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=. HIEEHN NS

(— AR IAR T B S BB 2

SO B B A B 5] th Brown Al Hayes i H , AT H S0 58 B e <3 i X e vk
TEMFEAT RN I 68 A A2 B S 5 5 e B sl , O 2 AR AR i ) 52 i) g 4 5
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WA LA, dnfm) C RE RS 2 520 0 ZE A (4N, 1E ) b jUE BARRE P2 THI A () , 5%
Mo BB 5 CTMUE BS AN C R BB A = AR M B R W 940, 520 5 8BS S0 k8 Bl 14 1E [m) 11
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PR 5 PME (KaplanfilHaenlein, 2010 ) , ‘B 202 T A5 A48 9 7720 (Labrecque, 2014 )  f1 4>
A S AR %) B ) V) 30 35 A0 A8 SR Z2 4 B R a] | 6T A5 A% 7438 (Berthon®, 2008 ) o B AN
ISR fRT B B AR N H , B8 2 PR B 2R VA 1 5 RIS A+ S A RS B2l 20
145 T 3 5 B I S A B B RE IR BUA T AU AR REVE 1], [RIBsf i 4 A B PR A A 486 i, 3
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A AR BR8] 1) SO 22 5065 136 AN TR PR A X B B N B R R 22 Ak N 5
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— G A A A S8 LU $ESE (Mangold FliFaulds, 2009 ) o AE 2 AL IA B R 25 F 15 B #E
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(=) F2Mm 5 B 0 B 2F R A S LA e 2

FE AR SRR AL S AL AT & T AKSE B FRF T3 H 4% A1 ST T P Koms 2244
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Sy BB SVE R £ B Y RRIE (WL6)

FEESAIARSE e 2 A TR LR S 2 TR ER NS (SR8 5 G0 I 55 ), T PE KK 22
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BRECSE NI Z b I AEAE B 2 o e FULSE 0 5 48 FR ot RO 8558 = AL ISR R Bl
B T 52 . 58 25 HAcHE i i BB/ N5E T 5 52 B A BB EE 9 R L T A4
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A e 22 285 (O T B
S5z e 00 2 RS I-A4 DA 52 Wl e JEE
pRs)

Kb by 22 TR A R (Rl )&
BALHEIERE, I H Al AFE4 R 0 De Veirman%5:(2017)
&

HA G nE B A5 B R

M FEACE AT LR E A AE BT
{5, I\ S A A9 E #S LouflYuan(2019)
Gl

L BOE— R U, A%
BN ST T

Al i SR E A AR, i LS R
i HARTH 943 5 o 5N
L AT 1 Al R AR T 2
S AT REHE A el fF AT R L

TorresZ:(2019)

M B ERE LB B
FORFES AR A —EE R A
Mo AR bl o 5 T
e B A N A 17 01 B o WA
I AE AN O

R e A P b N
Fo I EL I, AT 50
B R R B, AT RESE
LR e A 3B 1) il R A

Duffy(2017);
Audrezet3(2020);
WellmanZ% (2020 )

Z 5

S R NN AT A
SALAE B L= A C A
PINEE, IE LRI 5 | TH 2

FESZNR T 9% 2 W SE PSR T, 50
FOIER B A A% 158 115 8, GefllGretzel (2018 )
SRR L

S A 5 AL 58 0 DL AT
(AR i sy R (R NRS AT X7/ PN
FEFAD i At 22 M 46 20 505

UL AT 7 AR B AL G h s 2 S

YEF B E % P A ] I JT Casalod@s:(2018);
O E S PR ML KifKim(2019)
17 ¥ B RN

M RRERA 24 NSy, AT
o AR EAREE [ RATIE 1M
2, WA AN

AT FAE G NV, & A1l
PR NSRS AR, 32 25 #A Schouten®5(2019)
R ARG 44 N EEAR AT

SR AR S R AR S IS
il KR A

R AL R B S8 5 1
TN Z R 25 3R 3, AR A #IA Shan®%(2020)
AR AT SE A R

GBI A S B B

Wi HA AN B0y (B 5L 52 NI TE A0 A TH B A S AR i AL 54 N
FRIAE A AE , Schouten& (2019 ) AAIFST 22 BHZ MR 5 X1 9% B R Ul HL AR S 4 N A Ui IR ) H(E
PG ARAE S BRA TG B G 24 N HE 5 10 B P RE B ARG AR, —J7 187, VF 22 iU 52 0
SRV NHRF XS ML LT HEE, At AA AT ; 55— 7, i 2 e e NS Test &
A& B AT A NS AL, 2 HENA 24 NG ik 50 B, 520
HWATFR A4 A (micro celebrity ) , JEAL G4 NTEAT SAVIIARIREE T HOHT &R

