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Abstract

With the social transformation of cross-border e-commerce platforms such as TikTok Shop and
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AliExpress, online celebrity marketing has become one of the core strategies for Chinese brands to go
overseas. However, most of the existing studies focus on domestic live broadcast e-commerce scenarios,
and there is insufficient discussion on the deep mechanism of how the characteristics of Internet celeb-
rities affect overseas consumers’ purchase decisions in the cross-border context. Based on social com-
parison theory and persuasion theory, this paper constructs a theoretical model of “Internet celebrity
characteristics (attractiveness, professionalism, homogeneity) — social comparison tendency - per-
ceived trust — purchase willingness”, and introduces cultural distance as a moderating variable. Using
the questionnaire survey method, 387 valid questionnaires were collected from TikTok users in Eu-
rope and the United States, and the structural equation model was used for hypothesis testing. The study
found that: the three types of characteristics of Internet celebrities all significantly and positively affect
consumers’ social comparison tendency; social comparison tends to enhance purchase intention
through the intermediary role of perceived trust; cultural distance negatively regulates the relation-
ship between Internet celebrity professionalism and perceived trust, but the moderating effect on the
relationship between attractiveness, homogeneity and perceived trust is not significant. This article
reveals the role path of the social comparison mechanism in cross-border marketing, and provides a
theoretical basis and practical enlightenment for overseas brands to select overseas Internet celebri-
ties and optimize localized content strategies.
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R FATFIRANK R SHBREMTIRTE FT, EEHEE OO EBR S 5 A HEZ K
g1 MR B R R, 2022 AR FRIE PSR DO OOk 2,11 544Tt, [RIEEIEK 9.8% (1], IR
RN KBTI . UL, L TikTok NG HIFIARMALAE - & B BRI 5K, HEShES BT p N 2% 8
WMAEG TGSt AR T e, R —EREF, ME 84 (Influencer Marketing) 75 £t
SR OK [ 22 fil S B ) RIS IR B S5 2808, RN H i it RRR U A o 3 IR O B Skms T AL .

MLLUEHRIZ ISR T, WA AN TS HA T RIS f = WL, ki e & i
B AR, PZLRINE] J. M R Rl R R s e i 2 K R R ) E BN (2] [3].
SR, IXEEHIEFE R 2 SR T [ A ER R 55, WS BB 58 T X £L4RF ot e /R F T A0 2 3 1R o A Lo
WITA R . BTSRRI T, HWE SWAZ RIAMUAFEH SRR, IEAAE R S CE s ——M
1K [ ity R BRI (e (5] 9 o RS T A [ Y 1) 5 I 200K [V 9 8 AR T b, OV 2 R SR K s i ]
REfPEER. XEWE, EANOEHNTT AL MU EREH TERY R, BHRENERERNES
TR B MR AE 2L

FEo PR B AR X — AL A T IE D) R (4], BRI, AN R T S AN R
KVPE E S BT RIRE A . FEMZUE B s, T O WE AL s I B AR A AR v T AR
Wis, A AT FATH SR, oA CRAARXRE” B OB, UK W SE SN, SR,
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TSI A H 8 2 0T X 20 B AR 7 it W S 0 S U, A B i ) S RS (A% 0 BT ELIATZR (6] (7]
FEFSBTE B, T R BRI SCARRR B A7 A, 1 2% 3 0T B A i REUOR 7 it BT 6 5 AR AR AR AR
XA NFMEAERR . o ERER N Bl At 2 LEA A 5 IR B AR AR R IR TR R . il 2l
i AT AL S LEBOS W0 2R T AR A R S 2 0 37 I 20 1 ) A S —— 3 RO AT S A
AL DR MER AR X 5 BRI, EATHE & LU ORI R g A EEAR B BN R, 2 Ee ot
WLLHERE N A RIEBUR . R 20N, BERMZAEE T ARk fe ) AR MR, MR
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Figure 1. Theoretical model of the impact of cross-border Internet celebrity
marketing on consumers’ willingness to purchase
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AHIE TR FH 00 2 VR A i WO B o R A O R SE M [X AT L AE TikTok “F G MU X 41 P 25 FF I S 7
PRI R . MBI IR & Prolicious [A] H BR BRI MR G SERIAES 512 4. AR
B, RIS . © wEFESMEDIn “AFEEE CRER ), B EE
s @ HIBREZ T 120 A FGCF14 52 s RN 12)M0 35 @ S BRI VE 2 (i gk 5
A —IE IO E 4 @ HIFRABLL HEFFR “EEBEML” MRS 0 HREAR (B A B AR X R 4% 18 5t e 451
M2 IS Vi ). 4 FIRfIE, RASFISAE NG 387 i, ARERERR 75.6%. FEAFHEM T: B
PEd 47.3%, @l 52.7%; TR ALL 18~35 B F(82.4%): BE AR L. E & 68.9%: Mg
B 3 A Eo 71.2%.

