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Abstract : This study focused on Chinese social media stars and the relationship between their level of fame on the social
media platform Sina Weibo and their sales revenue on the E-commerce platform Taobao/Tmall.com. This was viewed from the
perspective of Adler’s superstardom theory and Rosen and MacDonald’s theories examining the economics of celebrities who
build their audience using digital, rather than traditional platforms. Theory and empirical research support the assertion that
stars of traditional media achieve popular success due to a combination of talent and market concentration, as well as a range
of other factors. These factors are also generally considered relevant to the popularisation of social media stars. However,
success  across  digital  media  platforms  also  involves  other  variables  -  for  example,  upload  strategies,  cross-platform
promotions, which often have no direct corollary in traditional media. These factors were the focus of our study, which
investigated the relationship between popularity,  promotional  strategy and sales revenue for 15 social  media stars who
specialised in culinary topics on the Chinese social media platform Sina Weibo. In 2019, these food bloggers made a total of
2076 Sina Weibo posts, and these were compiled alongside calculations made to determine each food blogger’s sales revenue
on the eCommerce platforms Taobao/Tmall. Quantitative analysis was then performed on this data, which determined that
certain upload strategies on Weibo - such as upload time, posting format and length of video - have an important impact on the
success of sales revenue on Taobao/Tmall.com.
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