(VY )5 M 5 4 1) (B B

FE S AR FZ W 3 B R AR T AT TAS ST LA fk R s i) G Y 9% 2, 1 EL3S v] LA ik
P25 ) B A 8 A AR IG5 8 A o 52 T o 35 R A Al 590 9% o =2 Il A 0 O 2R el 2 1) — b
2 (GeFlGretzel , 2018 ) o 3 425 19 0 R A AR Al 5 A9 A7 B 2 307 =X [R) s A= 14
M EAAR R BT, i T2 A 80 T H RMME M M R, R i it
A4 b R AT ARAS R E B, UE— 2B 82T A B s ) 54t S AT BE (Jin il
Mugqgaddam, 2019 ) o X8 %4 UL, AT T DA FE T 52 0 5 Pt ERA b3 RAS = S A 8., PRI =X
JRURE: , RIERH A2 1 O 5 R e 2 YA 38 S8 I 0 B i, 3 R A o o TR T Al e i, 45 Pz 5
M 55 B N AR B T 5 8, T LS 98 2% 8 1 LS B2 (Munnukka 55,2019 ) 3K 5 &

P2t T 4. R Rt 5 R 2
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(Jiménez-CastilloflISanchez-Fernandez,2019 ) .2k [ 4 (Hughes%5,2019 ) S50 23 7= A FUb 2
W, A8 AT 3T 300 %0 K i B 42 (JinfiMuqaddam, 2019 ), 5 F 1 38 0] LIRS Afh4s
A28 H Sl — 4575 45 (Casalo%5:, 2018 ; Hwang F1Zhang , 2018 ) .

M. 00 S 5HH Bz A s

SN S SRR Al A B M B T RN E R RNk TR AL S Bk
8 o S B B A A A I PR S, TG L, R 2B AU BLAS 5 AT R T AR
SCHRSCHETA L B B (LIAT2 ) e S AR R, BB 1 S R85 35 B 90 B A DY A 2 20 P 40
Sl )RR AR R B DR R B S R B (LART )

®7 HWEEHNNAIE

B WEE D) FEA, EEIRE
Djafarovafll W .
Rushworth(2017) G 577 A OGP i 2 R R W S 5

TN R [ Ll T T S P T30
Breves 5 (2019) I ; BANI #4151 FH 52 2 HE X AU B0 e )8 AT s

Pt i
k S5 s T T Jaapp 5 T T30 Z T R B T Dk o
Huf(2020) gy o o g 2 2 G app frfEfii
KAIKGm(2019)  Hl A& R B T B B0, s B B, W
Schouten$(2019) BAIIE 1L 25 A4 AN 5 TATRL, TR FHIPTEhn  WRoee
De Veirman% YE B 2o SR E 2GR  (H Bk 2 5E S

(2017) ARG B i S
Loufyuan(2010) HECEHHIEIR & BLUM TG UL BLIRBLH BT IOT G L
S LR T A 1 B 1 3 T B

SN B A AR T il R R Y i e S T S A kR A2
FRRRAEEE Torres®F(2019)  fih ML HE W 3K 5 B 22 B R 4 5 | 1 RIS I 45 5 i i —
HERY R

PR 5
W) 3 7 SR

{;ﬁxmmwm SR 2 T SR Y (AT BT R (5 T
. B #5518 9 PR FI RO % 00— 5P R 2K e
Shan(2020) i ahpURRERNL BT AR S
;ggﬁgﬁw SRR B S A 1T 7= e R
s amener SO v L KO I IR, S R R
Rl U, ST T L 5 MK
HwangMiZhang 5200 538 B A HEAE 23 0C RS2 T 2% 4 I 4 RS FH P OCR
(2018) B o A
Hughes (2019) B2 R4 T U3 S M8 5 5 @ﬁig;
— ﬁﬁﬁ@gﬁ” AT U R 5 A R 2 IR Tl R LR
VBRI TR % R ) AT 4

