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Abstract 

With the rapid development of "Internet plus", the number of Internet users in China has 

increased rapidly, and the number of active users of social media software ranks first in the 

world. Large Numbers of network users are also potential consumer groups. Social media 

influences other consumers through consumer interaction and social interaction, and 

consumers are transformed into active information acquisition rather than passive information 

reception. Word of mouth marketing on social media has become one of the hottest research 

fields. Based on the information adoption model, this study explores the impact of internet 

celebrity word-of-mouth communication on consumer information sharing from four 

dimensions: internet celebrity word-of-mouth communication, relationship quality, face 

consciousness, and consumer information sharing and establishes a research model to provide 

references and suggestions for subsequent researchers and enterprise management. 

Keywords: internet celebrity word-of-mouth communication, relationship quality, face 

consciousness, consumer information sharing 
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1. Introduction 

China's huge amount of active users, such as Tencent WeChat number of monthly active users 

reached 1 billion, Weibo active users more than 340 million a month, far more than the 

number of any other country(Chu, Windels, & Kamal, 2016), With the rise of a new 

generation of consumers who are more proficient and frequent users of social media, the 

communication, and interaction between people, communities and organizations have also 

changed (Dehghani & Tumer, 2015; Ngai, Tao, & Moon, 2015). People create share and 

exchange information in virtual communities (M. N. Hajli, 2014c; N. Kim & Kim, 2018). 

Social media influences other consumers through consumer interaction and social interaction, 

and consumers are transformed into active information acquisition rather than passive 

information reception (Ahmad & Laroche, 2017). 

The research on the value of Internet word of mouth derived from social media is becoming 

an important field of interest for scholars and practitioners in various fields. Internet word of 

mouth has affected every aspect of people's life, including social, business, education and 

political aspects (Alalwan, Dwivedi, Rana, & Williams, 2016; Algharabat, Alalwan, Rana, & 

Dwivedi, 2017; Boulianne, 2015; Zeng & Gerritsen, 2014). Similarly, it also brings new 

challenges to enterprises. The influence of internet celebrity word of mouth and consumer 

information means huge market value for enterprises (Muralidharan, Rejón-Guardia, & Xue, 

2016; Swani, Milne, Brown, Assaf, & Donthu, 2017). 

This study focuses on word-of-mouth communication on social media. Firstly, previous 

studies on internet celebrity word-of-mouth communication focused on its impact on 

consumer decision-making (Cooley & Parks-Yancy, 2019; Djafarova & Trofimenko, 2019; 

Goodrich & De Mooij, 2014), impact on information usefulness (Davis, 1989; Hamid, Razak, 

Bakar, & Abdullah, 2016), impact on consumer behavior (Hennig-Thurau, Wiertz, & 

Feldhaus, 2015; Sari & Yulianti, 2019). Secondly, there are also studies that regard consumer 

word-of-mouth communication as a process of word-of-mouth re-dissemination. The existing 

literature only focuses on consumer information sharing from the perspective of consumer 

attitude (Park, Gu, Leung, & Konana, 2014), information content characteristics (Hur, Kim, 

Karatepe, & Lee, 2017), consumer perceived value (Changliang, Xiwei, & Chenxiao, 2019). 

However, in the above studies, internet celebrity's word-of-mouth dimension was not 

subdivided, nor was there any empirical study to transfer the research perspective from 

individual consumers to the correlation between consumers, and it was proposed to take 

internet celebrity word-of-mouth communication as the initial communication and consumer 

information sharing as the re-transmission. In view of this, this study internet celebrity 

information source and information quality two aspects to study internet celebrity spread by 

word of mouth, and from its basic concept, structure dimension, the related research of 

internet celebrity of the spread of word-of-mouth elaborates the theoretical framework, 

expect to further supplement and extension internet celebrity word-of-mouth communication 

research, has theoretical significance to the rich internet celebrity spread by word of mouth. 

Furthermore, cultural background influences consumers' consumption values, beliefs, 

attitudes and lifestyles (Saleem, 2017)，Face consciousness plays an important role in the 
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Confucian society (Han, 2016). In the context of Confucian culture, face consciousness has 

become one of the important factors that influence consumer behavior (James, Hu, & Leonce, 

2019). Under the background of collectivism, Chinese consumers tend to follow the choices 

of the majority, so they are more susceptible to the influence of internet celebrity 

word-of-mouth communication. This study introduces the self-presentation theory, which 

explains that Face consciousness, as a cultural factor, plays a moderating role in consumers' 

information sharing in the face of the target audience of social media based on consumers' 

own motivation and self-efficacy. 

