	論文中文摘要：
	本文為針對社群媒體中，網紅經濟之研究。旨在探討以追隨者觀點之網紅特性，所產生之情感鏈結，進而影響追隨者衝動購買行為之反應。研究結果發現，網紅表現出的專業性與自我揭露程度，會使追隨者對網紅產生不同層面的關係（擬社會互動關係與依戀關係），透過此情感鏈結，網紅的廣告效果會正面影響追隨者衝動購買行為。以幫助企業在選擇產品代言人時，提升消費者對產品廣告的購買效果。

	論文外文摘要：
	This article is aimed to explore the internet celebrity economy in social media. The aim is to explore the emotional connection generated by the internet celebrity characteristic of the follower's point of view, which in turn affects the reaction of the follower's impulse buying behavior. The results of the study found that the expertise and self-disclosure of the internet celebrities will cause followers to create different levels of relationships (parasocial interaction and attachment relationships) with the internet celebrities, through this emotional connection, the internet celebrities’ advertising effect will positively influence the impulse buying behavior of followers. To help enterprises in selecting product-endorser, enhance consumers' purchasing effect on product advertisements.


