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Abstract

Under the development of the times, “net red marketing” this kind of sales mode gradually popu-
lar, as a new sales way its training “net red effect” “traffic impact” rely on the live broadcast plat-
form and form a new industrial chain, for the traditional sales model has obvious advantages, for
the development of the economy has a very positive role. But with it comes false propaganda, im-
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pulsive consumption, and insulated regulation. This paper analyzes the marketing model of In-
ternet Celebrity Economy, hoping to attract the attention of academic circles to this research and
supplement the lack of research in this field.
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Figure 1. The two platforms will have active daily users in 2020
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Figure 2. The commission-carrying model
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