=gl (2020)

THIH 5 mE Z WA F&'?é? TH R 1 s e )
Delbaere5(2020) HMNAESFMITH S LM EEHEFES5NEE HE25
i
TERIRUR : A SCHE B I
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(— )M H B AR S8 N ]

M—E R B LR, s 5 i e AT LT R AR ) 4 P BT 4 38R (Brown Al Hayes,
2008 ) o A IR i 5 9 5E ) g S AU X ) 5 P B R L I 5 | ) o S Em A 1120 194 [

e oy A b ) ey @ = IR R T L R VA a 'l S A S = I 1 T (I e S NN R A b
A B A S A A ) B R R A EE A (A SR, R R A T
PR IO FH 0TI 2 — o 5 M 5 X T 98 2 WA S DR SR A L RS i 7 o GHIH B 5 R, 52 2 L Ak 2
A R T A B T AE I 2 2 ) e i i AR v AT B R A O R (Dao%$,2014)
[ 5 10 2 A B P PR 25 A0 B 0 AN (B RN 2 SR (B (Lou Ml Yuan, 2019) , 3K BB -1 9% 204
A5 BB (Ducoffe, 1996 ) o REMA A= il N 255308 5 23 I AN NRHIE , 438 Bl ffit
T PRI , T REAS B2 T B A M 3K 28 B (Breves 5, 2019 ; Hu%%, 2020 )

(A AR T B 0, 78R S 2 B A7 45 8 B I 75 1 B 5 v B M B, Influencer
Marketing Hub (2020 ) (3£ 2 B, M2 2/3 132 Ui 5 e Dy i s 5 v, B i A 14% 0 5200
T OC A S VE I o Al 78 STt R e 8 A B AT R X ek I S PR R, AR
PR (Fe N A AT e T3 B AR DR AR 1Y )45 ), 5 UL ARG S0 A2 i BT R S e 2 A 3R
BRI LA I (Nieto, 2018 ) o 520 5 FS T A8 AT I 1 ) JA 25 | S G

()52 5 8 A o A B A 1

SN E RS T AR T AN B G ) (LouiTYuan, 2019 ) . FEA A58 R B SZ M & 5 5
A HREE AT DA RO S RAT I EIE 4 (G 2 S B T — DA I SE B8 (De Veirman
& 2017 ;Jiménez-CastilloflISanchez-Fernandez,2019; LoufllYuan, 2019 ) - 2L B4 R iV A%
T B T B R A 48 A VR 1 08 e B TR — R
SR 5| T R EAB R (KiFTKim, 2019 ), Ay 78347 LS A% B o] LA i 52 i 5 R i e 2
ARBEAR LUK, 3T McCracken (1989 ) H th 1 B UL RSB , 24 N5 i REURR I 22 T LA el 2 iy
W4, s A [RE TT LSRG S MU 42 B, 2 0 B T AT 2% 8 0T R %) T ¢
{E AN 3K 2 5 (Jiménez-CastilloflSanchez-Fernandez, 2019 ).,

A IG5 5 S R = — S50tk 2 O R T B AR AR B S AL SO R AIG
(Wong?§,2020) , T e 14— S50 ) 23 59 35 1 5 52 0 25 114 7 A5 BE R L IRBOR (Breves %,
2019 ), 52 M 9 5% i R 25 BE RN 3K B (Torres®, 2019 ), i 23 2 i 2 & 19T 45 R 317K
F-(De CiccoF, 2020 ) o PRI SR T3 — s, 2448 F A AIE S A R i 9 TE S AR VL il
B}, T 2% 4 ] BES X5 BRI Y P S BB A (Kamins AIGupta, 1994 ) o (H & H /i i JGHH
Bff B bR A A 2 it L5 5 i o %) — 350 o AR ke T L, P 458 5 i R AT S52 i) 5 DG B8 1 R 28 LA e
ICUEIR R Z M) 0 OC R A TRIFSY , DA A S N 53 A fn] s s i 2 Pt AN 4

(=) 5 5 A 1 ARV B h A R

S B R AR A T THT I BB . 1 U e el 2 DR B BRI R 2 — | SR B Y O
2 R4 (Brown MlIReingen , 1987 ; Daugherty #l1Hoffman, 2014 ) . 1538 & 14 3 & 0O ELSEF
W, EA 58 m B AT {5 BE AR B I 22 At S ALt i 2 B 2 By, 2403 1 85 B
B3 & B R PE 1 9% 4 #0 €0 (Ge M Gretzel , 2018 ), & L AL & AU A7 ROR IR (Grave, 2019 )
FE A RE MR 2 ) 38 B 7 LR T A 5 B AR B 47 1 545 (De Veirmani,2017).

