes, a 1,000% surge in e-commerce platform searches, 

and a 900% surge in e-commerce platform sales. 

3.3. Discussion 

Through comparative analysis of traditional methods and AI-enabled methods, this article believes 

that AI technology has significant advantages in improving the efficiency of KOL selection and 

management and improving marketing effectiveness. Traditional methods rely on experience and 

manual operations. Although they have a certain flexibility, they are inefficient and easily affected 

by subjective factors. In contrast, AI technology can quickly process and analyze large amounts of 

data, provide scientific and objective decision-making support, and significantly improve the 

effectiveness and return on investment of KOL marketing. 
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However, the application of AI technology in KOL management also faces some challenges, such 

as data privacy protection, algorithm fairness, and transparency. These issues need to be continuously 

explored and resolved in practical applications to ensure that AI technology can better serve brand 

marketing and KOL management. 

4. AI Technology Empowers the Identification and Management of Kols With 

Different Influences on the Platform 

4.1. KOL Influence Classification 

Taking Xiaohongshu as an example, the influence of KOLs can be divided into multiple 

dimensions, such as the number of fans, the interaction rate between likes, favorites and comments, 

and the quality of content. Based on these dimensions, this article categorizes KOLs into three 

types:head KOL, waist KOL, and tail KOL [8]. This paper analyses each according to their 

characteristics and shortcomings. 

(1) Head KOLs are characterized by a fan base ranging from 500,000 to 1,000,000. Large fan base 

with high influence and appeal. The output content is professional and diverse with high professional 

literacy and creative ability. High commercial value, due to high traffic from head KOLs, them highly 

favored by brand collaborations, thereby helping the brand increase its visibility and sales. 

The scarcity of top-tier KOLs constrains engagement with fans. Due to the large number of fans, 

it is difficult for head KOLs to interact effectively with each fan. The loyalty of fans is relatively 

weak, which affects their stickiness. Operations management is complex, such as chain 

communication, price negotiation, progress tracking, etc, which slows down work efficiency, and 

easy to human errors and communication costs during the process, and influent head KOLs to focus 

on content creation and development marketing strategies. Content homogenization risk, top KOLs 

may tend to create the same hot topics in order to maintain high exposure. This will lead to easy 

homogenization within and reduce the attention of fans. 

(2) The characteristics of waist KOLs are that their fan base ranges from 50,000 to 500,000. in 

Waist KOLs in the waistcare industry cover a wide range of fields, have a high interaction rate with 

fans, have strong user stickiness, and convey information more accurately. The cost of brand 

cooperation is relatively low, and the cost-effectiveness is high [8]. More flexible in terms of creative 

content and collaboration methods, customized services can be provided according to the needs of 

the brand, making the waist KOL competitive in terms of flexibility. 

The lack of waist KOLs has limited influence compared to head KOLs. The overall influence is 

weak, which may reduce the exposure of cooperative brands. The content creation ability of some 

waist KOLs is unstable. Lack of innovation and uniqueness leads to insufficient content quality. Fan 

stickiness is unstable and easily affected by content quality or other factors, resulting in fluctuations. 

(3) The characteristics of tail KOLs are that their fan base ranges from 5,000 to 50,000. It has high 

potential. Although with a small number of fans, however, because of the personal style and creative 

flexibility, he has great potential for development. The cooperation between tail KOLs and brand 

owners has low costs and high cooperation, which can achieve low-cost and wide coverage marketing 

effects and establish long-term cooperation [8]. The shared content is more authentic and close to life, 

easy to resonate and attract users’ attention. 

