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Research on the determinants of consumer purchasing intention

under the internet celebrity model
TAO Jinguo ZI Yongzhen

School of International Economics and Trade Nanjing University of Finance and Economics Nanjing 210023 China)

Abstract: This paper investigates the impact of the internet celebrity on the consumer behavior through the form of ques—

tionnaire and summarizes the main characteristics of the consumer behavior in the internet celebrity model. Based on the litera—

ture

s about the determinants influencing the behavior of online shoppers this paper constructs a multiple regression model of the

factors influencing consumers” purchasing behavior in internet celebrities” stores. The results show that the product quality the

specialization of online stores and the role of internet celebrity have a great influence on consumers” purchasing behavior. On this

basis we put forward the further development direction of internet celebrity e-commerce business: (Demphasizing on the quality

of products and services to improve the core competitiveness; (2) setting up a private and customized production line to meet the

individual needs of consumption; @)paying appropriate attention to the role of the internet celebrity to increase the fan flow as

key

opinion leaders nurturing the fan base of enterprise brand; @making full use of multi-channel marketing. The internet ce—

lebrity e-commerce business can use a variety of social media platforms to enhance the interaction with the consumers and im-

plement the multi-channel promotion so as to adapt to the consumers” multi-channel fragmentation of shopping.

Key words: internet celebrity model; consumer behavior; internet celebrity e-commerce business; development direction



