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Will the influence of internet celebrities affect consumers' pre-purchase
behavior? - A case study of the fashion retail industry
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ABSTRACT

With the proliferation of the internet, online stores have become the fastest-growing sales channel in the
retail industry in recent years. Companies leverage the popularity of internet celebrities to increase exposure,
thereby enhancing the likelihood of consumers inquiring about products. Internet celebrities often share prod-
uct information on social media, making it one of the indicators for consumer shopping. However, whether the
emergence of internet celebrities affects consumers' original purchasing habits, whether it alters the value of
purchased products by influencing consumers' pre-purchase behavior, and whether it leads to repeat purchases
and recommendations to others, are topics that can be deeply explored.

This study employs a questionnaire survey method and utilizes regression analysis to understand the re-
lationships between internet celebrity influence, consumer pre-purchase behavior, consumer value, and cus-
tomer loyalty. Finally, from the questionnaire results and data analysis, it can be concluded that there is a
positive relationship between internet celebrity influence and consumer pre-purchase behavior, a positive re-
lationship between internet celebrity influence and consumer value, internet celebrity influence affects con-
sumer value through pre-purchase behavior, and internet celebrity influence affects customer loyalty through
pre-purchase behavior. This indicates that the influence of internet celebrities is quite extensive, not only
changing people's values but also altering their behaviors."

Keywords: internet celebrity influence ~ fashion retail industry -~ consumers' pre-purchase behavior ~
consumer value ~ customer loyalty
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