A FIE R, 5 2 5 G Rl R) AR A 2 06 2R 4 3 i 2% I 4 11 Rt A i I
(Hwang#1Zhang, 2018 ) , 5% M 2 38 i< W 26 RZ A g v] LUAT ROR R 46 TR A 7 o R, B2
FH 255 8 06 S R A 0 (B (Jiménez-Castillof1Sanchez-Fernandez , 2019 ) . i Sl ik 22 1l 4>
b I ) FH 2 i 2 A S A A48 FL ™ 5 5 R TR, il Sk S AR AR s ma 2 A T

P2t T 4. R Rt 5 R 2
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DL — 17 A S 0% b R, P 204 1R R — 4 S A A i 2 2R 5 7 R )
(Grave,2019),

(V0 )50 5 8 A AR 2 OC R A B % 1

SN B A BT Al B OC F A8 B TR U2 OC 2R A8 Bl AR P S S BB il R AN Y
R T HE S ST O R ARAR SE PR, il 75 B OR & 17 2% (Pansari fllKumar, 2017 )
U, b e R HAR O A T A A7, B T2 5ME X R EAR T AT RE &
J& H AR89 52 3 (Pansari fllKumar, 2017 ; Berne-Manero fllMarzo-Navarro, 2020 ) . Jili & 5 5 & —Fff
B3 A AN = I G ZR T S 55 B Sl o I o

SN 5 1B B 7 ) A 135 JRRIR R S s i 8 B PR AR 2 — IR IR 6 B, s B g T LA
WA S E S R R R R E S S, N5 & B AR
(Delbaere&s, 2020 ) o AR A5 AR B WL, , Al R 52w 8 B SR s, A AL S e i
M) 5 W5 | TS TR, S bl 145 S R L 3, B &l e & 2 5, 5iE 38 dr R ¢
% (Berne-ManeroflIMarzo-Navarro, 2020 ) . 5% i 2 FIE Bl & 015 B 2 A ) T am s 2 5 0
.0 (Reinikainen4$,2020) , 8758 5y i 14 2 45 1 Jo 2B E , 2 % 22 5 (Hughes %5, 2019;
Jiménez-CastilloflISanchez-Fernandez, 2019 ) , W 5 | 55 Z2 & I B0 4 o 38 1o 52 0w 25 ] DGR 2 9 5
25 (Hughes%,2019) , iXX i s 2 5 B RO T 4l 385 65 SR w0 A 50 A7 B RS A (e, $2 7
i R 42 RN U % ( Berne-Manero flIMarzo-Navarro , 2020 ) .

#. #IEEHNERVEH

2RSS SE 0 B B R VR N TEALE] B RS WIIRA AT 5 A A i 25 B 6 R A
YEH R OCHE R R AE TR S5 2 Z M G &R T 23 S s 2 Z [ B A5 AR B0 ] O¢
F, AT LAG | AT P W RIS B , IR B SE S B STy H 1) BEE BFRE ATER A, 35 T
EHRRGESINFEZ AN R A 2 ZR R T 2 8 S B Z M R, i —
R I B A RV E FBLE

(— ) P (5 T AR Y

A BTN A E TR B 8 - AR SR EE RN R 22— (WLEI3) , s i i 9% 4 (5 Tk
SR e T R R AR T A B AT Y L 2RI S8 TR IR T {5 B e i 5 5 P VB (Djafarova
FIRushworth,2017; LouflYuan, 2019 ; X JKUZ245, 2020 ) K U8 1] {5 B BRIS T /2 b T A58 A64%
SEMESL 0, AR 12 N B sEma B R i, RO 2 5 B R 5% 3 a5 Bk U2 5 B Uil
71 - HovlandFl1Weiss (1951 )IA M5 B B9A R e 15 BRI <Ll e M nl {5 B8 mi & H8 05
SR FIR AN 7 REHOA R RE S PR A 25 BB RR T JS & 16 15 B R A i S RN K
AR A BIRARHE 0 A TR A5 B A BE ) (Stubb%§,2019) - McGuire (1985 )2 1 TR IR ML 5] Jj#5
AL AN A5 B A R B TR U 51 ) o Torres3 (2019 ) 57 3 B2 i 2 WL 5| )
Kot i RS B ) S 72 I 24946 52 ] Ohanian (1990 ) X S R v {5 B BS UEAT T 4P FT AL HE , 421
SRR AT BE N AL & Bl T SRR S | ) = AN 4E R X RVZESE (2020 ) A A SR IR AT {5 B2 iR N
AT M

