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Abstract

Combining the Internet with the traditional industries, it promotes the evolution of the economy.
With the development of the Internet, different media forms are constantly emerging. The Inter-
net celebrity is the new product in the era of Internet+. This article studies business model inno-
vation in China’s media economy in the era of Internet+. The article focuses on the commercializa-
tion of Internet celebrities and studies the current situation and problems of Internet celebrity,
and provides the development tactics.
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Figure 1. Multi-dimension business model
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