In conclusion, this study established a theoretical model based on the information adoption 

model that internet celebrity word-of-mouth communication affects consumers' information 

sharing through the relationship quality and the adjustment of face consciousness. 

2. Literature Review 

2.1 Theoretical Basis  

Information Adoption Model (IAM) is based on Davis's (1989)'s Technology Acceptance 

Model (TAM) and Petty, Cacioppo, and Petty, Cacioppo, and Goldman (1981)' s Elaboration 

Likelihood Model (ELM). Information Adoption Model (IAM) uses information source 

credibility, information quality, and perceived usefulness to predict information adoption 

behavior (Sussman & Siegal, 2003). 

(1) Information quality is the persuasiveness of information, which is defined as the degree of 

satisfaction that information can bring to users and the applicability that can be perceived by 

users (Laumer, Maier, & Weitzel, 2017). Information quality is divided into four dimensions: 

comprehensiveness, relevance, accuracy, and timeliness (Bailey & Pearson, 1983). 

(2) Source credibility is defined as the degree to which the information source is considered 

competent and trustworthy by the information receiver. Source credibility is divided into 

source professionalism and source reliability (Cheung, Lee, & Rabjohn, 2008). 

(3) Perceived usefulness is the precondition of information adoption, the degree to which 

information receivers enhance or improve their perceived performance is defined as the 

extent to which people make online decisions by seeking and adopting the opinions and 

comments of other online users, which affects users' willingness to use (Pitta & Fowler, 

2005). Social internet celebrity word-of-mouth dissemination of business environment, 

perceived usefulness can bring beneficial and valuable content to information receivers, 

which can improve the economy, knowledge, and mood of information receivers. In this 

study, the perceived usefulness is represented by relationship quality. Consumer satisfaction, 

consumer trust and consumer commitment in the relationship quality are all consumers' true 

feelings towards internet celebrity word-of-mouth communication, which are also regarded as 

a further emotional enhancement of consumers' perceived usefulness. In the word-of-mouth 

communication of internet celebrities, consumers reach a certain recognition or consensus on 

the value conveyed by the information, thus forming their own value positioning. 

(4) Information adoption is the degree to which consumers adopt information and the 
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behavior of individuals or organizations in adopting technologies based on social psychology 

and behavioral science (Bhattacherjee, Perols, & Sanford, 2008; Davis, 1989). 

In addition, there are two ways to influence information reception in IAM, the central route 

and the marginal route (Shen, Cheung, & Lee, 2013; Tien, Rivas, & Liao, 2019). The central 

route refers to the core of the message, while the marginal route refers to the issues indirectly 

related to the core of the message (Cheung et al., 2008; Shu & Scott, 2014). The quality of 

information is regarded as the central route, while the source credibility is the marginal route. 

Both promote the adoption of information through perceived usefulness. Thus, IAM can 

explain how people are affected by information dissemination on social media platforms. In 

addition, in internet celebrity word-of-mouth communication under the social business 

environment, information adoption refers to the attitude or intention of information receivers 

to accept certain types of information, while consumer information sharing refers to the result 

of consumers' adoption of the information they receive. 

2.2 Research Hypothesis 

2.2.1 Information Quality and Relationship Quality 

(1) Visual cue 

Visual Cues are the incentive of Visual perception. In social media platforms, Visual Cues can 

often bring intuitive impressions and emotions to consumers. The information conveyed 

through Visual Cues of online word-of-mouth can form product expectations and help 

consumers make decisions (Simmonds & Spence, 2017). 

The service landscape of a casino can affect customer satisfaction (Lam, Chan, Fong, & Lo, 

2011). Studies of restaurants have also found that appealing interior design is an important 

factor in improving customer satisfaction (Namkung & Jang, 2008). Similarly, the music and 

color of a bar can affect customer satisfaction (Lin, 2009). Therefore, it can be considered 

that the visual cues of service sites will affect consumer satisfaction. 

