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Abstract

Are you aware of an individual “YouTuber” that a kid dreams to become?
They are an influential individual who 1s active on YouTube. To generalize we call
these kinds of individuals an influencer. An influencer appears on all the social media
and they seem to be aware of various things such as “consumer needs” and “trends that
seem to cause”. Our object is to reveal how Japanese companies effectively cooperate
with a Chinese influencer to succeed in the Chinese market. Because there is no such
study that reviews cooperation as the main topic of influencer study, we set our
frontier to cooperation. We conducted interviews with Chinese influencers and
Japanese companies that cooperated with an influencer to find an effective method for

cooperation with a Japanese company and a Chinese influencer.

Keywords: Influencer, Micro influencer, Cooperation, Relationship
Marketing, Hoyer’s 4step
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1.INTRODUCTION

An influencer is a new type of consumer that has a massive influence on
social media(SM) who has the potential to lead business success when the Japanese
company enters the Chinese market. Recently, Japanese companies are facing an
immense problem when entering the Chinese market. Comparing the withdrawal rate,
China has remarked the highest rate not just compared with any other countries but
also comparing with the total rate of each continent (Ministry of Economy, Trade, and
Industry, 2018). However, the Japanese company should find out the way to success in
the market because they have the largest number of the population there is massive
potential for the Japanese company to earn huge benefit.

In our study, we declare that “Cooperation” with an influencer will lead to

solving the problem. We will introduce some business effects of “Cooperation” with



them. In China, there is an influencer called Austin. He introduced a lipstick on an EC
website and sold 15,000 lipsticks in 15 minutes. Also, in a sales campaign called “W11”,
he sold 320,000 lipstick and recorded $10 million in a day (COMEMO, 2019). It should
be emphasized that when a company cooperates with influencers, this kind of
phenomenon is generally observed rather than a fluke. From this case, we can say that
by cooperating with influencers companies could lead to copious profit and could be a
keystone for the Japanese company to succeed in the Chinese market.

“Cooperation” with an influencer brings great profit despite the Japanese
influencer market scale which points the total amount of sales provided to a company
by an influencer is 4 times smaller compared to China. Because the influencer industry
1s not familiar to Japanese companies, they are carrying problems such as:

-Lacking knowledge with to specify an influencer they should cooperate
Lacking knowledge with how to cooperate with influencers
- Lacking knowledge what to do after cooperation with influencers
More noteworthy is that, no previous research that we are aware of mentioned any
solutions to the issues outlined above.

Therefore, the objective of the study is to reveal how and which influencers
Japanese companies should cooperate with for improved success in the Chinese

market.



2. THEORETICAL BACKGROUND

In 2.1 literature review, we will introduce an influencer by pointing out the
important characteristics by making relations with business effects. Then we will
explain how to utilize an influencer by which considers how a Japanese company could
succeed in the Chinese market. In 2.2 research gap, we will construct 2 research

questions which are related to cooperation with an influencer.

2.1 Literature Review
We will first characterize an influencer. After we will determine what kind of
steps should a Japanese company follow after cooperation with a Chinese influencer for

success 1n the Chinese market.

Who is an Influencer

We will define an influencer from the preceding research. According to
Nathalie (2016), it is a universal fact that human beings are being influenced by a
given third party since the origin of humanity. She also said this fact is supported by
political and religious phenomena because there has always been a leader in the party
that affects people when they make decisions or beliefs. We call these leaders an
“opinion leader” in general (Nathalie, 2016). From these points of view, we could

predict that there is an opinion leader on SM. Roope (2017) discussed an influencer is a



famous individual that is familiar to SM that directly affects the opinions of other
people. From the correspondence of the character with an opinion leader we define an
influencer as “an opinion leader that affects people in various ways on Social media”.

Recently SM has become an unignorable source to explain human behavior.
This could be said from the dramatic increase of users. Figurel is pointing the market
scale of Chinese influencer marketing in 2018 (Intelligence Research Group, 2018).
This points out the benefit that a company was able to earn by collaborating with a
Chinese influencer. We could observe that the market scale is increasing continuously
and predicted to become 3 times larger in 2022.

Figurel: The Market scale of the Chinese influencer market
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From the growth of the user of SM and the market scale, we could easily predict that
an influencer is a very influential individual.

Now we will clarify the characteristic of an influencer. According to Lim et al.
(2017), an influencer is a person who could generate buzz words. Therefore, we can say
that “an influencer is a person who could set the fashion”. Furthermore, Igors (2014)
researched the characteristics that an influencer must possess. She mentioned they are
a person who shapes their community linked to the post and is able to reach a wider
audience than average. From this study, we could say that “an influencer is a person
who possesses a community composed of homogenous individuals”.

