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Chinese social media influencer Mr. Bags  was  featured in a Grazia China editorial. Image credit: Grazia China

 
By JEN KING

China's key opinion leaders are causing influencer marketing to evolve from content publishing to drivers of
ecommerce sales, according to new findings from The Luxury Conversation.

KOLs such as Mr. Bags and Gogoboi have massive social media followings with global reach, and their
communities are responding to sponsored posts and brand collaborations through ecommerce. In China especially,
the Luxury Conversation has noted in its "KOLs in China -- From Publishers to Ecommerce" report that this trend is
exploding with influencers helping brands to sell products directly rather than a simple branded content post.

"First, China has the largest online population in the world," said Nick Cakebread, managing partner at Shanghai-
based Reuter Communications, who commissions The Luxury Conversation. "This allows KOLs in China to reach
an audience of millions very quickly.

"Second, there are two dominant social media networks in China: Weibo and WeChat," he said. "The latter is
involved in so many aspects of a person's life in China. These two ecosystems means less fragmentation."

"Third, many Chinese are hungry for information, knowledge, product information and new brands. The middle
class is emerging and developing therefore they are aspirational and looking to KOLs as a source of inspiration,
content, news and education."

Power to the KOLs 
In its report, the Luxury Conversation examined four recent examples of the influencer-to-sales shift to emphasis
Chinese KOLs' selling power.

The first examples concentrated on Mr. Bags, one of China's top 10 influencers. Mr. Bags counts more than 3
million followers on Weibo and his WeChat posts average more than 100,000 views.

Given his focus on fashion accessories, namely handbags, Mr. Bags has paired with a number of leather goods
brands and fashion houses to promote products within the category.
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Around Valentine's Day earlier this year, Mr. Bags partnered with French fashion house Givenchy. The influencer
worked with Givenchy to promote a Valentine's Day x Mr. Bags limited-edition mini Horizon handbag in light pink.

Givenchy's 80 Valentine's Day x Mr. Bags handbags were priced at RMB 14,900 each, or $2,235 at current exchange.
Per the Luxury Conversation, the 80 handbags sold out within 12 minutes from when Mr. Bags' post went live.

In a similar collaboration Mr. Bags worked with Italian leather goods maker Tod's to customize three of the brand's
iconic handbags, the Sella, Double T  and Wave.

For the campaign, Mr. Bags encouraged his followers to be involved in the design of the capsule collection. This
was achieved through live streaming, video content and imagery that allowed for follower feedback and generated
hype for the launch.

The 200 customized handbags sold out for a total value of RMB 3.4 million, or $510,000.

#mrbagsxtods limited collect ion sold out so fast... The Wave backpack literally sold out in 5 minutes!!! Thank you
@tods and all the bagfans for giving me such a huge and unforgettable birthday present!!!

A post shared by @mrbagss on Jun 27, 2017 at 5:26am PDT

Similarly, Gogoboi, another top 10 fashion influencer in China, has evolved his personal brand from content
creation to an ecommerce vehicle.

Gogoboi has more than 7 million Weibo followers and discusses trends on his "Who Wears What?" feature on
WeChat. In May, Gogoboi launched a WeChat ecommerce channel that links all recommendations to direct sales.

Working with Givenchy, Gogoboi recently paired with the brand to sell the newly introduced Duetto handbag
collection. Gogoboi worked with Givenchy to allow his followers to purchase one of six handbags available in
seven colors.

In just 72 hours, all Duetto handbags were purchased.

https://www.instagram.com/p/BV18wdPFTgD/


Gogoboi's product recommendations are linked to ecommerce. Image credit: The Luxury Conversation

Although the price tag for a high-end handbag is relatively affordable in the grand scheme of things, Chinese KOLs
have been proven to sway even big-ticketed purchases.

For example, Becky Li, dubbed the "Buying Goddess" due to her product recommendations and more than 1.6
million WeChat followers, successfully sold BMW-owned Mini Coopers to her fan base.

In late July, Becky Li launched the "Mini Yours" campaign with the automaker. In her posts, Becky Li posted content
about the Caribbean Aqua color, matching the blue to various fashion recommendations.

Becky Li worked with Mini Cooper to sell a limited-edition model. Image credit: The Luxury Conversation

The 100 limited-edition Mini Coopers in Caribbean Aqua sold out within four minutes of launch with an asking retail
price of RBN 285,000 or $42,760.

"Working with different KOLs will sometimes achieve different objectives," Reuter Communications' Mr. Cakebread
said. "Some have a huge reach and will help drive top of mind awareness.
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"Otherwise have smaller fan bases but their followers are very loyal and highly engaged," he said. "This means that
the content they post of the products they recommend are frequently snapped up.

"It is  important to understand a brand's objectives for working with KOLs at the start to shape the campaign."

Tips for success 
KOLs in China are extremely effective at marketing high-end products. So much so, that L2 found that influencer
posts are eight times more popular than brand posts in China (see story).

The Luxury Conversation suggests too that KOLs be used by luxury brands as not only an awareness-building tool
but as a channel to launch and sell exclusive products.

To do so, the Luxury Conversation offers three tips for success:

Ensure that KOL and brand collaborations are authentic and meaningful. If a product collaboration is off brand,
consumers are less likely to engage.

Secondly, the Luxury Conversation stresses bring followers into the process. Consumers appreciate being brought
into the fold, and want to be asked by their favorite KOL for feedback. A one-sided effort will not result in the desired
effect.

Lastly, brands should work to establish long-term relationships with KOLs. By having a relationship the KOL-backed
collaboration reads as a natural extension between the influencer, brand and followers.

"It's  very important to choose the right KOL that fits  the brand and can deliver the objectives outlined," Reuter
Communications' Mr. Cakebread said.

"This means researching the brands the KOL has worked with in the past, what kind of collaborations the KOL has
done, what kinds of posts and content he/she creates, the reach and engagement of the posts, the style of the
content," he said.

"There are no shortages of KOLs in China so make sure you do your research to understand the landscape and
which one you want to work with."

© 2020 Napean LLC.  All rights reserved.

Luxury Daily is published each business day.  Thank you for reading us.  Your feedback is welcome.

https://www.luxurydaily.com/influencer-posts-are-8-times-more-popular-than-brand-posts-in-china-l2/
mailto:feedback@luxurydaily.com

	Chinese influencers have evolved from content creators to ecommerce vehicles