33. TENE

IR R R (S BEFIRLSE , AT 7035 K 1B 9 AR A B 3R, AR 48 195 15 9 418 8 37 AT 18 24 0
FTE @R A Likert LA ER( = BEAAE, 7= %E2&FAR).

WL 5] 77: 2% B Zhang S5 B FE[5], H 4 NI, RGN “Z M LR ANRIRA RS 717 “iZ
2T (1) 28 P85 A AR IR 51 3R o

PILLENDME: 2 H Zhang W AT[5], HL 4 MBI, JREIEIUN A% 2000 L AHER 1R 77 il LR
TR MBS iR .

WILLIE S 2ok 1 Nguyen BB FE[4], 35 4 AR, JRBIECA “Z M L0 EW- S AL “3R
WIS ZMAAMREZ IR L

AR 2dn H Fan At LB ER8], k4 ANEIT, RBEITCH “WEZMOR, R
AEGEHILE A S a FARRES” “ZMOERNARERAERN” .

BAVEAT: SR A Yi SRPETT[2], FE 4 AN RGIEICY “IRVCNIZMNARAER” RS X
W 2T HEFE ) 7 A2 AT RE o

WL IR : 4w E Andreanto S FT[9], 3L 3 NEIL, REIEIUN 3R =W SAZ M O HEFE ) P
i RS ERGZN R P IR

SCALEEES: %W H Fan ST IE[8], 3L 3 ANELL, RGN “ AW ZMAK S E s 5RAR
KER” “ZNARSNER SRR .

34. WA E

AWFFRK A SPSS 26.0 AT ARG TH A5 AT ICFAH S HT, SR AMOS 24.0 #E47500E M7
ST ANEE R T FERE R IS, DAISIE R SR % TR/ RS AG 56 K Bootstrap ¥2:(FE & #liFE 5000 1), JATI2L
AR B8R FH Z IR B U 43 BT

4. SCIES R
4.1. FESHERE

BT E R . %8 & 1) Cronbach’s a RE7 1 4: W51 77 0.891. Tkt 0.874. [FIFi 14 0.906+
4 EL AR 0.862 BRENMSAE 0913 LR 0.887. CALEEE 0.835, KT 0.8 Ml AL, £WER
A BT 3B — 0 o AT AR R 70 b o DB (3 A 48 50N 2/df=2.347, CF1=0.952,
TLI=0.945, RMSEA=0.058, SRMR=0.043, ¥t THEErAE, RBETIIEG BRI, &S00 F T 8407
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BHE 0.7 LAE, PR ERBEEAVE) KT 0.6, LEEECRBKT 0.8, RUIEFRAA B IS
FE. BAZE AVE KPP TR T H S HAMAR R MR, RUPX I REZ R .

