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New Trend of KOL Marketing—The Rise of Micro-Influencer Marketing
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Abstract

With the vigorous development of social media, the word “KOL” is gradually widely
recognized, and using influence on KOL to carry out brand marketing and promotion has
become one of the most frequent and effective means of branding. However, compared with
a few Mega-Influencers, the influence of Micro-Influencers on the small group of people in
the vertical segment is gradually strengthening. Combined with all the signs abroad, more
and more brands tend to choose to work with the rising Micro-Influencers. This paper
analyzes the reasons for the rise of Micro-Influencers in the light of the current KOL
marketing situation, and makes suggestions for thinking.
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