BRAIE TS BEAL 52 mm & AR N A5 B E (LouflYuan, 2019) JH SR H GRS 55
T B RN 0T 5 B () B LR IR R (Xiao %, 2018 ) . Lo Yuan (2019 ) IAFFE UE B 52
M 505 A2 B S AN (BRI AR AN (B 23 52 M T 2 8 AR AT KT o S A R T 23 5 By A]
M A A AR W T 45 AR O (B D) AT DL RO 2 B S B R R B
Pornpitakpan (2004) [ fF5E £ MR B2 5 B 515 B IREAME BN 5 B SA AR BARRT
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PERLR B AR YELouFTYuan (2019 ) . TorresZ (2019 ) FIXI R ZE 25 (2020 VBB
3 EBREEERMER

PUXEER B 5 B S 5] LIS AT TG BIEA G BN A E S IH &G B S5 ik
e, T AR B P R SR AR A B S0 T A 1S 5 R, A T S8 A0 i B2 R IEA
HEIR B TE B Y sE B S NS ST S B IR DGR T B SR Z 1 5 DA
& BT {5 B (Petty fllCacioppo, 1986 ) .

TSRS T AT AT A B 5 e 25 B R A LIS T e, 45 T R2 i 5 S B e
33 7 St RN S R B, IS T B 8 T ) BRI B B AR AT /K S5 T T A SE FHANEL, (Had TR
PIH 25 B HE BRI AL B 7R, 20 13 2% 28 X 52 M 25 ) e S D] 28 XY 2% B R (52 ), AR X 52
Mo 5 518 B 3 22 [B) A I B OG 2R 0 52 i 5 8 1 e I NG — A B (R AR b (R AR
INFEAEFIE S L (McAllister, 1995 ) AFIFE RS2 JRIE Y, KGR 20U B IS5 B 5
KA 72 S R B ) — D7 R 0T LMG AT, i 85 A 2 2 7 78 PR oC R AN el iy 2
(Johnson#fIGrayson, 2005 ; Chen%,2019 ) . Calefato%5 (2015 ) F1Chen%¥ (2019 ) 7T F BH A3
AR T B9E AT AT RE OB AT VS B 5 AT e (Rl Ry o BRAG 52 0 5 7 B A 5 5 S T DA
AR AT BAR T SEME LA BE I MG 2, BB R IR A 1R )12 R At S AR A i 2
555 2834 Z [ A A5 A 56 ZR 025 ) 248 B T 1 ity A SR I 7 1] AL B8N A S AT 518 185
EHENFEXREIT.

