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Research on the influence of internet celebrity
influence marketing on consumers' purchase intention
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Abstract

The growth of the Internet has not only allowed us to pass daily information
more quickly, but also created a large number of influencer in it. Because
influencer have huge fans and supporters, they often play the role of key opinion
leaders in our daily lives. Today's manufacturers, when marketing their products,
also choose to cooperate with influencer who have a lot of attention, and the
influencer will publicity manufacturers products to help their marketing. The
purpose of this research is to analyze whether influencer marketing has an
influence on people who usually pay attention to online celebrities through
online questionnaire.The research is carried out on different levels: "source
characteristics and endorsement effectiveness", "advertorial contents and
consumer attitude", " match between celebrity and product ", and "match between

influencer and product". The results of this research are expected to be able to



understand whether the influencer marketing will increase the purchase intention
of the people who are paying attention to the influencer.

The final result concluded that "source characteristics and endorsement
effectiveness" and " match between celebrity and product" are not enough
to influence consumers' willingness to buy. It is suggested that the research
direction in the future can move towards the detailed investigation of ethnic

groups, so as to obtain accurate research results of different ethnic groups.

Keyword: influencer marketing, influencer influence, purchase intension,
advertorial contents and consumer attitude, match between celebrity and produc,
The impact of influencer marketing on consumers.
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