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The Effects of Celebrities in Micro-blog Advertising
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(Inner Mongolia Scientific and Technical University, Baotou 014010, China)

ABSTRACT: Objective It studied the dynamic performance and influences of celebrity effects in micro—blog
advertising. Methods Characteristics of celebrity effect exhibited in micro—blog advertising spread fast, affecting a wide
range, two—way information transmission and dynamic characteristics of the audience level, information interpretation of
strong randomness is analyzed from the elements of communication, from the case analysis of the positive and negative
function the celebrity effect. Conclusion It discussed the factors of celebrity micro—blog advertising effects, proposed the

celebrity effects played a great role in micro—blog.Grasp the use of celebrity effect from the information source to the

celebrity micro—blog propagation process to the recipient of the main aspects.
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