(ZOIHTEE AR A

AR BTN L 58 0 0 5% ) 355 B R FEVE R D) — 252 i R 3R A S5 e e
(Kelman, 1961 )1\ A , AN 233 2ef 028 A A JEREN Bl FITE2 i 25 22 ] A9 O 25 TR G2 i 2 T 8 5
HABEEA TR, A FE N A RIAN AL = A7 T o TA TR 38 A AR R R 5 s o — A AT 3R
o e, el 3 A6 50— D A AIHMB SRS BB T 8 B A o A WS A A ] Y 77 A 32 2L
APRRR IR - (1) 2474 2 R BUAATT-5 52 0m 2 0 I8 A7 AEAR DI, B A e b L (] () 48R
{EXLAEFE S (Schoutens, 2019 ), >k H T SEBR A AU 2 B AR UM A Rl it 2 7= Az, A5 At
1A AT RER R m & (540 S EA117 R (Kelman, 2006 ) . (2) 24 5200 35 (R G230 e TE 25 4
X E CERUE 2 0 B R (FRAR—20hE ) 4 204 i 2 1 A AR S R 2 IR RN 32
ARINTR S — A N R B, R —FP AR ZEG ) — > A —FER JE R (Shan%%, 2020) . M X Fh A [F]
TR 23 X B8 B I B4 T R e R s, Rk 4 28 A (B 235 R A = &M 26 30 (o ki 55
2020).
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X 5 McCracken (1989 ) JUrié th (1) 5 SUEE R BIRIAAT & , TH 28 4 X2 i 2 B I5C AR 25 (i 52 1
FHACE P S B RS — S8R [ 520 2 B SR B S, 520 2 K SO A (B DAt BRI 7 i
rh gt ok T B I SR Bl i  AERERNIE SR B FRIE S, DT 2 A CXTEEE 4
HiE2K . Kamins FGupta (1994 )& Hi 4 VT BLABR 15 A R 52 2 5 il R ) — B A 1 il 2 &
JAZ SN T A% 3 ) RN, 72 A TR A 235 SR O DRI, T 2% 3 38 3 D) S 52 W 2 30 45 18 7
HARAGX B 7= S Hh IR 52 3 S, LA R THAT T A FAE 2 (EscalasFl1Bettman, 2017 ) . {H &
T TR IS RO A AT S S e R T RT RE S R A 2
2, NI GV A L N 2505 8, X2 2 1975 i sl A= P %E (Shans, 2020 ) . fifi 5 il
TIEFEBIRA, AT RE S P A — SN T 5 1 AU 25 R TH 9 nT Re U\ s e 2 i sk
THHB R T AR XS A e A e

XuFPratt(2018 )iz HHEAUE 4 532 5 TP 5 — S MBI AR i i B PR TR e 1 b
Y HEACH S A AR 2 M 2 A T A R, R X A — B 5 5 1) B IE A OC o Shan %5 (2020 ) AfF
7T ARAIE R 52 m 5 I 52— SRR T DT 2% 34 0 RSB L R i R 3K S ) 5
M . Schouten%5 (2019 )18 T B AF LR A WA [T 45 A 2 s2 ) o A WF SR 45 SR 3=
B p SRR R 0 TR S AE B8 B IRINADE S0 — 850 Sl A B AT 45 5, 5] B
TH PR F T B R A0 S RS B AN S s rh Az 252 (L 1E14) .

HME LR
\\ SR
// AL \
T VR AR
MBS \\ / WA 3
/ ﬁﬁﬂé%—‘ﬁ'ﬁ O ﬂﬁ ﬁ[[ﬁ;
WREIAET S i

YRR : H4 Schouten (2019 ) FIShan: (2020 )4
B4 HEEARRER

AT IH % (5 AR B | 3 2 A R B S Y 2 4 1 B 3l , T 9 4 1 8 A
B K KR B A AR ST E LSS TR B RS R T 2 U A R
TRERS 053 7 98 S a2 Z B 0GR 7RG AT SN RIOh 2 A A7 A R 2R B8 5 i 7
T gy [FE SRS X AR AR R T i — e R

() EETF A S E ) St 20 R B2 B E A VE FPL

AR FEN B B A HALEIAT 5T O S — 2 R, BISEE A 5 IA RIS 0m & E i S0
FEAAILEIS T A BEAR R (AT AR VS S 2 R i o 2 R A DG FR N R AR, A TR

S A S H B WAt & 00 R GAERE A BB R R 4 AN 9 4 2 (R R 6 R AR it 7
(JinflIRyu,2020; SokolovafliKefi, 2020 ; Reinikainen%5, 2020 ).,

4122 H 8l (parasocial interaction, PSI)+8 -5 WA A Wy 18] 49 15 £ %k A 15 ) 36 (Brown,,
2015;Ferchaud,2017), BERI5E TIH % E 5 BARsm & 1A RS0 B 3] 520 5 5 h i 9%
HRE SR E AT A A S, A A O AR FUREZ 18 3% 2 X 52 35 kA B 9 A0 J
W5, A R PPIS B A 55 (Dibbleds, 2016 )