The following assumptions are made in this study: 

H1-1a: Visual cues will have a positive effect on consumer satisfaction 

H1-1b: Visual cues will have a positive effect on consumer trust 

H1-1c: Visual cues will have a positive effect on consumer commitment 

(2) Timeliness 

Timeliness refers to the latest trends and developments in the product field reflected by the 

recommendation information, as well as the degree of real-time update of the information 

(S.-E. Kim, Lee, Shin, & Yang, 2017). The value and usefulness of information are often 

reflected in the timeliness of information, that is, the timeliness of the information. When the 

timeliness expires, the effect of information will be greatly reduced (Djafarova & Rushworth, 

2017). 

Internet celebrity tends to adopt the latest products, so the product recommendation 
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information of internet celebrity is often time-efficient, which can recommend and introduce 

new products to consumers at the early stage of product diffusion and exert formal and 

informal influence through various communication channels, ultimately influencing people's 

choices (Mohammadi, Saraee, & Mirzaei, 2015).  

A study of airasia's service quality by university students at University Utara Malaysia found 

a significant positive correlation between timeliness of the information and customer 

satisfaction (Abu Bakar, Zulkafly, Rashad, Hanafie, & Melan, 2017). In addition, in the study 

on the service quality of online shopping third-party logistics, the timeliness of logistics 

information refers to the timeliness, convenience, and sufficiency of information, including 

information used for goods tracking and information update. The richer the logistics 

information, the more satisfied the customers will be. The results of the principal component 

analysis showed that the timeliness of information was the influencing factor of high 

satisfaction (H. Chen & Qi, 2016). The quality of e-word-of-mouth information, which is 

characterized by timeliness, accuracy and information content has an impact on the perceived 

trust of e-word-of-mouth (S. Lee & Choeh, 2018). More research shows that customer 

satisfaction (Iglesias, Markovic, & Rialp, 2019)、trust (Tabrani, Amin, & Nizam, 2018) is an 

important factor of commitment (Lee & Wong, 2016). 

The following assumptions are made in this study: 

H1-2a: Timeliness will have a positive impact on consumer satisfaction 

H1-2b: Timeliness will have a positive impact on consumer trust 

H1-2c: Timeliness will have a positive impact on consumer commitment 

(3) Recommendation consistency 

Recommendation consistency refers to the degree of consistency between the current 

recommendation of an internet celebrity and the experience of other internet celebrities 

evaluating the same product or service in a specific domain (Hussain et al., 2018). Based on 

the similarity attraction effect, consumers tend to buy goods or look up information from 

similar rather than different sources (Balabanis & Chatzopoulou, 2019). Recommendation 

consistency reflects the degree to which the current recommendation is consistent with the 

experience of other individuals evaluating the same product or service. When there is good 

consistency between multiple recommendations, people will think that this is a 

recommendation with high credibility (J. Chen, Teng, Yu, & Yu, 2016). 

Recommendation quality has a significant positive impact on customer satisfaction 

(Roudposhti et al., 2018). Because cognitive trust comes from accumulated knowledge and is 

based on performance-related attributes, an official account that consistently promotes 

high-quality articles can build strong cognitive trust among its readers (Y. Chen, Lu, Wang, & 

Pan, 2019). Secondly, the study on the effect of online recommendation based on 

e-word-of-mouth on trust found that women trusted e-word-of-mouth emails more than men. 

However, both sexes rated the mixed positive and negative e-word-of-mouth as more 

trustworthy than the full positive or negative e-word-of-mouth (Prendergast, Paliwal, & Chan, 
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2018). Based on the relationship among satisfaction, trust and commitment, customer 

satisfaction (Iglesias et al., 2019; Rather & Sharma, 2017), trust (Tabrani et al., 2018) is an 

important factor of commitment (Lee & Wong, 2016). 

The following assumptions are made in this study: 

H1-3a: Recommendation consistency will have a positive impact on consumer satisfaction 

H1-3b: Recommendation consistency will have a positive impact on consumer trust 

H1-3c: Recommend consistency will have positive effects on consumer commitment 

2.2.2 Source Credibility and Relationship Quality 

Professional knowledge, product involvement, interactivity, and popularity are considered 

source credibility, while visual cues, timeliness, and consistency of recommendations are 

considered information characteristics. Source credibility and information characteristics 

have positive and significant effects on perceived usefulness and perceived usability 

respectively, while perceived usability and perceived usefulness have positive and significant 

effects on trust respectively (J.-W. Kang & Namkung, 2019). 

