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Abstract : Online celebrity business, also known as Internet celebrity business (or Wanghong business in Chinese), is an
emerging relational C2C business model, and an alternative to traditional C2C transactional business models. There are
already millions of these consumers, and this number is growing. In this model, consumer purchase decisions are driven by
recommendations and endorsements in videos posted online by celebrities. The purpose of this paper is to determine the
relational constructs within consumer relationships in the Internet celebrity business model and to investigate relationships
between the constructs and consumer purchase intention. A questionnaire-based study was conducted with consumers who
had an awareness of, or prior purchase experience with online celebrities. The results of exploratory factor analysis (EFA) and
multiple regression analysis revealed three valid relational constructs: product experience sharing, lifestyle association, and
real-time interaction. This study indicated that these constructs had the direct effect on consumer preference and purchase
intention. The findings of this study provide insight into a business model in which online shopping is driven by celebrities.
They suggest that online celebrities should pay more attention to product experience sharing, life style association and real-
time interaction for managing their product promotions. These are the most salient factors with respect to the relational
constructs identified in this study.
Keywords : customer relationship, customer to customer, Internet celebrity, online celebrity, online marketing, purchase
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