4.2. R FERERE

KH Harman FRRFAGL, RIEFEFERRERTFONERER, BN HEFREALREN 28.7%,
&T 40% I T8, RIFILFE FIEMEAE,
4.3. RS S5HEE S

BARAIIE . AEE R RENTE 1 R, WZWE] f1. vtk [R5 48 5 4k 2 b i ) (2
FIEMK(r=0.412,p<0.01;r=0.387, p<0.01; r=0.458, p < 0.01); #£ LA 5 BRENMEAT B35 1IEAHSE
(r=0.523,p<0.01); BAMEIESIEEREZEEMK@E=0.614,p<0.01). XNGEEEERIIRME T VD
T

Table 1. Descriptive statistics and correlation coefficient matrix of variables

F 1. BEMME MG SHEXRERER

e ¥ifE brifE 2 1 2 3 4 5 6
1 W517) 5.21 1.12 (0.872)
2 Al 5.43 1.05 0.382%* (0.851)
3 [EB 4.98 1.24 0.297** 0.341%* (0.905)
4 }hotbifim 476 1.31 0.412%* 0.387%* 0.458%* (0.831)
5 BAEAE 5.12 1.18 0.354%* 0.402%* 0.423%* 0.523%% (0.896)
6 MWL EIE 5.05 1.27 0.331%* 0.365%* 0.398%* 0.486%* 0.614%* (0.873)
7 CAFER 3.87 1.43 -0.092 —0.103* -0.087 —0.054 —0.118* —0.131*

H: XALEES NN AVE PR **R8 p<0.01, *Rxp<05.

4.4. RIZKI

4.4.1. EHFRE
K G5 R 7 FEARRURG B HI~HS, BARIATRECN: y2/df=2.418, CFI=0.946, TLI=0.938, RMSEA=
0.061, SRMR =0.047, FEBRHEGRLF. BEREUWE 2 FiR.

Table 2. Structural equation model path coefficient test results

2. HBHERABRERBICNER

A RSB FRdERR SE. Il - E C.R. pfd o6 4
Hl: W5l i~k b 0.274 0.058 4724 ok SCHF
H2: Bkt —~th o b 0.231 0.061 3.786 ok SCHF
H3: [A)pidE— o L e 0.319 0.055 5.801 ok SCHF
H4: 4h2 BB — AN E AL 0.562 0.047 11.957 ok SCHF
H5: BAMEAE WL E 0.647 0.043 15.047 ok SCHF

VE: **xRIR p<0.001; BRERE: 4¥df=2418, CFI=0.946, TLI=0.938, RMSEA =0.061.
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H1. H2. H3: %5 71(8=0.274,p<0.001). Ll (B=0.231,p<0.001) [FIFHEB=0.319,p<0.001)
PR R sem Ao R A, HY H2. H3 /3 3I5CRe. b, [RIBTIE 52 m SRRk, RWITERS Bl 5
Ny HEN AT R AR 2 LR B A ek . Ha: k2 LR ) 2 3% 1E A B2 M (S T8 = 0.562, p <
0.001), H4 52 HF. HS: BAMSAEEE IE Ry LB BB =0.647, p <0.001), HS 153> FF.

4.4.2. PP

K H Bootstrap £ 58 B AN AL IR/ AE R (6), 25 F U042 3 Prum o A2 LR 1) of ) S 75 1) ) 422 3%
NA 0.348, 95%E 5 X [A]5[0.281, 0.422] A% 05 EHEAN N 0.153, EAFX[A]4[0.072, 0.239] A5
0, RUVRHVBAETL 3 rh 1ALt n S5 KR I R OC R, TN BN 69.5%. H6 153

B

Table 3. Mediation effect Bootstrap analysis results
%z 3. PR Bootstrap SR

12 BMRA RNAH Boot #RifEiR  BootLLCI  Boot ULCI &R (5L
FSY 0.501 0.043 0.587
ot —~ A~ R BEESY 0.153 0.042 0.239 30.5%
EEERLNY. 0.348 0.036 0.422 69.5%
7E: Bootstrap & AL 5000 /&, EIEXIEN 95%.
4.4.3. BRI
Table 4. Regression analysis results of the moderating effect of cultural distance
4. BB RATHYMEYI PSR
A A TR 2 B 3
it AL &
5 0.021 0.018 0.015
Rt 0.057 0.049 0.051
HETRE 0.032 0.028 0.025
F RN
W51 71 0.187%** 0.191%**
bt 0.225%%* 0.218%%*
I o e 0.263*%* 0.257%%*
AEEE —0.263%** 0.257%*
A BT
Weal 7 x SCALEEES —0.046
Ll x SCALEEES —0.157**
FFME < SCARE S -0.073
R2 0.015 0.426 0.451
WG R 0.008 0.415 0.437
F A 1.892 40.215%** 32.648%%*

e RO RAE AT,

*RIN p<0.001, **FK/Rp<0.01, ***FRp<0.5, RECHFREMLEIERE.
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S FH 2 VR B A 43 Ak 56 S A BE B 1 5 V8 F (H7a, HTb, H7¢). B 56851 1. btk [FF it 5 0k
PEE AT O, SRS RIESRE B, [RIASE Rk 4 B,

