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Abstract

With the rapid development of Internet technology, the network red economy came into being, and
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set off a marketing revolution in the field of e-commerce. This study deeply analyzes the connota-
tion, development history and unique advantages of Internet celebrity economy in e-commerce mar-
keting, and discusses in detail the innovation of e-commerce marketing model based on Internet
celebrity economy, including the characteristics and applications of various models, such as Inter-
net celebrity live delivery, content marketing and community marketing. Through case analysis, the
practical achievements and problems of these innovative models are revealed, and then strategic
suggestions are put forward to promote the sustainable development of e-commerce marketing
model under the background of Internet celebrity economy, aiming at providing theoretical support
and practical guidance for the marketing practice of e-commerce enterprises in the era of Internet
celebrity.
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