Wit 235K 2 (parasocial relationship , PSR)FEMARFN 4 N B AY R H R, A KT Hb 7% 5
FEREAR W) BT ARG B v, R R X6 44 NI 25 %% R, AT 25 06 R i 2377 2E (Horton FIWohl,
1956) AT 23 AL SR T O FR2%  FEANFIE v 32 21 )12 R0, 1 2 & e 2]
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DU A 22 5C RME &R AR (JinFIRyu, 2020 )  FERZ I B A v, S0 FARSEHE 2L &
BEATIE BN, I P8 X A IS i i T A AR A S AT & L i S B Y it
b, M) F I IR 11 9 A R R BRI SE T, IR T T 1M 2 ) iR A
JERERIRR, X S ok 2 ik =% 2 (] p At 2 B8l (P8 Rl 25 & i A S A
725 ) o I B AR A A 2 BB IR N A R IR X R 2 e RS

HERE 2 BBl AR 2 5 RAEZ AR 5T R B R (T, A SORs P X 20Tk (L8 -

HEAE 2 B SR A0 AUEAE T AT sl At rp R 8l o SO — R T B S ik
PV H B AIRES 1A S O RIEAE WA S B Sl A e R R Hh R U AR 5 AR N ) 2 [R5 A1)
K% (Brown,2015; Dibbles, 2016 ) , 3X Fl G F R 22 J2 L[] 1 A 25 0C &R AT LAGE i i S5 1 ofet:
SYH G RINGE AL S B B S AR B B A SR an , B R S B S S S A A
TR ) B R A2 S A AL S AR A R A, IR AT R A N A S
(Labrecque,2014),

®8 HEMSEHSEHSKXRNERILE

H i H Wtk &) W &R 2 AR FANE SRk
L WA BB R, Tr 2 52 WA & H S I R S
R s n e ke 2 S Brown(2015); Dibble(2016)
S ARYIG B AR FR
FFAE AAEI G B AE R T IR Lim%5(2020) ; Hsu(2020)
W Ja) H 5 LGP
REHAREEREZE  WWIRVEM
Wi N AR B S Chung#lCho (2017 ) ; Reinikainen%f
> BB SR FRAOLRE AR (2020)

RINERESHE FTHAFE RS

GBI A S BB

At 2 B ) 5 a2 O R BS h k20 B 52 e 2 E B AR LR A R T 28l o5
Mol 5 571 9% 8 A A 2 B B AEA 230G 2R S XHH B B W SRR3R 7 A6 S ) o 5 T 2 55 0 225 1)
AT 2 H B2 i 2% 4 K 72 2 (JinfilRyu, 2020 ; SokolovafllKefi, 2020 ) , JH 2% & 55204 2
[B] FA) HE AT 25 56 Z2 52 M) JB R AT 5 2 A 2257 (Reinikainen® , 2020 ) A AL BAA- G1E T8 5
SN VR Y TG TR T A [R) RS ] BRI, 455 19 93 M2 & B8 i, iR
P Z [A) AEAE 2 G R ERAE T JEA T 2% 38 550 i 2 22 1) 1) O R itE— 20 2 )V 2 35 452 5 )
BT RATT 5 W R SO 52 2 I s 45 7 i (R 2 B RN TR o 5 M) 2 0 I 2 1) 32 8 i PR 5
Wi 2 T 288 Z AN OC R X — R R IR IR S E R

BRI, A 1 ik — 2 PR S e 2 5 v S i 5 T 2 OC R A A R i R e A O
I8 GH B (ZA) MEFE S T8 MRS 0GR AR BRI B B S A E IBLT , A SCHERE A
(AR BONRIBE R B S ah L, 45 G Wit 25 5. 8h RfErt 25 G R BS , 32 H 520 25 5 A L A e
FEHEZR(ILIEIS) o

FE 52 R 2 5 A3 98 2 Ae At o AR b A0 B Bl 2 X 23 7 42 %2 I (Reinikainen

2020) AT A5 BIRRIRZ W E A5 1 Lk Pk 2 J i R fidt 2 B2l (U BE e

B F R A 2 AR (AT TR OGTE (P MRAREE ) , BRI B2 M 5 69 S (i A AT

W KA ) P 325 ) o 9 S BE AR M AR B — Bk S b ot S e 2 e O HEAE 2 LBl
WAL 220G R IFEM AT, JinFiMuqaddam (2019) Y RIFSE TE SERE IR 2 78 B9 h 1T S A X8
Xt RR LS AR SCUC SN B A5 E R E 515 Bal MR aE B3l
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: D mMAED | BWENBER
L AR N ) | [eesaE ] |

[(meps—sit] [ am | [ ween |

""""" Wik [ EEAR ]

RmxkgwmE! || 0 L

I =l 7 i

T | S

Wi \\\ FIEETS

------------------ (EHE 5.
fopeean
)

B 5 ETHEMSEHNEMSXRNZINEEHEERSERTIELR

577 3O PA 15 36 WAt 22 58l B fiEpt 220G Z008 S RS AT 520 o e A, il R A5 A S g S o ) 412
Thei R m P G T 155) .