In fact, the most important characteristic is that they are well engaged with
their followers and the product. Engagement with their followers means the depth of
the relationship between an influencer and their followers. Engagement with the
product means how much an influencer is detailed to the product. According to Kumar
and Rohan (2012), an influencer is a person who has high engagement with users of
SM when they share their opinion. Also, information proclaimed by an influencer is
most trusted and most compelling to customers (Talaverna, 2015). These two research
are supporting the engagement to their followers. Eliashberg and Shungan (1997)
mentioned that an influencer is a person who has superb knowledge in a specific field.
Also, this is supported by Tapinfluence (2017) mentioning an influencer is highly

engaged with the product they post. These two kinds of research are supporting



engagement with the product. Comprehensively, we could say an influencer is well

engaged with their followers and the product.

Business Effects Remarked by Engagement

Here we will explain why has an engagement to both followers and products
become an important characteristic. Putting it simply a company generally cooperates
with an influencer because it is one of the best ways to attract consumers. According to
Talaverna (2015), 82% of consumers intend to affirm their favorite influencers’ opinion.
Also, Whitler (2014) mentioned that 92% of the consumers put weight on the
information that’s spread from someone they trust and, highly engaged who is a close
individual such as influencers rather than a company. From these data, we could
observe that recently information is being sorted by consumers whether they could
trust or not. For this solution, an influencer who has high engagement with their
followers has become an important characteristic.

Observing from the economic aspect, doing business with an influencer a
company could expect 11 times more ROI than doing business without them
(Kirkpatrick, 2016). Also, he mentioned that the ROI is affected by the engagement to
their followers and product. In summary, we could say that engagement is a very

important characteristic when we explain doing business with an influencer.



Utilizing an Influencer Through Hoyer’s 4step
Here we will indicate the steps a Japanese company should follow for success
in the Chinese market. First, a Japanese company is facing four concrete problems

» o« »” <

which are “cost reduction”, “adaption to customer needs”, “product cognition”, and
“Information asymmetry” (Shintaku and Amano, 2009). Information asymmetry
happens when there is an information gap between companies and consumers. When
this happens, a gap appears between the information such as advertisement spread
from a company and the information a consumer perceives.

We predict that there is an effective marketing strategy using an influencer
to solve these perceived problems. However, the existing research of influencers only
mentions about the advertisement aspect. We may be able to solve the “product
cognition”, and “information asymmetry” by the advertisement aspect but not the
others. Therefore, we will look in the preceding research that discussed cooperation
between a consumer and a company that includes all the process which is product
development to the advertisement.

According to Hoyer et al. (2010) generally, a company and a consumer
cooperate in more than one process which is divided into 4steps which is “Ideation”,

“Product Development”, “Commercialization” and “Post-Launch”.

Figure 2: Hoyer’s 4step
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Source: Based on Hoyer et al. (2010)

According to Hoyer et al. (2010), “Ideation” is a step in which a consumer
suggests an idea when a company is intending to start a business, “Product
Development” is a step in which a company makes samples of the idea which came up
from the “Ideation”, “Commercialization” is a step in which a company and a
consumer determine which sample is the best to sell in the market, “Post-Launch” is a
step that points every phenomenon after the product is brought in to the market which
includes advertisement.

Most important of all is that Hoyer et al. (2010) discussed that a consumer
and a company should cooperate in all the steps mentioned above. This is because the
company could receive significant benefits from each step. To be more specific
“Ideation” and “Product Development” leads to “reduction of cost” and “capturing
customer needs”, “Commercialization” and “Post-Launch” leads to “Product cognition”
and “equalizing the information gap between a company and the consumer” (Hoyer et
al., 2010). The important point to notice is that these advantages show correspondence

with the issues mentioned when a Japanese company enters the Chinese market.
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Therefore, we conclude that a Japanese company must cooperate with a
Chinese influencer not only in the advertisement aspect but also in all Hoyer’s 4step

for great success in the Chinese market.

2.2 Research Gap

In this section, we will point out a gap observed from the previous study and
the problems perceived in business practice. As mentioned, engagement to followers
and the product is an important characteristic of an influencer in general. Therefore,
here we discuss who is the influencer with high engagement.

