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Abstract

With the popularity and rapid development of social media, the phenomenon of “Internet celebrities
visit” has become a force that cannot be ignored in the field of tourism electronic commerce. This
study deeply discusses the impact of the phenomenon of “Internet celebrities visit” on the develop-
ment of tourism e-commerce, revealing its significant role in promoting the attractiveness of tourist
destinations, enhancing the visibility and sales of tourism products, promoting the decision-making
process of consumers, and actively shaping the marketing strategy of tourism e-commerce. At the
same time, the research also points out the potential risks and challenges that this phenomenon
may bring, including the decline in the service quality of tourism e-commerce, the increase in the
complexity of tourism management, and the tendency of over-publicity, which may bring environ-
mental pressure, security risks, and excessive commercialization to tourist destinations, which may
ultimately lead to the reduction of consumer experience. It affects their willingness and loyalty to
travel consumption. In view of this, the study puts forward corresponding strategic suggestions on
the existing problems, aiming to arouse the extensive attention and effective response of the tour-
ism e-commerce industry, so as to promote the sustainable development of the entire tourism in-
dustry.
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