(1) Professional knowledge 

The specialization of internet celebrity word-of-mouth communication is closer to product 

knowledge. The specialization of internet celebrity should include not only product 

knowledge in the field, but also relevant product experience and experience (Teng, Khong, 

Chong, & Lin, 2017). The professionalism of internet celebrity has a significant positive 

impact on consumer trust (Wei & Meng, 2016). 

People search for information online and consider other consumer reviews of products or 

services before making a purchase decision. For example, if someone wants to eat, he or she 

can consider information about different restaurants and other customer reviews before 

deciding (Yan, Wang, & Chau, 2015). Online e-word-of-mouth has a significant positive 

impact on consumer satisfaction (Nagy, Kemény, Szűcs, Simon, & Kiss, 2017). Research on 

smartphone purchases by young people in India also shows that opinion leaders have a 

significant positive impact on consumer satisfaction (Rajput & Talan, 2017). 

E-word-of-mouth can influence the continued use of social commerce through consumer trust 

and consumer commitment, respectively (Noori, Hashim, & Yusof, 2016). 

The following assumptions are made in this study: 

H2-1a: Internet celebrity professionalism will have a positive impact on consumer 

satisfaction 

H2-1b: Internet celebrity professionalism will have a positive impact on consumer trust 

H2-1c: Internet celebrity professionalism will have a positive impact on consumer 

commitment 
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(2) Product involvement 

When consumers realize that a product is important to them, they are in a state of high 

involvement, which drives them to actively seek information about the product to make 

decisions that best meet their needs. This is exactly the performance of internet celebrity in 

the field of interest, reflecting internet celebrity's concern and preference for products 

(Goldsmith, Flynn, & Goldsmith, 2003). Product involvement of internet celebrity has a 

significant positive impact on consumer trust (Wei & Meng, 2016). In addition, travel is a 

product purchased by tourists, and travel involvement has a significant positive impact on the 

destination experience (Ferns & Walls, 2012). Based on the research of Vietnamese people 

using smartphones, it is found that there is a positive correlation between brand experience 

and brand loyalty, and brand trust and brand satisfaction positively affect brand loyalty 

(Nguyen & Tran, 2018). Based on the empirical study on the relationship among trust, loyalty, 

commitment, and satisfaction of Portuguese customers in the distribution industry, trust has a 

positive effect on commitment, trust has a positive effect on satisfaction, commitment has a 

positive effect on loyalty, and satisfaction has a positive effect on loyalty (Bricci, Fragata, & 

Antunes, 2016). 

The following assumptions are made in this study: 

H2-2a: Internet celebrity product involvement will have a positive impact on consumer 

satisfaction 

H2-2b: Internet celebrity product involvement will have a positive impact on consumer trust 

H2-2c: Internet celebrity product involvement will have a positive impact on consumer 

commitment 

(3) Interactivity 

The interaction of internet celebrity has a significant positive effect on consumer trust (Wei & 

Meng, 2016). Consumers may be affected by internet celebrity. Internet celebrities will share 

information and communicate with them online. Social interaction has important information 

and normative influence on consumer trust (Kollat & Farache, 2017). 

Salespeople's use of social media can affect customer satisfaction because the message is 

important to the customer (Agnihotri, Dingus, Hu, & Krush, 2016). Research results based on 

network learning show that interactivity has a significant positive effect on satisfaction 

(Horzum, 2015). While teachers and internet celebrities are message senders, students and 

fans are message receivers. Learner satisfaction is positively correlated with teacher-student 

interaction (Cho & Kim, 2017). Customer satisfaction (Su, Swanson, Chinchanachokchai, 

Hsu, & Chen, 2016), customer trust (Bricci et al., 2016) Positive impact on customer 

commitment. 

The following assumptions are made in this study: 

H2-3a: Internet celebrity interactivity will have a positive impact on consumer satisfaction 

H2-3b: Internet celebrity interactivity will have a positive impact on consumer trust 
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H2-3c: Internet celebrity interactivity will have a positive impact on consumer commitment 

(4) Fame 

A study of brands and endorsers in India's telecoms industry suggests that celebrity credibility 

has a positive impact on brand trust and relationship commitment (Dwivedi & Johnson, 2013). 

