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The Impact of Influencers and Creative Content Characteristics on
User Engagement Behavior: An Empirical Study Based on the
Information Adoption Model

WANG Haonan', CHEN Junni', GAO Jun’, SUN Qi'
1 College of Business, Shanghai University of Finance and Economics, Shanghai 200433, China
2 College of Management, Ocean University of China, Qingdao 266100, China

Abstract: Influencer marketing on social media platforms has emerged as a prominent research topic. This phenomenon has
sparked extensive interest, particularly regarding how influencers can effectively market and disseminate content on social me-
dia. Although existing studies have addressed general strategies and outcomes of influencer marketing, research on how influ-
encers and brands can effectively promote user engagement in specific marketing contexts remains relatively scarce.

Based on data from a leading social media platform in China, this study employs the IAM to explore the pathways through
which influencer attributes and the characteristics of commercial content influence user engagement. The IAM provides a sys-
tematic framework for understanding how users receive, process, and respond to information. Additionally, the study examines
the moderating role of brand participation in this process.

The results indicate that, from a peripheral pathway perspective, influencers who are perceived as authoritative and exhib-
it lower levels of commercial intent are more likely to promote consumer engagement. From the central path perspective, when
the commercial content is longer and has weaker positive emotions, consumers are more likely to identify with the content.
Further analysis of moderating effects reveals that brand exposure and competition significantly impact influencer marketing
outcomes. Specifically, increased brand exposure enhances the positive effects of influencer marketing on consumer behavior
while mitigating its negative effects. Conversely, increased brand competition strengthens the impact of influencer attributes on
user engagement but does not significantly moderate the influence of commercial content characteristics.

The contributions of this study are three aspects: First, from the perspectives of influencer attributes and commercial con-
tent characteristics, it explores the underlying mechanisms of influencer marketing effectiveness based on the IAM, offering
practical recommendations for optimizing influencer marketing strategies. Second, by incorporating brand factors as moderat-
ing variables, the study analyzes the moderating effects of brand exposure and competition on consumer information pro-
cessing paths, thereby expanding the theoretical framework of influencer marketing. Finally, the study emphasizes the import-
ance of collaboration between brands and influencers, providing valuable strategic insights for enhancing marketing effective-
ness in the highly competitive social media environment.

Keywords: influencer marketing; social media marketing; commercial content characteristics; information adoption model; text

positivity
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