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Abstract 
    The present research aims to investigate how to positively help online content 

creators become Internet celebrities besides from continuously produce contents---by 

appropriately utilizing different characteristics of social medium and constantly 

interacting with the audience in Taiwan. Online social networks have provided a cyber 

space for everyone to express thoughts/opinion/creation, some content creators have 

gained loads of followers, fans and visibility due to continuously developing and 

cultivating the content and relationships. This study examines the process of how 

online content creators acquire social capital through practical performance to the path 

of becoming Internet celebrities with a strong focus on the social and cultural contexts 

in Taiwan. To fulfill the purpose, this study conducts face-to-face semi-structure 

interviews with six successful online content creators, in the hope to develop 

comprehensive understanding of the process and factors of becoming Internet 

celebrities in Taiwan.    

Keywords: Internet celebrity, interactivity, social capital, audience, social media 
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Introduction 

    Today, millions of people create content in social media, such as YouTube, 

Facebook, etc., covering topics from games, beauty, pets, children’s books, food, travel 

to music and so on. In Taiwan, there have been successful cases that creative bloggers 

have become celebrities and raise awareness of certain social and cultural issues from a 

different angle from the mainstream mass media. This research aims to understand the 

motivation, creative process and the path of gaining visibility of Taiwanese online 

content creators. In a preliminary study, the researcher had conducted in-depth 

interviews with three online content creators to investigate the approaches of these 

creators to maintain platforms in different social media—blog, YouTube, 

Instagram---and an amount of loyal audience. Their experiences also provide fertile 

grounds to analyze the communication strategies for gaining visibility online besides 

from posting contents. (For the preliminary study and fieldnotes, Please refer to 

Appendix 1) 

    Take “Interaction” for example - scholars already proved that interaction increases 

connections, interactive media provides individuals opportunities to access information 

that is pertinent to them, or conducts conversations with other users (Dobos and 

Dimmick, 1988), and make formerly invisible connections visible (Blood, 2004). One 

interviewee in preliminary study, running a beauty/fashion theme blog, attracted quite 

an amount of readers who consider her as a nice “girl friend” sharing fashion 

information. This fact shows that, to maintain the relationship or sisterhood and to 

‘catch up’ between readers and the writer becomes relatively important. This concept 

strikes researcher as its similarity of increasing social capital via interaction, as Putnam 

4 
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(2000) said, core elements of social capital—trust and cooperation—could be 

developed over time by repeated interaction within people involved. Furthermore, 

interaction between each creator will also brings multiplying effects by creating 

opportunities to ‘be seen’ by each other’s audience. Another informant also mentioned 

that some American enterprise also attracts consumers by holding campaigns regularly 

on social media, such as inviting people to display their ways of experiencing products.  

    The other important theme emerged from the preliminary study is the issue of 

how to appropriately adopt the characteristics of social medium. Another interviewee 

mentioned, due to the different functions (or restriction) of social medium, content 

creators would adjust their contents. For example, since Instagram focuses more on 

pictures and possesses less space for texts, creators pay more attention on choosing the 

most attractive photo and design with just a little witty explanation. However, if the 

same content is posted on Facebook, they will spend more time on introduction as for 

attracting readers to ‘link’ or ‘share’. The fact is similar to Chau’s (2010) description 

for YouTube that loads of features of YouTube draw more users to join and of course 

create more audience. Other commonly approaches to gain visibility online are 

including vlogs, as for its easy-participated characteristics. Not to mention about 

Facebook, reached its 1.3 billion users on 2012, had already proven the ability of 

increasing the size of one’s social network (Joinson, 2008). For these observations 

above, this study aims to understand the self-learning process of online content 

creators, to document their practical methods of gaining visibility on social media by 

adopting appropriate measures on different social media and interacting with readers, 

to record the vicissitude of their social capital, until they are finally qualified as 

 5 
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Internet celebrities.  

    It is needed to be clarified: some of Internet celebrities popped up in social media 

because of occasional events, but this study borrows Maquarrie, Miller and Phillips’ 

(2013) concept that described ordinary consumers as who lacks of professional 

experience and holding institutions nor family position in a specific industry. In other 

words, this is a study investigating on ‘ordinary people’ who works from scratch, no 

matter focusing on what types of themes and contents, gradually accumulates their 

social capital via constantly displaying practice and crafting their relationship with the 

audience. 