H7a: W51 /) x SCACER B A8 BRSO3 (B = —0.046, p > 0.05), F W SCALER B 6w 5] 7 5 1840
TBEAER R M RN A R 2, H7a RAFBISCHRE HTb: Tk x SCILPE S 28 BIURER 2 N (B =—0.157,
p<0.01), FISCEEE 7 AN Ll S EAE T Z MR, B SCBEES R, Bk B AE T
IEAI 2RSS, H7b 38050 H7c: FRME x SCHEEES A IR A R3E (B = -0.073, p > 0.05), &
B ST AR 256 R P S5 B AE AT R R IR TN AN 35, H7e RAFHICFE.

5. B 5R+=
5.1. fAREiS

AT SIS S YRS, REIRTT T BB A0 2 W S R L . B
FEERUR:

S, BEEEMILIRIS] F1 b R [ R 3 B S R S A et A, b R B A
AT . X R, EEESAR T, MR AR UM 2 il R 3 2% 2 O BERA R SN T

T, AL HUB e 38 T SR AN AT (R R A P T e I S R X — R IAE R T A LT S
LB O FIBE 5 AR B OR A  H, A& LU B (S AES I, (ST B X IR Bh I Sk 5

B, SCAREES Gum AT SR A EAT Z DGR, (B E]  [FR S B E AR R
THNARE . X RIERFRNGINT . XEWRE, UMLK A ST s, xR i i ik 7
S B G ——IH S E AT AL < AME LS B RRATT” 5 ARV, AERIL ] R (B AR BL T 3
IR 73 VAR X AN 52 SCARBE B8 (s, SR AR T N2 56 A I AN (W [ 0 5555 77

5.2. P RER

ASCHI B TUBR T ZAAIAE =TT 55—, RS BRI 5l NBS B AL E T 7T, SRR T i
WAESCTE R QUSRI R F, OB 230 IR SR 4 OB A s 58—, MIERIFIRAE 1 “ 2%
JiR =42 BUAR A — A S A~ W SE R i Qb /i, JRAE T X e O B AR I B A s 2R =,
B 7 SCAER B AR E Bt AR BRI E AT, S B L AR SR AR FUAR AL 1RIESR 2] [5] (6] [8].

53. BRI

S TLER, ARSI RR DL R SEEE

B BRIk RLLI DO ELUE R A% ARt . WEFEREL, R B PES  2x BT ROR A T deii, HAS
SRR 95 0 B A AR IE R AN LI, A RS 22 B B IO AR, TN I R A
RAEIHT B2 B EAET7, RGPPAGINALS H AR BB fEE I A3 77 SN J7 TH B34 2

7 ZEFRALIE FI LR S5 N o BT SO B B R K T 37 (A o 7 SCA 22 5 B 2 A T3, i BN 55
PR P ZL AV R N AR, i 225 “ B LI L SRS Uy, Rk sl 71
[ S PE IR I RIS M, AR ML S22 I H gl RS, TERIEG SR . X SO I B AL
NI (IR N AR T 8), W RT T8 70 R A AL Lk B B IR R 5 SRR EEIUPE . FIR PR S L ML 75
MG

H=, G EAIE AR . BEFOESE, BREAER KRR OIS R . fh b B
B R ZLBE T RENS 18 S B (5 AR A N AR SRS, e FCSEI P AR BRI ARBAIAAL S ) @ WL R A
AR KA WA AE— R MEHE ) SR LR B R %56 . X T U R SRR, W%
JEHEIN “ SR A7 AR —— L RYLL A L SRR S A& A T SR, T ER AR IR AR
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