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A Study of the Effect of Internet Celebrities for Political 
Endorsement 

LI, YIN-CHI 

Shih Hsin University, Department of Public Relations and Advertising 

Abstract 

Nowadays, the Internet has become the best channel for publicity. Politicians have also 

begun to invest their efforts into such sphere through living streaming on Facebook or 

cooperating with these Internet celebrities. Therefore, the current research aims to discuss the 

attitude and behavior toward the Internet celebrities as the propaganda tools in the 2020 

presidential election. The main purpose is to explore the effect and influence of the online 

celebrity endorsement for candidates on audiences. The current research will use Celebrity 

Endorsement Model to analyze and adopts the purposive sampling survey to filter participants 

who met the qualification as Taiwanese citizens over the age of 20. The current study distributed 

online questionnaires to collect samples through snowballing. In the 2020 presidential 

candidates, only Ing wen Tsai and Guo Yu Han have cooperated with the Internet celebrities. 

Therefore, the questionnaire was divided into A and B groups. A total of 414 valid samples were 

obtained. The results show that the “Expertness,” “Attractiveness” and “Likeability” of the 

credibility of the celebrities have positive affect to the “Audience's Attitude” and “Audience's 

Attitude” has positive affect to the “Voting Intention.”  The result indicates that the influence 

of internet celebrities in endorsements will positively affect audience's attitude and voting 

intention. 

Keywords: Internet Celebrity Endorsement, Endorser Credibility, Attitude, Voting Intention. 

 

 

 