According to Marwick (2010), there is an influencer called micro-influencer
(MI) who has surpassed relationships with their followers. Furthermore, Mediakix
(2016) discussed that a MI is someone who is highly engaged, and considerate of their
followers. Also, according to Barrett (2018) a MI is someone who is highly engaged with
the products. Simone (2019) supported both the characteristic by addressing, a M1 is
someone who has surpass engagement to the SM users in the community and, has
strong power when their followers make decisions. Also, he has mentioned that an MI
1s a specialist in a specific topic.

From these characteristics mentioned in the previous studies, we could say
that a MI is an influencer who is highly engaged to their followers and the product. We

must frequently remind ourselves of the most important characteristic of an influencer
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is high engagement to their followers and the product for great success in business.
Therefore, cooperation with a MI is very important for a Japanese company for success
in the Chinese market.

However, there is a big issue when cooperating with a MI. Simply saying, it
1s the obscurity of a MI. Generally, a MI is specify by the number of followers which is
between 1k to 20k (Morsio, 2019). However, these days we could observe an influencer
who has over 20k followers but, is highly engaged to their followers and the product.
Also, Nathalie (2016) mentioned that because a M1 is a new concept there is no such
definition about them.

Supported by these perspectives we will point out a gap that while a Ml is a
focal influencer in business success, there is no such research specifying them but also
determining how to cooperate with them.

We will point out 2 research questions.
RQ1 How can we specify a Chinese Micro-Influencer

RQ2 How can a Japanese company cooperate with a Chinese Micro-Influencer

3. SPECIFYING A CHINESE MICRO INFLUENCER
Here we will answer RQ1. In this section, we will enable to specify a micro-
influencer by the engagement that is converted into numerical information. High

engagement is the only characteristic to define them. However, no standard define
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what is high engagement, we set a model (EQM) to convert engagement into numbers.
Furthermore, we set the numerical standard that a MI should fulfill for specifying
them. Moreover, interviewed to a Chinese MI to reveal the characteristics. Figure3 will
point out the flow of this section.

Figure3: Flow of Chapter3

Stepl Questionnaire to 300 Chinese consumers
Collecting samples (1) Male (35%) Female (65%)
(2)10-19 age (17%) 20-29 age (78%) 30-39 age (5%)

N

n=176 Chinese influencer sampled

Step2
Quantizing
Engagement
X: Number of the post Z: Specialty Purity of Post
Y: Recency of the post }
EQM
Stepd ) -
Interview to Chinese MI to check new characteristic
15 Chinese MI

Source: Authors
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3.1 Engagement Quantizing Model (EQM)

Here we will specify a MI by advocating Engagement Quantizing Model
(EQM). This model enables to specify a MI by the engagement that is converted into
numbers. Previously they were specified by the number of followers. The problem that
occurs when we specify a MI from the number of followers is that there is a risk that
their engagement may not be high. Moreover, there is no such research that has
expressed influencer’s engagement in numerical form. Furthermore, specifying them
from engagement converted into numbers we will be able to see whether the MI has
high engagement or not by comparing the numbers and this leads to precise
determination.

We will measure engagement to a follower and the product by using three
variables. The engagement to a follower is measured using variable X, Y:
- X: “Number of the post”, which means how many posts a MI makes in a year
*Y: “Recency of the post”, which means how recent a post was made by a MI
Identically we will measure engagement to a product by using Z which is
-7 “Specialty purity of the post”, which means how much post a MI makes in a specific
genre

We predict that we could measure engagement using these variables from
the preceding studies. According to Plummer and Joseph (2008), the new method to

build engagement is to build a bond with the consumes. This supports the rightfulness
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to measure “Number of the post” and “Recency of the post”, to show engagement to the
follower. This is because the more an influencer makes a post, the more they will be
able to communicate with their followers. “Recency of post” explains not only building
bond but also explain if the relationship is going on. This is because there might be an
MI that marks a high score in the number of a post but, all the post was made 5 years
ago. The bond with the followers may not exist in the present. Therefore, we use 2
variables to explain engagement to a follower.

According to Higgins (2006) engagement means getting involved in
something or being attracted to something or being occupied with something. This
supports the rightfulness to measure “Specialty purity of the post” to show engagement
to the product. This is because if an influencer makes many posts of a specific genre,
we could predict that they are being attracted to the specific genre. And as a result of
being passionate about a specific genre, they get specialized in a specific genre. Which
leads to a high engagement with the product. Therefore, we will use 1 variable to

explain engagement with the product.

