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43 HEENBECE

12 12 fu EMHEALE T ZHEY KB ER QL TH - T FHE®RBERR ) L5t
83 N HAKME 15.4% ; TdiHFHMA S, HEt 81 A SABHE 15% 5 T GINA
HELLO ; #3569 A » GA%E> 12.8% 5 THello Catie | $£5F 65 A » 5AMEE
Z 12.1% o EZAEBEELMEL T E0INE T » BB EET 114 A - HAEX
M&E 23.8% 5 rEmIZEIHET 93 A > ARG 19.4% 5 Emmbifa S IET 86 A »
HANEEZ 17.9% § ZFEIEAILET 83 N > SAMMEEZ 17.3% ; A7E H HHIILE
58 N\ HAMMEZ 12.1% 5 BERIEERHE 46 A - SARMEZ 9.6% - ZHEHEE
520 TR P2 U7 » B Youtube BUEILET 152 A - HARMME L 89.4% ; HEHE
B (facebook) EIEHLEF 60 A > HAEMME > 35.3% + #E4E Instagram(IG) BIAE L
gt 51 A HAEMMEE L 30% (£ 4-2) -

4.4 GEREEEIAT
(1) (EFEEGE 1T

AT LMERITH H VS ~ TBAE SRRV EE ~ SFIIREEEREL » Cronbachs’a
TR B R R PR A R [ G (5 FE B 2 fir B AR AE T A - (2RI H V(S - BIHAY
RZ AR EEE AR 0.7( Hair et al., 1998 ) » ELESEIEAYAH RS A7 0.8 » BEE
AN ZE Z i B RTINS — M - A5 2 AVE HE KRR 0.5 BIEURAHH
FEAYIBTA g — B /KA (B FE B % » AhgE 2 Cronbachs’ar (B & AR 0.7
& LEUPIRESR > ARIAHTEE RSN BRSBTS e R
MRS T RE e o i i 8 FAHREME (R 4-3) -

iy B & RIS FIARIE Fornell & Larckrer (1981) Pttt iy 52 CHIET - B RERF
PR FEIEHE (AVE) #Y-P 7R B Y i T < PR R R (R BT TEL RS - & P B SR AEHL
EHPIIIRA R I Z FERVAHRE (A3 - Forn B A R R AR U] - MUERR
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ABSTRACT
The development of the Internet, many social media (such as Facebook, YouTube,

and Instagram) have sprung up. This also allows everyone to become popular on the
Internet with different performance and influencing to the public. These people are
also called "Internet celebrity". These internet celebrities attract various companies
to invest resources and cooperate with them in marketing or promoting to increas-
ing brand awareness. This research focuses on evaluating whether the consumers will
purchase products recommended by internet celebrities. Reasons of increasing brand
loyalty and word-of-mouth communication toward celebrity recommended products is
also investigated. This study uses survey analysis and convenient sampling to target
consumers who have watched the beauty makeup online videos. Results found that
the idea self-congruity has a positive impact on brand loyalty, word of mouth and idol
attachment. The actual self-congruity has a positive impact on idol attachment. The
idol attachment has a complete mediation effect between actual self-congruity and both
brand loyalty and word of mouth. The idol attachment has a partial mediation effect
between idea self-congruity and both brand loyalty and word of mouth The corporate
marketers can use as a reference in future related decisions while promoting cosmetic
products. The choosing internet celebrities who have higher congruity with consumers
to increase their loyalty. It will also influence decisions of consumers’ friends based on

word-of-mouth.

Key words and phrases: Internet Celebrity, Self-Congruity, Idol Attachment, Brand
Loyalty, Word-of-Mouth.
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