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Abstract

With the development of social media, a large number of influential Internet celebrities have re-
ceived good development opportunities, and targeted product output to consumers. Internet ce-
lebrity marketing model emerged as a method of realization of Internet celebrity economy. But at
the same time, enterprises and e-commerce also face a series of challenges. In terms of the struc-
ture of the Internet population, the young man has gradually become the backbone of domestic
Internet use and consumption, therefore, this paper takes Xuzhou college students as the object of
investigation, using Excel, SPSS software for data processing and descriptive analysis, such as
through the binary logistic regression to study specific consumer characteristics influence on their
consumption choices, then, a fuzzy comprehensive evaluation model was established to study col-
lege students’ outlook on the marketing model of Internet celebrities, and the fuzzy comprehen-
sive evaluation result was “good”. Then, cluster analysis was used to find potential consumer
groups. Finally, R software was used to analyze association rules and put forward suggestions on
cooperation strategies between different types of anchors.

Keywords

Internet Celebrity Marketing, Binary Logistic Regression, Cluster Analysis,
Association Rule Analysis

Copyright © 2022 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 5|8

iESNEE RN DA = A SN R AMINERIPI 32 G A G AR TR B T S AW VRS e = B 10} AL A
Gl AT BTNV A T I ZLE AR OB 2 ) Al TR I 2 B AT B s
AL ERRT S RN PSS 3T SRR 30, IR ZE 20N B i B 22 08 i ELAR
MR, AT A EAL SHET, JFEIT R R S RS BRI s, v R B AR A B Ok T
PLH o AERT R R ™ L AR A LRl Rk = Q38T 70 55l RS HH L, 75 IO 20 it bt X LA 5 88
FH B IS AR AL T 2 IO I R (1] BAOH S MR ERBAHERN, el il
WAL AR IR AT 2, XA EC T T 2 B SOR R S BRI E AT F AR

2. IR

FIFR[2] (2020) 45, LB PSR, JARBRPUR TN NS — DN FRae, 28
RIFHE 2 2 H AT S 53CRE, B e e SRR TR (BAEscbriafir, R Ml A AR i
FrI G RAAT R L NG, RAFR DR RN, WRFREAR, KR SLRTE R T RESAE
W IR A, 0 L8 B A ™ EE AN RUE 2R

FAAl, ZHeg[3] (2020) AR IE[4] (2020)55 4R Y, T8 R F FEAEAE EERA, EHEEME. W
TR RN B . B TR BOR AT AT & B PR R J, LA B D9 A QAR I X 208 00 N3 Je s 3% 39 ol
N TIRZ o LA — R X 22 B 5. I8 5N, MK MIS
Ao SRR AL TP B A SRS, WL S R O ) CORERARTS f  E R RE, SEEL A REER AT

DOI: 10.12677/aam.2022.115324 3048 A H ik


https://doi.org/10.12677/aam.2022.115324
http://creativecommons.org/licenses/by/4.0/

skiklR, R

PILL i R AN R B — T

WIS, JRASCS] (202045 H, T, KEERTE SO G TR, B A CRREE, HR
RS AGRA s [ F A HEEE AU B QSRR S RO, R T B AT N
Befh = S ML AU, AT A .

A5 b 3R 273 o8 X 217 B SRR 2 A VR B AT AT BT, R T 28 B S R 2 AV 2 AT
NI TSR B, TSR T AL A S R A AT N 2 (B SR R IR UM BNk = . (A, A
SCREBL EPT T TN TF I BARR TR . KB HCAH N, WLUE AR L RE A7 A 2 R, el fig
T2 B AR IR 1P R He T R R R SR8, AR RS2 ARV AT N RS R R B AT W 7L, RN R
B VEIN SRR R, RO R A B R AT I

3. REERBRREHENSGTT I

TR 95 il U T ARAIKC S T 9 DR 364 RO R, SRR S B T3],
ARSI R AFIOT R, TR LRI 576 43, [ 475 6, BEH09% 446 B, A0
U 2 R VP UL R, I Y R 2 A A B P 20 7 BRI T AR A AU
TR %2k T FALE R I, I SR BN R UL 1

Table 1. Logistics problems encountered table
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Table 2. Web celebrity products recommended table
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Table 3. College students’ outlook on web celebrity marketing model
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Table 4. Results of binary logistic regression
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Table 5. Weight calculation results
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Figure 1. Analysis diagram of potential consumers’
characteristics
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Table 6. Results of association rule analysis
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