3.2 Sampling and Quantizing Engagement
In the research, we spread a questionnaire, using an online survey web site
(WJX). The purpose of the survey is to quantize engagement from the Chinese

consumers real voice. We collect the sample on SM (Wechat, Weibo, Red). In the
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questionnaire, we asked 4 questions in total. There were 2 requirements to become a
sample. The requirements are: 1) The Nationality is Chinese 2) Answered an
influencer’s name. In question 2) we asked, “Who is an influencer you frequently check
and, think is highly detailed to a genre you are concerned to”. This question supports
the engagement of a product because an influencer is being judged by consumers
whether they are familiar with a specific genre or not. Also, this supports the
engagement to the followers because this questionnaire is asking the exact name of the
influencer. We spread the questionnaire to object from June 3 to June 10 and we were
able to collect 300 answers in total and n=176 passed the 2 requirements. After we
measured all of the Chinese influencers (n=176) that have been answered through the
questionnaire using the formula in Figure4.

Figure4: The Formula of X, Y, Z

/X: The number of Pogt Standard Date 2019/06/28 | \

X = The number of posts made in a year + Activity Period (years)

Y: Recency of the post
Y = The number of date the latest post was made

Z: Specialty Purity of Post

7Z = The number of post of a specific genre made in a year
\\ + The number of posts made in a year X 100 /

Source: Authors
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After quantizing n=176 Chinese influencers we calculated the average of each variable

and defined it as the requirement numerical value to become a MI.

3.3 Result

We quantified all of the Chinese influencers sampled by the Chinese
consumers and, defined a concrete number to specify a MI by calculating the average.
X: 174=x posts/year (Number of the post)
Y: 0=y=23 days (Recency of the post)

Z: 67%=z=100% (Specialty purity of the post)

3.4 Interview to a Chinese Micro Influencer

Here we conducted a semi-structured Interview with 15 Chinese MI which is
specified by the standard above to understand their characteristic. The interview was
held for an hour using video chat (wechat). The question was constructed based on

engagement with their followers and a product. Figure5 is the result of the interview.

Figure5: The Characteristic of Chinese MI (1)
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Source: Authors

From the “follower engagement”, we could say that they have the attribute

data such as gender and age. The interesting point is that most of the MI we

interviewed were detailed about the specific needs of their followers. This is because by

communicating with their followers frequently and checking the follower’s social media

account they could understand what kind of products are preferred.

From the “product engagement”, we could say they know various ways to use

a product because they could introduce it uniquely. Also, a MI has a community that is

constructed by MI to share information. This leads to expert knowledge of a specific

genre. In the MI community, they share information that comes from their follower

community. It may be too much to say but we could predict that the information being

exchanged between a MI means to exchange information of the total number of the

followers.

Furthermore, we predict that there is an interaction between engagement to

followers and the product. The follower’s motivation to follow a MI is because the

information is trustworthy and they are well detailed. Interestingly, a MI is an

influencer who is detailed to a specific genre. The way they become detailed is from the

information from their followers.

As a result, they are willing to take communication with followers frequently.

Therefore, our finding from the interview is that there could be a positive working
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interaction between engagement to followers and the product. And this positive

working interaction may be the main reason for their attention.

4 HYPOTHESIS DEVELOPMENT

Here we will construct a hypothesis model to answer RQ2. The model will
indicate the needed factors when a Japanese company “Cooperates” with a Chinese MI.
First, to construct the model we looked through the previous research that explains
“Cooperation”. After we interviewed with a Japanese company that has cooperated
with a MI which is based on the previous research. The purpose is to discover the

factors needed for “Cooperation”.

4.1 The Factors to Explain Cooperation

In this part, we will look into relationship marketing which mentions a
concept that focuses on “Cooperation” which means developing a relationship between
a company and an interested person for business success (Morgan and Hunt, 1994). We
looked into relationship marketing because there is no such research that discusses
how a company cooperates with an influencer. We predict “Cooperation” to be one of
the best-suited dependent variables because our research object is not just pointing out
constructing a relationship but also pointing out a relationship that conducts all the

Hoyer’s 4step which leads to business success.
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We looked through over 13 models that describe “Cooperation” and found out
that the model proposed by Morgan shows the highest adaptability to our study. Most
studies about relationship marketing are conducted by researchers in a specific field
such as industrial marketing, health care and so on (Morgan and Hunt, 1994).
However, Morgan and Hunt (1994) pointed out a gap that there is no such research
that generalized this theory, so he pointed out a model called KMV model which
describes, all marketing activities which a company and their partner executes. His
theory describes “Cooperation” by using “Trust” which means confidence to their
partners and “Relationship Commitment” which means how does maintaining a
relationship benefits a company, as a factor (Morgan and Hunt, 1994).

