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ABSTRACT

At present, internet celebrity marketing has become a driving force for the growth of mobile 
e-commerce; however, it has also become more apparent that the credibility and authenticity of the 
internet celebrity is directly correlated to the success of the marketing model. Therefore, in order to 
entice consumers into purchasing products, cooperations and internet celebrities must be deemed 
trustworthy. In addition, there are several factors that influence the trust between internet celebrities 
and consumers. To highlight these factors, this paper constructed an internet celebrity marketing 
model from the perspective of trust and takes internet celebrity features, marketing character, and 
product factor as three constructs. Furthermore, eight independent variables are defined, and the 
corresponding items are designed. Through a quite large data survey and analysis, they have three 
findings: all eight independent variables have significant influence on trust, and internet celebrities’ 
popularity, interactivity, and professionalism are the top three important factors.
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INTRODUCTION

The number of individuals who accessed the Internet worldwide reached 4.95 billion by January 2022, 
or approximately 62.5% of the global total population, and China has the largest number of Internet 
users. By the end of 2021, the total number of Internet users reached 1.03 billion, with a penetration 
rate of 73%. The number of online shoppers reached 842 million, representing 81.6% of the total 
Internet user base. China’s e-commerce industry has been facilitated by the Internet’s widespread 
uses. Social media and mobile payments have enabled the transition of the traditional e-commerce 
industry to mobile social e-commerce. People who have become famous by means of the Internet 
become Internet celebrities who use the Internet as the main platform to spread their influence, and 
most of them applied their influence on marketing. Therefore, Internet celebrity marketing, and the 
economy that it has engendered, the Internet celebrity economy, are gradually emerging as a model 
for creating value on the Internet in contemporary mobile social e-commerce.
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Internet celebrity marketing refers to the commercial behaviors involved in promoting, selling, and 
distributing a product or service online, including advertising, pushing, publicity, endorsement, hard 
sale, and boosterism. It is distinct from the conventional model of e-commerce in that it possesses the 
fundamental benefit of strong social attributes. These attributes allow for improved direct interaction 
with customers and the provision of users with a more varied shopping experience, particularly on 
the proviso that certain influencers maintain their silence (Wei et al., 2022).

In the early stages of the development of the Internet celebrity economy, Internet celebrities were 
likely promoted through social platforms, such as Weibo, using words and images. With the emergence 
of a large number of short video platforms, such as Douyin and YouTube, in recent years, live streaming 
commerce has gradually become a new growth driver for the Internet celebrity economy. Additionally, 
the spread of COVID-19 has contributed to the growth of the live streaming e-commerce industry. 
According to statistics, the king of live streaming, Li Jiaqi, who ranks among the top Internet celebrity 
live streamers, had total sales of 11.5 billion yuan on a single live streaming show during the Double 
Eleven pre-sale night in 2021. It is evident that the integration of Internet celebrities and e-commerce 
has increased the industry’s prospects. Meanwhile, the expansion of Internet celebrities’ market shares 
has increased their market competitiveness. We should pay more attention to its Internet user groups to 
conform to the current fad, and perhaps even to better withstand the Internet celebrity economy’s tide. 
In this situation, it is essential to understand how the ordering behavior of customers in live streaming 
rooms is affected, which has become a focus of both industry and academia.

Employing the most fundamental level of Internet celebrity marketing as a starting foothold, 
we establish the relevant dependent variables by analyzing the three primary aspects. These include 
individual characteristics of Internet celebrities, Internet celebrity marketing characteristics, and 
product features, all of which are most closely related (Park et al., 2020). On this basis, the most 
fundamental trust in the social and fan economy is applied as an intermediary variable to examine 
its impact on consumers’ final purchase intent. The findings presented in this paper have significant 
practical implications for advancing the growth of the Internet celebrity marketing industry.