N RERARREE

Z LAt IR B A PR e Bt 2 AR R 25 B S0 3 R B AR g AL 5 6 81
R T AL A SRR TR 5 X — 8 B B, X 2 MR 28 B IR 9 1) A R Ik 248 A T
TR RS, BRI BT 1 R B 14 YRR S, A SRR TR R B AR
B, IFE— 2B Pt T 3 T fidt 2 B ) a2 R BRI S S B A SV ERT SO HE SR, 12
Xof AT S0 B R A X 4 T A B A A i 5 A R B, AR X S 2 B ) P TR
AT TIRAGIHT, JRIE 150 5 8 DOl T4 508 B s X e WRRAIE , JE XS 8 B AE
B AR R B CORRE R IR SO AR A B A AR AT T ARGV, LI A S A
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Influencer Marketing from the Perspective of Internet
Celebrity Economy: A Literature Review and Prospects

Jia Weiwei, Bie Yongyue
( School of Management Science and Information Engineering, Jilin University of Finance and Economics,
Changchun 130117, China)

Summary: With the rise of internet celebrity economy and the rapid development of diversified
social media platforms, influencer marketing, as a new and efficient marketing strategy, has triggered a
marketing revolution. The influencers mentioned in this article refer to internet celebrities who are
famous for self-building by sharing creations on social media platforms, such as food bloggers, beauty
bloggers, and social media streamers. They establish a huge fan base and regard online social activities
as a profession, which have a huge influence. The information provided by these social media
influencers is easier to reach the target audience, is easier to be spread virally, and is often not perceived
as a purely commercial drive and easy to be trusted by fans, so they have a natural marketing advantage.
In recent years, more and more businesses have begun to use these influencers to endorse their products
or services, hoping to influence the attitudes and decisions of consumers, thus forming an efficient new

marketing method of influencer marketing. However, the academic research on influencer marketing is
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still in its infancy, and influencer marketing practice has phenomena such as cognitive errors, neglect,
blind obedience, and excessiveness, which urgently need scientific and professional guidance. In view of
this, this article provides a review of the literature on the topic of influencer marketing.

This article provides an overview of existing domestic and foreign research on influencer
marketing. First, we delineate the keyword co-occurrence and research field co-occurrence of existing
researches to present current research status. Then, we interpret the development context and research
paradigm of influencer marketing theory. Further, we analyze the connotation of influencer marketing,
interpret the characteristics of social media influencers as information sources, summarize different
types of social media platforms used by internet celebrities, and sort out the application scope of
influencer marketing. In addition, we interpret the theoretical model of influencer marketing mechanism
from the perspective of trust and user identification, and propose an integrated research framework
based on quasi-social relations. This is a relatively comprehensive and overall outline of the existing
influencer marketing mechanism research. Finally, we conclude with some directions worthy of
attention for future research, and provide some ideas and references for influencer marketing practice.

The main contributions of this research are as follows: First, we review social media influencers(SMIs )
and influencer marketing to distill the connotation of influencer marketing, clarifying the distinctive
features of influencer marketing that are different from traditional marketing strategies such as eWOM
and relationship marketing. Clear understanding of the essence of influencer marketing provides
theoretical basis for influencer marketing practice. Second, we provide a systematic review of the
specific applications of influencer marketing in advertising, brand management, word-of-mouth
marketing, and customer relationship management. It sheds light on the influencer marketing strategy
practice. Third, we develop an illustrative research framework of influencer marketing mechanism based
on the mediating role of parasocial relationship and boundary conditions such as influencer endorsement
and follower characteristics. It is the expansion of the research field of influencer marketing mechanism.

Key words: internet celebrity; social media influencer; social media streamer; influencer

marketing; parasocial relationship
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