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Abstract

In recent years, with the widespread use of mobile phones and the improvement of network infra-
structure, rural live broadcast e-commerce has flourished. People in Haitou Town of Lianyungang
have become online celebrity with goods, but after a period of rapid expansion in the field of live
broadcast with goods, the development of local online celebrity has fallen into a bottleneck. Tak-
ing the well-known online celebrity with goods in Haitou Town as an example, this paper starts
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with Kuaishou platform in online celebrity, finds out the problems and gives the countermeasures,
and helps the local online celebrity to break the bottleneck and revitalize the countryside from the
perspective of human capital promotion.
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Table 1. Number of fans and works of accounts in Kuaishou and TikTok online celebrity in Haitou Town
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Table 2. The homepage features of Haitou online celebrity’s Kuaishou account
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Figure 1. Proportion of male and female fans of Haitou online celebrity on Kuaishou platform
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Table 3. Development trend of the number of selected fans in online celebrity
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