RELATED RESEARCH

Internet Celebrity and E-Commerce
Under the wave of Internet development, a large number of famous people who went viral on the 
Internet have emerged one after another, and the term Internet celebrity has gradually become a 
popular search term on the most prominent Internet search engines. According to Li (2018), Internet 
celebrities are people who gain fame through the Internet and have the ability to influence others. 
They have a certain number of followers, a high level of interactivity, and substantial business 
value (Li, 2018). Internet celebrity e-commerce is a novel business model that integrates Internet 
celebrities and e-commerce organically. In this model, Internet celebrities promote products as opinion 
leaders and drive fan consumption, thereby realizing economic benefits at the center of the industry 
chain (Han, 2020). Internet celebrity e-commerce has significant advantages over the traditional 
e-commerce industry, including real-time feature, personalization, and high information spreading 
power. During interactions with fans, Internet celebrities can significantly stimulate the environment, 
arouse the fans’ consumption psychology, and immediately match psychological feelings and trading 
behaviors. Similarly, Internet celebrity live streaming e-commerce can present transaction scenarios 
and encourage instantaneous consumption (Si, 2021).

Influencing Factors of Internet Celebrity Marketing
Numerous researchers have investigated the effects of the Internet celebrity model on consumer 
behavior, which can primarily be categorized into two perspectives: the individual characteristics 
of Internet celebrities and the social interaction between Internet celebrities and users. From the 



 

 

16 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/propaganda-information-of-internet-

celebrity-influence/318128

Related Content

E-Government adoption in Nigeria and the Journey So Far: The End of

Corruption?
Sola Oni (2017). Design Solutions for User-Centric Information Systems (pp. 44-62).

www.irma-international.org/chapter/e-government-adoption-in-nigeria-and-the-journey-so-

far/173965

E-Commerce Review Sentiment Analysis and Purchase Intention Prediction

Based on Deep Learning Technology
Xiaoye Ma, Yanyan Liand Muhammad Asif (2024). Journal of Organizational and End

User Computing (pp. 1-29).

www.irma-international.org/article/e-commerce-review-sentiment-analysis-and-purchase-

intention-prediction-based-on-deep-learning-technology/335122

The Implications of Social Influence Theory on Continuance Intention for

Social Networking Among Chinese University Students
Xuan Xiaoand Tienan Wang (2016). Journal of Organizational and End User

Computing (pp. 55-72).

www.irma-international.org/article/the-implications-of-social-influence-theory-on-continuance-

intention-for-social-networking-among-chinese-university-students/162773

Design of the PromoPad: An Automated Augmented-Reality Shopping

Assistant
Wei Zhu, Charles B. Owen, Hairong Liand Joo-Hyun Lee (2010). Computational

Advancements in End-User Technologies: Emerging Models and Frameworks  (pp.

193-205).

www.irma-international.org/chapter/design-promopad-automated-augmented-reality/38093

WPKT: Work Process Knowledge Template for Codification of Organizational

Process Knowledge
Akhilesh Bajajand Meredith Bates-Thornton (2017). Journal of Organizational and

End User Computing (pp. 24-48).

www.irma-international.org/article/wpkt/181675

http://www.igi-global.com/article/propaganda-information-of-internet-celebrity-influence/318128
http://www.igi-global.com/article/propaganda-information-of-internet-celebrity-influence/318128
http://www.igi-global.com/article/propaganda-information-of-internet-celebrity-influence/318128
http://www.irma-international.org/chapter/e-government-adoption-in-nigeria-and-the-journey-so-far/173965
http://www.irma-international.org/chapter/e-government-adoption-in-nigeria-and-the-journey-so-far/173965
http://www.irma-international.org/article/e-commerce-review-sentiment-analysis-and-purchase-intention-prediction-based-on-deep-learning-technology/335122
http://www.irma-international.org/article/e-commerce-review-sentiment-analysis-and-purchase-intention-prediction-based-on-deep-learning-technology/335122
http://www.irma-international.org/article/the-implications-of-social-influence-theory-on-continuance-intention-for-social-networking-among-chinese-university-students/162773
http://www.irma-international.org/article/the-implications-of-social-influence-theory-on-continuance-intention-for-social-networking-among-chinese-university-students/162773
http://www.irma-international.org/chapter/design-promopad-automated-augmented-reality/38093
http://www.irma-international.org/article/wpkt/181675

