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Abstract

The development of China’s Internet celebrity economy is a process of deep integration and inter-
active evolution of information technology and business forms. The era of text, the era of text and
images, and the era of video are the three stages that China’s Internet celebrity economy has gone
through. The operational logic of the influencer economy mainly lies in the monetization of atten-
tion resources, that is, relying on influencers to attract the audience’s attention, gather traffic and
achieve monetization. Through the perspective of the fetishism theory of Marxism on the influencer
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economy, the following conclusion can be drawn: The influencer economy tends to objectify and
symbolize people; it obscures genuine relationships and values; it creates false demands and con-
sumption.
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Table 1. The historical stages of the influencer economy
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