In addition, in developing countries, the professional level, intention and popularity of the 

sales staff and other attributes will affect customer trust in the sales staff (Andaleeb & Anwar, 

1996). Athletes use their popularity in social media software such as Twitter to turn it into 

considerable income based on fan trust, which represents a unique marketing resource and 

communication channel for star athlete products, and fan trust is the basis of their conversion 

(Hambrick & Mahoney, 2011). The reputation of e-tailers can have an impact on consumers' 

initial trust (Sebastianelli & Tamimi, 2018). 

In addition, a study on the purchase intention of students at the University of Cape Coast, 

Ghana, found that there was a significant positive correlation between customer satisfaction 

and celebrity characteristics, and celebrity characteristics affected customers' purchase 

intention completely through satisfaction (Domfeh, Kusi, Nyarku, & Ofori, 2018). 

The following assumptions are made in this study: 

H2-4a: Internet celebrity visibility will have a positive impact on consumer satisfaction 

H2-4b: Internet celebrity visibility will have a positive impact on consumer trust 

H2-4c: Internet celebrity visibility will have a positive impact on consumer commitment 

2.2.3 Relationship Quality and Consumer Information Sharing 

In the word-of-mouth communication of internet celebrity, consumers reach a certain 

recognition or consensus on the value conveyed by the information, thus forming their own 

value positioning. The information released by the information source will arouse the 

emotional resonance of consumers and generate relationship quality. In the model of the 

limited ability of information processing, the information in internet celebrity's 

word-of-mouth communication tends to have a strong emotional color. The more information 

that can arouse users' emotional resonance, such as information that makes users feel happy, 

interesting or even angry, the more can increase the useful and sexy effect of users and meet 

their psychological needs. Internet celebrity word-of-mouth communication that consumers 

pay attention to can meet the needs of its products or services, make users contact with more 

new things, and enrich the user's knowledge. Consumers comment on, forward, and share 

relationships based on their quality. 

Social media enriches relationships by building strong relationships with consumers (M. N. 

Hajli, 2014b). At the same time, specific to social media platforms, many enterprises use 

social media information release platforms to establish close interaction with customers (M. 

N. Hajli, 2014c). Consumer information sharing affects the quality of relationships and 

decisions between business partners (M. N. Hajli, 2014a). Relationship quality refers to the 

ability of online retailers to reduce consumers' perception of uncertainty. Through social 
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media and internet celebrity word-of-mouth communication, consumers can interact with 

internet celebrity groups and observe their daily information release, thus establishing a 

highly interactive environment between the two (J. Kang, Tang, & Fiore, 2014). In social 

media, information sharing is regarded as the expression of the interaction between two 

parties, which is closely related to the quality of the relationship. Consumers are aware of the 

potential impact of information sharing on their interpersonal relationships. According to 

attachment theory, personal attachment can directly affect consumers' satisfaction, 

commitment, and involvement in shopping. Consumer attachment has a direct influence on 

satisfaction and trust (Belaid & Temessek Behi, 2011). Through the interaction of social 

media, consumers can generate the psychology of satisfaction, trust, and commitment (Casaló, 

Flavián, & Guinalíu, 2007). 

Previous studies have studied the relationship between social media and social commerce 

from the perspective of behavior based on users' trust and willingness to use social commerce. 

In other words, based on the reciprocal relationship between social network users and how 

much others care about users, their recommendation intentions will be affected (N. Hajli & 

Sims, 2015). In addition, from the perspective of social existence, the internet celebrity 

group's presence on social media increases consumers' trust in it, thus changing consumers' 

recommendation intentions in social media. 