The disadvantage of waist KOLs is that their influence is limited, and compared to top KOLs, their 

overall influence is weaker, which may reduce the exposure of cooperative brands. The content 

quality is unstable. Some tail KOLs lack professional competence and creative enthusiasm. The 

quality of the produced content is relatively low. 
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4.2. AI Technology Empowers KOL Management Strategies with Different Impacts 

4.2.1. Head KOL Management Strategy 

AI personalized content recommendation and AI technology can analyze the behavioral 

characteristics and preferences of fans on the platform, identified fans’ emotional tendencies and 

understand their needs. To provide personalized interactive recommendations for head KOLs, it 

improves interaction quality and ehances fan stickiness and loyalty. AI technology can achieve more 

intelligent operational management in the future, such as supply chain price optimization, price 

adjustment, marketing activity planning, etc, significantly improving operational efficiency [9]. AI 

technology optimizes content creation, utilizing AI technology to monitor hot topics and keywords 

in real-time, identifying the most popular content, and adapting styles to enhance content quality and 

appeal, further enhancing the exposure of cooperative brands and fan stickiness. 

4.2.2. Waist KOL Management Strategy 

AI technology analyzes hot topics and unique features in the field of waist KOLs through analysis, 

guides its content positioning, promotes differentiated development, and enhances influence. Content 

innovation by utilizing AI intelligent recommendation function, waist KOLs can identify new content 

forms and new ideas, improve content innovation and attractiveness, and attract more fans’ attention. 

Intelligent fan portrait, the detailed fan profile constructed through AI technology includes geography, 

age, interests, etc[10], provides precise fan expansion strategies for waist KOLs, utilizes AI 

technology for sentiment analysis and interactives recommendations to improve interaction quality 

and enhance fan stickiness. 

4.2.3. Tail KOL Management Strategy 

AI content can provide guidance and suggestions for content creation for tail KOLs, help them 

improve content quality, increase attention, promote content dissemination to enhance influence. 

With strategy optimization and adjustment, AI can improve content quality based on audience 

feedback on content direction, optimize release time, improve promotion methods, etc to help tail 

KOLs enhance their influence and commercial value. 

4.3. Evaluation and Optimization of Digital-driven Effects 

With the data-driven decision-making, AI technology can collect and analyze various data of KOL 

marketing activities in real-time, such as exposure, click-hrough rate, conversion rate, etc., to provide 

comprehensive effectiveness evaluation reports for KOLs. It helps KOLs to timely understand 

marketing effectiveness, identify potential issues and areas for improvement adjust marketing 

strategy [4]. Based on the results of data analysis, AI can continuously assist in optimizing KOLs’ 

advertising strategies, content direction, brand collaborations, and more, to improve marketing 

effectiveness. AI technology will continue to play an important and irreplaceable role in the 

management strategies of KOLs at all levels of the platform. 

5. Conclusion 

Key Opinion Leaders (KOLs) play an important role in platform marketing. KOLs focus on their 

area of expertise, have a high diversity of content, and have a high breadth of influence and high 

realization power. Professionalism, interactivity, influence, and charisma are all required 

characteristics of KOLs. 

With the emergence of AI in the past few years, AI has brought changes to the selection and 

operation of different influential KOLs. In the traditional model, KOLs are selected based on the 

number of followers, the quality of the content, the fit with the brand, and the reputation of the KOL. 

With the empowerment of AI, the selection of KOLs has greatly improved the efficiency and accuracy 

of KOL use through data analysis, precise matching and according to the performance of KOLs and 
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market changes. At the operations level, AI improves the effectiveness of marketing by analyzing the 

market and KOLs through fast data processing and timely response to KOLs and the market. 

In addition to positively impacting brands' selection of KOLs and their operations, AI has also 

updated management strategies for KOLs with different levels of influence. For instance, it detects 

trending topics for head KOLs with more than 500,000 followers to help improve the quality of their 

content, and it also improves the quality of interaction and fan stickiness for waist KOLs between 

50,000 and 500,000 followers, as well as increasing the influence and commercial value of tail KOLs 

with 5,000 to 50,000 followers. 

However, the ethical and integrity issues of KOLs that brands encounter when choosing KOLs, as 

well as the issues of data privacy protection, algorithmic fairness, and transparency in AI-enabled 

KOLs still need to be discussed and summarized. Future research should focus on these aspects to 

ensure better integration of KOLs with AI technology to bring higher benefits to brands and 

individuals. 
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