However, a MI being a new type of consumer we predict that this study does
not consider cooperation with them. Therefore, we conclude that KMV model may not
be the complete model to describe a relationship with a MI. In fact, it is the model that
describes a relationship with the widest range of partners, so we predict that by adding
and subtracting the factors through the interview we could construct a model that

describes the cooperation between a Japanese company and a Chinese MI.
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4.2 Field Work to Japanese Company

We conducted a semi-structured interview to discover the factor perceived
when cooperating with a MI. We selected a Japanese company that has cooperated
with a MI through the Hoyer’s 4step, and a broker company that has supported a
company to cooperate with a MI through the Hoyer’s 4step. The purpose of the
interview is to reveal the needed factor for cooperation with a MI and to reveal the
effect of cooperation through Hoyer’s 4step.

First, we analyzed articles on the internet. The purpose of the secondary data
analysis is to extract the parent set of a Japanese company which cooperated with a MI
through the Hoyer’s 4step. The criterions for selections are: (1) Companies which seem
to co-produce a product with a MI on secondary data (2) Companies which seem to
collaborate with a MI through the advertisement process on secondary data.

We analyzed all 1038 (2019/07/17) of the articles searching “influencer” on a
searching engine “Nikkei BP” and “Nikkei Telecom 21”. We found 6 companies who
cooperated with a MI through Hoyer’s 4step and 8 broker companies that have
supported a company to cooperate with a MI through the Hoyer’s 4step.

We had a semi-structured interview with 4 companies who cooperated with a
MI through the Hoyer’s 4step and 3 broker companies. We asked 2 questions to extract

factors for the hypothesis. in the interview, we asked what kind of concrete actions has
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helped the company to construct “Trust” and “Relationship Commitment” which are

the very important factors used to explain “Cooperation” in Morgan’s KMV model.

Also, we asked 3 question which is “Definition of an influencer”, “Was all

Hoyer’s 4step conducted”, “Benefit for the company”, to check if the Japanese company

has cooperated through the Hoyer’s 4step with a MI and to check the effect perceived

by cooperation through the Hoyer’s 4step. The interview was held for an hour in a

conference room. Figure6 shows the result of the interview.

Figure6: Interview result of Japanese Company
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Source: Authors

We could say that all the company has cooperated with an influencer who is
specialized in a specific genre and has a niche fan who is an MI. Also, we were able to
hear all the benefits a company could perceive when they cooperate through the
Hoyer’s 4 steps which shows correspondence with problems perceived when entering

the Chinese market.

4.3 Hypothesis
Here we will construct a hypothesis based on the findings from our data. We
will construct our hypothesis by dividing the interview result into the factors from the

preceding studies. Figure 7 shows the division.
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Figure 7: Division of the Factors

Factorl Relationship Benefit

* Monetary reward

+ Gain popularity

Factor2 Honest Behavior

- Eagerness for work

* Respect as an individual respond

Factor3 Shared Value

+ Match of target and concept

* Having a common image

+ Match each others purpose

Factor4 Communication

+ Communicating frequently

* Hold exchange meetings and communicate
New Factorl |Consideration to Followers

* Incorporate followers opinions

- Listen to follower characteristics

New Factor2 |Flexibility

* Make influencers to speak frankly what they think

- Give freedom of schedule

Source: Authors

The factors we discovered through the interview were divided into four

factors which are “Relationship Benefit”, “Honest Behavior”, “Shared Value” and

“Communication” and there were 2 factors that we could not divide by the factor

mentioned in the previous research. All 4 of the factors we selected from the previous

research were a factor that explains “Trust” or “Relationship Commitment” which are

very important factors to explain “Cooperation” in Morgan’s KMV model.
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Figure 8: Hypothesis model

Benefit
:

Consideration to
Follower

Relationship

Literature review Commitment
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Interview with Japanese

Company

Interview with
Japanese Company

Source: Authors

According to Morgan and Hunt (1994) “Relationship Benefit” is a benefit that
a company could receive through the relationship. In the interview, we were able to
hear that the monetary reward, and making them gain popularity is important when
constructing a relationship with a MI. Here we constructed H1
H1 “Relationship Benefit” has a positive effect on “Relationship Commitment” when a
Chinese MI and a Japanese company construct a relationship