Based on the above discussion and combining hypothesis 1-1a to hypothesis 2-4c, the 

following hypotheses are proposed in this study: 

H3a: Consumer satisfaction will have a positive impact on consumer information sharing 

H3b: Consumer trust will have a positive impact on consumer information sharing 

H3c: Consumer commitment will have a positive impact on consumer information sharing 

2.2.4 The Moderating Effect of Face Consciousness 

Face consciousness has become an important factor influencing consumer behavior (Bao et al, 

2003). Face consciousness is a phenomenon existing in different cultures. Compared with 

western consumers, southeast Asian consumers pay more attention to face consciousness and 

it is more obvious in Chinese culture (J. Li, Zhang, & Sun, 2015; L. Wang, Wei, & Zhang, 

2018). As a prominent factor, culture plays a regulating role in consumer decision-making 

(Ng, 2013; Pentina, Zhang, & Basmanova, 2013; J.-C. Wang & Chang, 2013; K. Z. Zhang & 

Benyoucef, 2016). The use of social business under different cultural backgrounds will have 

different impacts on consumers. For example, the cultural dimension includes individualism 

and collectivism. Comparing the cultural backgrounds of east Asians and Latin Americans, 

individualism and collectivism are more obvious among east Asians (Ng, 2013). At the same 

time, this cultural background helps to solve the differences between participation behavior 

and information adoption behavior in social business (Chu & Choi, 2011; Tsai & Men, 2017). 

In the green consumer behavior model, face consciousness will promote the typical consumer 

green consumption behavior, thus the culture important regulating factor in social business, 

Chinese culture has a long history, under the influence of Confucian culture, face 

consciousness has become one of the indispensable factors influence consumer behavior. 
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Under the moderating effect of face consciousness, consumer information sharing can be 

regarded as the behavior of consumers to improve their own image in social software. In the 

online word-of-mouth communication of social media platforms, the initial communication is 

usually internet celebrity to introduce its own consumption experience, while the forwarding 

information belongs to the word-of-mouth communication of consumers. Because product 

characteristics are also an important factor in word of mouth communication, people tend to 

talk about new, well-known and visible products (Shi, Wu, & Kuang, 2018). In social media, 

consumers share information and introduce a successful shopping experience, which is 

conducive to improving their self-image. Therefore, communicators are more willing to share 

their effective shopping experience due to the impact of Face consciousness (Berger & 

Schwartz, 2011). 

Besides, face consciousness can be identified as homogeneity to some extent. Homogeneity 

helps information flow. Due to common needs and product needs, the lower the perceived 

communication barrier between information source and receiver, the more important the 

similarity between information source and receiver is in belief identification (Pornpitakpan, 

2004). Consumers regard symbolic information in internet celebrity's word-of-mouth as a 

unique attribute and transfer it to their own lives to construct their internal connection with 

symbolic information (Boon & Lomore, 2001). Such self-construction behavior will make 

internet celebrity's word-of-mouth spokesmen form an inspiring image. Through purchase or 

information sharing, consumers can build satisfaction, trust, commitment, and other 

satisfaction in psychology (Elbeltagi & Agag, 2016). Based on the moderating effect of face 

consciousness, consumers ascribe themselves to the ideal self. When the image of an internet 

celebrity word-of-mouth spokesperson is seen as consistent with their ideal self-image, 

consumers tend to follow celeb-approved attitudes and behaviors. When the individual 

conforms to the attitude or behavior advocated by the communicator, it will lead to identity 

identification, which leads to the satisfaction obtained by the individual in the belief (S. K. 

Kang & Bodenhausen, 2015). 

The following assumptions are made in this study: 

H4a: Face consciousness will positively adjust the influence of consumer satisfaction on 

consumer information sharing 

H4b: Face consciousness will positively regulate the influence of consumer trust on consumer 

information sharing 

H4c: Face consciousness will positively modulate the impact of consumer commitment on 

consumer information sharing 

3. Research Methodology 

An extensive literature review was conducted in this study. The review focused on several 

related topics, such as information adoption models, internet celebrity word-of-mouth 

communication, relationship quality, face consciousness, and consumer information sharing. 

By reviewing the existing literature, this study analyzed and identified all problems related to 

internet celebrity word-of-mouth communication, relationship quality, face consciousness and 
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consumer information sharing from the aspects of factors, theories, and methods. The 

delivery result of this approach is to determine the importance of internet celebrity 

word-of-mouth communication, relationship quality, face consciousness, and how it affects 

consumer information sharing. 

4. Conclusion and Limitations 

Social media is an important platform for consumers to express their own opinions (Makridakis, 2017). In 

social media platforms, ordinary people can also become spokespersons for focused information. 

