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Effect of Social Platform Influencer Characteristics on Attachment and
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Abstract The rapidly evolving social platform marketing landscape has led businesses to increasingly rely on
social platform influencers for brand and service promotion. Despite growing interest in these influencers, there
remains a dearth of empirical research examining the impact of their characteristics on consumer attachment and
brand loyalty. This study, therefore, investigates the relationships between social platform influencer
characteristics, consumer attachment, and brand loyalty. An online survey targeting Chinese consumers was
conducted, and a total of 360 responses were analyzed using SPSS and AMOS software. The findings reveal
that among the various social platform influencer characteristics, reliability, professionalism, and intimacy
significantly influence consumer attachment. Furthermore, it was confirmed that higher attachment to a social
platform influencer leads to increased brand loyalty.
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