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The phenomenon of Key Opinion Leaders (KOLs) heralds the arrival of an era marked by a

digital marketing revolution. Leveraging their expertise and personal charisma, combined with the

entertainment and interactivity of live—streaming platforms, KOLs exert a profound influence on

consumers' purchasing intentions. This study analyzes the development of KOLs and live-streaming,

as well as the psychological activities underlying consumer purchasing decisions. Using the live-

streaming marketing model of KOLs promoting products as a scenario, it constructs a factor model

influencing the purchasing intentions of university students. The target demographic for this research

is university students, with 164 valid questionnaires collected. The innovation of this study lies in

its examination of consumers as crucial objects in online live—streaming marketing, analyzing the

psychological characteristics that drive purchasing behavior in virtual environments, thereby offering a

Abstract :
deeper insight into consumer purchasing psychology.
Keywords : KOL; live broadcast marketing; purchase intention
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