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Factors Affecting Online Celebrities” Tips

LIAO Li WANG Xincheng WANG Zhengwei ZHANG Jinyan

( PBC School of Finance Tsinghua University; Business School University of Hong Kong)

Summary: Rapid economic growth has led to an increase in residents” wealth and how people dispose of their
wealth has become an increasingly important research topic. In recent years the online celebrity economy has
developed rapidly and tipping live stream performers a new wealth disposal method has attracted attention.
What motivates audiences to tip online celebrities? What are the rules of audience tipping behavior? This
research is quite important because a better understanding of tipping behavior is necessary to guide the healthy
development of this industry. On the one hand tipping plays an important role in the online celebrity economy
so exploring the influencing factors behind tipping is conducive to the sustainable development of the online
celebrity economy. On the other hand the online celebrity economy also appears some chaos so the study of
tipping behavior can provide theoretical support for the formulation of regulatory rules. However a lack of data
has limited research on this topic.

This study uses a unique dataset from five multiple — channel network ( MCN) agencies to examine this

issue. The dataset from these five MCN agencies consists of panel data from 2019 on the income and duration of
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each live stream of 41 online celebrities who play the same game. Two main findings are made. First the
entertainment accompany of online celebrities increases both the speed of accrual and the amount of the
celebrities” income. In other words longer live streams generate higher incomes. The intensity of tipping also
increases with the length of the live stream. Thus the entertainment accompany of online celebrities satisfies
the spiritual needs of the audience making the audience more likely to tip. In the analysis the influence of the
“star — making” activities of MCN agencies is eliminated by deleting the most popular online celebrities to test
the robustness of the conclusion. Second there is a significant positive correlation between head — tippers and
non — head — tippers. That is there is a herding effect in audiences” tipping behavior. To eliminate the concern
of a false regression the live experience of online celebrities is used as a heterogeneity test.

The findings partially explain the rapid development of the online celebrity indusiry; the interactions
between celebrities and audiences and between audience members jointly promote the rapid growth of the online
celebrity economy. As companionship encourages audience members to tip celebrities can increase their
income by increasing the duration of their live streams. Furthermore the tipping of head tippers influences that
of non — head tippers and vice versa allowing the celebrities” income to continue to grow. Therefore the online
celebrity economy demonstrates characteristics of the “Matthew Effect. ”

This study makes several contributions to the literature. First it adopts a micro — research perspective on
the factors that influence online tipping which will contribute to future research on the online celebrity
economy. Second this study is one of the first to use the income data of online celebrities. The unique and
rigorous dataset obtained from MCN agencies is not only the basis for credible conclusions but it also provides
a basic framework for future research on the online celebrity economy. Third it separately examines the tipping
behavior of head tippers and non — head tippers verifying the existence of the herding effect. Finally this study
provides new empirical evidence for the Matthew Effect.

Due to the limited number and dimensions of cooperation samples a detailed exploration of the online
celebrity economy is not provided in this study leaving some problems for future research. For example the
dataset does not include information on each audience members tipping behavior making it impossible to
analyze audience members” motivations in detail. Furthermore there are many types of online celebrities and
this study does not consider the factors that affect the income of online celebrities in other fields. Finally
different platforms may have different share ratios and platform rules creating strong heterogeneity in the
relationships between viewers and streamers on different platforms. Although it does not address the above
issues this study begins the development of principles for understanding the new economic model represented
by the online celebrity economy and provides a reference for institutions seeking to guide and regulate such
economic activities ensuring their healthy development.
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