According to Kubota (2006) “Honest Behavior” which means honesty to their
partner is an important factor when constructing a relationship (Kubota, 2006). In the

interview, we were able to hear showing respect to a MI and showing eagerness to
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work 1s important when constructing a relationship with a MI. Here we constructed
H2.
H2 “Honest Behavior” has a positive effect on “Relationship Commitment” when a
Chinese MI and a Japanese company construct a relationship

According to Morgan and Hunt (1994) “Shared Value” is a shared goal
between the company and its partners. In the interview, we were able to hear that the
match of concept and target is important when constructing a relationship with a MI.
Here we constructed H3 and H4
H3 “Shared Value” has a positive effect on “Relationship Commitment” when a
Chinese MI and a Japanese company construct a relationship
H4 “Shared Value” has a positive effect on “Trust” when a Chinese MI and a Japanese
company construct a relationship

According to Morgan and Hunt (1994) “Communication” is an effective
information exchange between a company and their partner which means, a company
and their partner could build an effective relationship by sharing timely and beneficial
information. In the interview, we were able to hear sharing product information that
has attracted attention nowadays is important when constructing a relationship with a
MI. Here we constructed H5.
H5 “Communication” has a positive effect on “Trust” when a Chinese MI and a

Japanese company construct a relationship
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“Consideration to Follower” is a new factor that we could not divide into
previous research. However, four of the company mentioned this factor to be important
for constructing Relationship Benefit. This factor means a company’s consideration to
MT’s follower. For example, incorporating follower’s opinions and listening carefully to
the follower’s opinion. Here, we constructed H6.

H6 “Consideration to Follower” has a positive effect on “Relationship Commitment”
when a Chinese MI and a Japanese company construct a relationship

“Flexibility” is a new factor that we could not divide into previous research.
However. six of the company mentioned this factor to be important for constructing
Trust. This factor means to give a MI a free hand. For example not restricting what
they want to say, giving them freedom of schedule. Here, we constructed H7.

H7 “Flexibility” has a positive effect on “T'rust” when a Chinese MI and a Japanese
company construct a relationship

We construct H8, H9 following Morgan ‘s KMV Model (Morgan and Hunt,
1994)

HS8 “Trust” has a positive effect on “Cooperation” when a Chinese MI and a Japanese
company construct a relationship
H9 “Relationship Commitment” has a positive effect on “Cooperation” when a Chinese

MI and a Japanese company construct a relationship
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5. HYPOTHESIS TESTING

In this section, we conducted a questionnaire survey to a Chinese MI who is

specified by EQM. This was conducted because we need a quantified datum for

verifying our hypothesis. Figure9 shows how the sampling has been conducted.

Figure9: Sampling

Number of
e-mails sent

5600 objects

(1)
+ Users with more than 1000

—  followers
+ Users who posts their e-mail on

their account

Answers

* Chinese Users

* Cooperated with a company
* 174 = x posts/year
*0=y=23days

— *67% =z =100%

Samples

Source: Authors

5.1 Procedure and Sampling

In this research, we collect samples by sending Emails to social media users.
We posted an URL of a questionnaire that was created using an online survey web site
(WJX) on the Email. The email addresses was discovered by searching for users who

post their email address on the Chinese social media platform that is frequently used
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by Chinese people(Weibo, BiliBili, Red). We sent e-mail to users who passed two
criterions as samples. The two criterions are: (1) Users with more than 1000 followers
(2) Users who post their e-mail on their account. The reason for criterion (1) is because
most influencer research collects samples who have more than 1000 followers.

We sent e-mail to 5600 objects from October 8, 2019, to October 22, 2019. As
a result, we collected a total of 508 answers. We set certain of our ability to appropriate
these Respondents because we set 4 items to check whether the answers are
appropriate to our testing or not. we extracted Chinese users who have cooperated with
a company before because our questionnaire was based on the experience of
cooperation. Next, we extracted the sample who satisfy all the numerical value of
EQM. As a result, our sample size became n=100 who are Chinese MIs who has
cooperated with a company using their social media account and that has more than
1000 followers.

Our questionnaire paper was based on our 9 hypotheses which are
constructed by semi-structured interviews and literature review. We set a total of 28
items. The questionnaire was answered through their experience. The items were
scored on a Likert scale with options ranging from 1 (It was not very important) to 5 (It

was very important).

