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Research on advertising identifiable in We-Media KOL marketing
ZENG Zhaowang
(Boss & Young Attorneys at Law, Shanghai 200010, China)

Abstract; With the rapid development of social media, live broadcast platforms, web clips and other We-
Media, the Key opinion leader (KOL) marketing approach has become a new promotion model favored by fashion
brands. The We— Media KOL marketing is essentially a commercial advertising act. However, in practice, it fails
to implement the advertising identifiable system which is clearly stipulated in the Advertising Law of PRC. Under
this circumstance, the right to know of consumers could not be guaranteed and industry chaos would be generated
accordingly, which would improve the difficulty of government supervision and be adverse to the sustainable
development of this industry. Based on the specific regulations of advertising identifiable system and the
characteristics of the We — Media KOL marketing approach, this essay analyzes the dilemma of the
advertising identifiable system under the We-Media KOL marketing model and the reasons for the
dilemma. Moreover, it clarifies the importance of the implementation of advertising identifiable system in
the We-Media KOL marketing activities and gives suggestions on how to help the We-Media KOL
marketing model implement the advertising identifiable system.
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