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The Influence of Internet Celebrity
Endorsement and Advertorial
on Corporate Performance
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ABSTRACT

The purpose of the study is to investigate the influence of internet celebrity
endorsement and advertorial on corporate performance. We have collected information
from all listed firms' events in Taiwan for the past four years. We investigated whether
internet celebrity endorsement or advertorial can generate Cumulative Abnormal Returns
(CAR) for companies. We also used database to compile variables related to the popularity
and the credibility of internet celebrities to investigate which variables could enhance the
CAR created by internet celebrity endorsements and advertorials. We also investigated if
the performance of internet celebrity endorsements and advertorialsl will be enhanced
under the influence of COVID-19.

This thesis adopts the Event Study and Regression Analysis Method, and the research
findings revealed that:

(1) The company's announcement of internet celebrity endorsement showed significant
CAR in the mid-term.

(2) The results of internet celebrity endorsement found that in the short term, the number
of likes on endorsement videos and the number of internet celebrity followers have a
significant positive influence on corporate performance. In the mid-term, consumer

trust in information released by internet celebrities has a significant positive influence.

(3) The results of internet celebrity adveadvertorialsnd that in the short-term, the
consumers’ trust in the information posted by internet celebrities has a significant
positive influence on corporate performance. However, the number of likes and views
of advertorial videos, as well as the number of internet celebrity followers, all have a
significant negative influence. In the long-term, the consumers’ trust in information

released by internet celebrities has a significant negative influence.
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