31



5.2 Data Analysis and Result

In this research, we examine using SEM. SEM is a statistical method to
examine the causal relationship. It is often used in the field such as behavioral science
(Hox and Bechger. 2007). We quantitatively analyze a causal relationship that 6
independent variables influence dependent variables. We analyzed a causal
relationship between the independent variables and dependent variables to verify
these hypotheses. In this analysis, JASP was used. JASP is a software that is
constructed using C++, R (including lavaan package for analyzing SEM) and JAVA
script Gasp-stats.org, 2019). Indicating the result, we selected Chi-square statistics,
SRMR, RMSEA, and CFI to report model fit evaluation. This is because in a paper by
Ockay and Choi (2015) they mentioned that these four indices should be used through
the reviews of the authentic research which used SEM.

We will indicate the results of standardization estimates and P-Value
indicating the significance probability. Relationship between “Relationship Benefit”
and “Relationship Commitment” recorded (8=.21, p<.0.01),“Honest Behavior” and
“Relationship Commitment” recorded (8=.78, p<.0.001), “Shared Value” and
“Relationship Commitment” recorded (8=.29, p<.0.001), “Shared Value” and “Trust”
recorded (8=.59, p<.0.001), “Communication” and “Trust” recorded (8=.42, p<.0.001),
“Consideration to Follower” and “Relationship Commitment” recorded (8=.28,

p<.0.001), “Flexibility” and “Trust” recorded (8 =.37, p<.0.001), “Relationship
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Commitment” and “Cooperation” recorded (B=.44, p<.0.01), “Trust” and “Cooperation”
recorded (8=.73, p <.0.001) . Next, the fit index of this model was Chi-square statistic
298.191, SRMR 0.042, RMSEA 0.079 and CFI 0.947. As a result of hypothesis testing

H1, H2, H3, H4, H5, H6, H7, H8, H9, was supported

Figurel0: Result of Hypothesis

Benefit

Consideration to
Follower

Relatlonshlp
Commltment

A4FE

_73***

Sample size=100
Chi-square statistic=298.191
SRMR=0.042

3T RMSEA=0.079
CFI=0.947

(¥+%P<0,001**P<0.01*P<0.05)

Source: Authors
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6. DISCUSSION

In this section, we will first discuss the new findings from the result of the

statistics. Second, we conducted further research by having a semi-structured

interview with 15 Chinese MI. This interview was conducted on the purpose of

revealing how Japanese companies should concretely act to make the model practical.

6.1 Discuss Result

In the last section, all 9 hypotheses were supported. Besides, as the model

pointing a high score in CFI, we could say that cooperation with a Chinese MI could be

explained almost completely by using the factor we proposed in the hypothesis model.

In this study, our new finding is that “Consideration to Follower” and “Flexibility”

which are factors discovered through the interview were supported. Furthermore, the

model showed a high model fit rate even though new factors are added to the model.

From these points, we could say that this study has pointed out a fully new model

when cooperating with a Chinese MI.

We predict that “Consideration to Follower” was supported because as

mentioning several times Chinese MI has a high engagement to their followers.

Consequently, we could say that the characteristic of a Chinese MI has been proved

statistically.
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Next, we predict that “Flexibility” showed a positive correlation because

Chinese MI has high engagement with their followers and the product. A Chinese MI is

a specialist in a specific genre, and they tell good or bad without reserve. We anticipate

that this was supported because they never try to tell something wrong and do not

prefer to betray their followers which leads to an engagement with their followers.

Also, they are well detailed, they can tell what is good or bad which leads to an

engagement with the product. From these points of view, we predict “Flexibility”

showed a positive correlation being affected by their characteristics. These two new

factors being affected by the characteristic, we could say that when a Japanese

company cooperates with a Chinese MI, they will first have to understand their

characteristics.

When we look into the factors, “Honest Behavior” and “Trust” showed a

strong positive correlation. This could be constructed in a personal relational way

which means a relationship that could only be constructed through personal direct

communication. However, when we look at the factor that is not considered to be

important by a Chinese MI “Relationship Benefit” showed the lowest positive

correlation. This factor shows visible benefits such as monetary reward, to a Chinese

MI. This formal relationship way which normally made through making a legal

contract. As this factor is less considered, we could say that to cooperate with a Chinese

MI, a Japanese company has to show they are trustworthy in a personal relational way
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and not by a formal relationship. Interestingly, these days many research mentions

Trust and personal direct communication are important when constructing a

relationship and the same thing could be said when explaining relationship

construction with a totally new type of consumer MI.

As a conclusion, a Japanese company should construct a relationship in a

personal relational way with a Chinese MI.