Nowadays, consumer behavior is one of the important research topics in the field of marketing (Hussain et 

al., 2018). 
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information adoption model, this study establishes the influence model of consumer 

information sharing, studies internet celebrity word-of-mouth communication from the two 

aspects of internet celebrity information source characteristics and information quality, and 

elaborates the theoretical framework of internet celebrity word-of-mouth communication 

from its basic concepts, structural dimensions, relevant studies, and other aspects, hoping to 

further complement and extend the research on internet celebrity word-of-mouth 

communication. 

Besides, this study integrates face consciousness into consumer behavior. As a cultural factor, 

the traditional Confucian culture has a profound impact on face consciousness. What choices 

consumers will make based on their motivation and self-efficacy when facing social media? 

This study focuses on the moderating effect of facial consciousness on consumers' 

information sharing. In previous studies, the research on face consciousness mainly focused 

on personality characteristics, and cultural factors were mainly used to explore the differences 

in pictures and text information displayed by users or consumers of different cultures in 

different countries, these studies did not explore the moderating role of face consciousness as 

a factor of Confucian traditional culture. This study takes face consciousness in Confucian 

traditional culture as a point to further discover the moderating role of the face in the 

influence of relationship quality on consumers' information sharing under the background of 

Confucianism. 

At the same time, consumers' information-sharing behavior has gradually attracted the 

attention of enterprise marketers and academic researchers. It is expected that the results of 

this study can provide references and Suggestions for enterprises, marketing markets, and 

sales organizations. 

Firstly, this study expects to find that internet celebrity can attract the common characteristics 

of fans, to help marketing companies to find the superior internet celebrity, by selecting 

internet celebrity characteristics, and creating competitive advantages through information 

flow to improve product promotion rate (Baabdullah, 2018). 

Secondly, from the perspective of consumers, this study introduces relationship quality as a 

mediating variable to find out the impact of internet celebrity word-of-mouth communication 

on consumers. Relationship quality is "pro- internet celebrity" behavior. Consumers are 

willing to share information. Enterprises study different characteristics of consumers and seek 

to convert relationship quality into information-sharing behavior in social media. Consumer 

information sharing behavior on social media platforms is regarded as an important way for 

enterprises to obtain valuable data for analysis and prediction. Many enterprises establish 

close contact with customers through social media platforms and hope to get useful 

information feedback. 

Thirdly, in Chinese cultural environment marketing, face consciousness is a typical 

representative of Chinese culture, the influence of Chinese culture cannot be ignored. 

Therefore, in this study, face consciousness is added to the relationship quality to consumer 

information sharing as a moderator, and the empirical results are expected to provide 

references for the marketing departments of enterprises. 
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To sum up, this study is based on the information adoption model to explain how people are 

affected by information dissemination on social media platforms. In addition, in internet 

celebrity word-of-mouth communication under the social business environment, information 

adoption refers to the attitude or intention of information receivers to accept certain types of 

information, while consumer information sharing refers to the result of consumers' adoption 

of the information they receive. This study provides a comprehensive framework to explain 

the relationship between internet celebrity word-of-mouth communication, relationship 

quality, face consciousness, and consumer information sharing. 

There are some limitations to this article. Firstly, since the proposed model needs to be 

further validated, this study will collect data from consumers concerned with internet 

celebrity dynamics to test the proposed model and further study the proposed hypothesis. 

Secondly, this study conceptualizes the information quality and information source 

characteristics of internet celebrity word-of-mouth communication. In addition, the sense of 

face is a special cultural awareness of Chinese consumers, which will have a great impact on 

consumer information sharing. Therefore, it is strongly recommended to collect 

questionnaires in different regions and enterprises to expand the sample diversity. 

5. Future Works 

As future work, based on this research model, according to the information adoption model, 

modify the model, further put forward a more complex research model, to better explain the 

relationship between internet celebrity word-of-mouth communication and consumer 

information sharing. Secondly, through interviews with internet celebrity representatives with 

high visibility and strong activity, questions that can reflect the information quality and 

information source characteristics of internet celebrity word-of-mouth communication can be 

obtained. Experts will then be invited to discuss and comment on selected measures to 

improve the validity of the content, and exploratory factor analysis will be used to construct 

the scale. Finally, the questionnaire was constructed with the internet celebrity 

word-of-mouth communication scales and the maturity scale adopted by other relevant 

variables, and the collected data were tested again through the questionnaire (Makridakis, 

2017). 
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