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Abstract

In the era of rapidly changing information technology, the Internet celebrity economy has emerged
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in the field of e-commerce, and has gradually become an important force to promote the develop-
ment of the industry. As a leader in the social e-commerce industry, rednote, Internet celebrity rec-
ommendation occupies an important position in its business ecology. This paper takes rednote as
the research object to explore the influence of Internet celebrity recommendation on consumers’
purchase intention. It is found that factors such as Internet celebrity credibility, consumers’ percep-
tion of product quality, and image consistency between Internet celebrity and products significantly
affect consumers’ purchase intention. The frequency of interaction between Internet celebrity and
consumers and the information value of interactive content, as well as the content recommendation
algorithm and user community atmosphere of rednote, also play an important role in consumers’
purchase intention. Based on this, this paper puts forward practical suggestions for Internet celeb-
rity to improve the quality of word-of-mouth and optimize the interaction strategy, as well as the
support and optimization of the rednote platform, with a view to providing references for e-com-
merce enterprises to formulate marketing strategies and for consumers to make rational decisions.
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