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Influence of Live Web Celebrity Attributes
on Users Value Co-creation

WANG Haihua LI Yu XIONG Lijun DU Mei
(School of Management, Shanghai University, Shanghai 200444, China)

Abstract: Recently,"” web celebrity’ gradually change from a phenomenonal product to a™ economicnet-
working' and show a diversified development of" value spacé' . Based on the background of the live broad-
cast industry and the theory of value co-creation, this paper explores the impact of the live web celebrity
attributes on the users participation in value co-creation. Based on the mature scale developed by scholars
in the past, this paper establishes the four attributes of network popularity, affinity, purpose and interac-
tivity. The structural equation model is used to analyze 237 questionnaires from users of live platform. The
research shows that the network popularity, affinity and interactivity positively affect the emotional expe-
rience value. At the same time, the emotional experience value has a positive impact on the users participa-
tion in value co-creation. The emotional experience value plays an intermediary role between live web ce-
lebrity’s four attributes and emotional experience value. Program control has a negative adjustment effect
between the live web celebrity’s interactivity and the emotional experience value.
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