6.2 Further Research

We had a semi-structured interview with 15 Chinese MI on purpose of

discovering the concrete actions that a company should take to construct relationships

in a personal relational way. The interview was conducted to the same sample in the

same way as Chapter 3.4. We will look into “Consideration to Follower”, “Flexibility”

because there is no such research about these new factors. Figurell is showing the

result.
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Figurell: Interview to Chinese MI (2)
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Source: Authors

“Consideration to Followers” special prize such as coupons and pre-sales to

the followers was one of the ways to show consideration to followers. Also, business

plans a company suggests should be considering the followers. Our interviewee gave us

an example of a company trying to make a MI who is a male to introduce their lipstick.

This may look strange but what if almost all the MI’s follower is a female who is
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concerned with cosmetics. This may make sense. When we cooperate with a Chinese
MI, we need to look carefully at the attribution of the follower to avoid mismatch and
make business plans that consider their followers.

“Flexibility” it is said that to give freedom of time and workspace should be
considered. In fact, freedom of content of the post was emphasized the most. When a
Chinese MI make a post of a product, they try to share the real voice of usage. From
their characteristics, they consider their followers the most and they prefer to
introduce a product honestly. Therefore, when cooperating with a Chinese MI a
company should let them say whatever they think and never force them to do or say
something. Looking into new factors, we could predict these two factors were
considered important because when they make actions their followers are always in
their minds.

In summary, to the factor “Consideration to Followers” a Japanese company
could make 2 actions which are: 1) Handing out special prize just for the followers 2)
Making business plans considering their followers as a target. To the factor
“Flexibility” a Japanese company could make 2 actions which are: 1) Share information
following the 2 steps 2) Let them share whatever information they want.

Comprehensively, when a Japanese company cooperates with a Chinese MI
treating the follower as well or more than a Chinese MI could be the most important

point for a great relationship and succeed in business.
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7. CONCLUSION

In this study, we investigated the potential of a Chinese MI to solve the

problems that a Japanese company is carrying when entering the Chinese market.

This could be said by following the solution to the three problems in the Introduction.

Here we will point out the 3STEP a Japanese company should follow.

STEP1: Searching for a Micro-Influencer Using EQM

We have invented a model to specify a MI. Also, we have pointed out numeral

standards which are calculated by n=176 Chinese influencers. Therefore, a Japanese

company should check whether the influencer qualifies the standard or not.

STEP2: Construct Relationship with a Chinese MI in a Personal Relational Way

We constructed a hypothesis model and tested the model using SEM. The

result showed a high model fit rate and all the factors showed a positive correlation.

Consequently, we declare a relationship constructed through personal direct way is

most effective for cooperation with a Chinese MI.

STEP3: Cooperate with a Chinese MI Through the Hoyer’s 4step

From the previous research and an interview with the Japanese company, we

were able to confirm the effects of Hoyer’s 4step. The effect shows correspondence with

the failure factor when entering the Chinese market. We could say that a Japanese

company should cooperate with a Chinese MI through Hoyer’s 4step.
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Following our 3STEP, we conclude that a Japanese company could succeed in the

Chinese market.

Now we make implications of our study. The theoretical implication is that

we have developed 2 new fields of influencer studies. The first field is that we have

enabled to measure the amount of engagement which is used to explain a MI. This

enables us to specify a MI very precisely because we could compare the MI by the score

of EQM. This is very important as well, because all the research we have looked into

has determined MI from their followers, not by the engagement. The second field is the

construction of a model when cooperating with a MI. This model shows what factor is

needed when a company cooperates with a MI. This model means a lot because there is

no such model that explains how to cooperate with a MI. Moreover, the result of

statistics showed a high model fit rate.

The practical implication is that we pointed out how a Japanese company

could find, construct a relationship, act after cooperation for great success in the

Chinese market which we have pointed out as the 3STEP a Japanese company should

follow.

As to the limitations of the research, we will discuss the 3rd step of our

3STEP. The limitation is that we were not able to generalize the effect of cooperation.

Because there are no research that explains cooperation we put emphasis on the way to

cooperate with the Chinese MI. This is because without the knowledge of the way to
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cooperate a Japanese company could not start a business. However, we were able to

check what kind of effect could be expected through the interview with 7 Japanese

companies but we did not get to the point of generalizing the effect. Future research

would point out the generalized effect for further infiltration of influencer business and

Japanese company success in the Chinese market through cooperation with Chinese

micro-influencer.
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Accompanying material 2 : Chinese consumer questionnaire (EQM)
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Accompanying material 3 : Chinese micro-influencer questionnaire (Hypothesis)
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