    It is also needed to state that both of the previous research and the observation did 

not closely inspect the phenomenon in Taiwan; in this case, this study specifically 

focuses on Taiwan practitioners. With related literature, this study will be expected to 

fulfill the answers for the following research questions: 

1) How does Taiwan online content creator reach more audience through interaction 

with fans/creators on the process of becoming Internet celebrities?  

2) How does Taiwan online content creator adjust contents or interaction for different 

social media on the process of becoming Internet celebrities? How do the 

characteristics of different media shape or restrict the creator/producer’s behaviors?  

3) How does Taiwan online content creator’s social capital change through constantly 

displaying practice or interaction with fans/creators that the creator considers useful on 

the process of becoming Internet celebrities?  

    This study is designed of in-depth face-to-face semi-structure interviews with six 

Internet celebrities, complemented with grounded theory to study the themes of their 

 6 
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 7 

online content as methodology. Interviewees’ specialty are covering different specific 

areas for ensuring the integrity of this study but also preserve the opportunities to 

compare the difference in the same area, in the hope to shed light on experience for 

future online content creators or enterprise (See Appendix 2).

 7 
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Literature Review 

    Maquarrie et al. (2013) brought up Bourdieu’s concept of cultural capital to 

explain the positive function of media for creating Internet celebrities, and how 

bloggers are able to grab the megaphone and acquire a mass audience---capital can be 

invested and further accumulated according to them, much in the same way as money 

can. In their description, the megaphone effect refers to those ordinary consumers, who 

lack of professional experience and don’t hold an institutional or family position, post 

to the web about consumption and acquire a mass audience. And fashion bloggers can 

be theorized as individuals who start with some capacity for taste and proceed to 

accumulate cultural capital from its repeated exercising and displaying. 

    This study borrows the concept of Maquarrie et al. (2013) of fashion bloggers, 

and investigates that if the assumption of ordinary people (not only related to fashion 

industry) who also lacks of professional experience and don’t hold any institutional or 

family position is still be capable of accumulating their social capital and obtaining 

audience by their continuously displaying of creation until they eventually become 

Internet celebrities.  

Interaction vs. social capital 

    One of the most cited scholars of discussing interaction and social capital is 

Putnam and his book bowling Alone: The Collapse and Revival of the American 

Community (2000). Putnam suggested that, life is easier in a community blessed with a 

substantial stock of social capital. For example, networks of civic engagement foster 

sturdy norms of generalized reciprocity and encourage the emergence of social trust. 

Networks facilitate coordination and communication, amplify reputations, and thus 
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allow dilemmas of collective action to be ‘I’ resolved. In the mean time, networks of 

civic engagement embody past success at collaboration, which can serve as a cultural 

template for future collaboration. Then, dense networks of interaction probably 

broaden the participants’ sense of self, developing the ‘I’ into ‘we’. In other words, 

Putnam stood for the point that the core elements of social capital---trust and 

cooperation---could be developed over time by repeated interaction of people involved 

in long-term relationships that are supported by community institutions. 

    However, Kreuter and Lezin (2002) reminded us the diverse concept from 

Coleman (1988), who advocated many individual actors (as either individuals or 

members of organizations) who make an investment in the betterment of the whole 

community capture personally only a small portion of the benefits. Nevertheless, 

scholars generally agreed that, social capital increases when it is spent: the more one 

uses, the more one produces (Cox, 1995). 

    Based on literature above, it is reasonable to assume that constantly interacting 

assists on personal social capital. However, to deeply understand the connection 

between interactivity and social capital, it is needed to elaborate the literature of 

definitions of both terms, next section will be discussing around how scholars had 

explained. 

Interactivity 

    Interactivity (Huang, 2011) is often marked as the main difference between 

traditional media and online new media. Any discussion of interactivity should be 

rooted from Cybernetic theory outlined by Wiener (1948). Brets and Schmidbauer 

(1983) defined interactive communications as ‘the situation in which each of two (or 

 9 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 10 

more) communicants responds to the other’.  

    The main difference before/after interactivity is feedback, which the ability for 

message receivers to respond to message senders has developed into a core component 

of many interactivity conceptions (Kiousis). 

    However, Manovich (2001) pointed out that, when we use the concept of 

‘interactive media’ exclusively in relation to computer-based media, there is danger 

that we interpret ‘interaction’ literally, equating it with physical interaction between a 

user and a media object (pressing a button, choosing a link, moving the body), at the 

sake of psychological interaction. And the psychological processes of filling-in, 

hypothesis forming, recall and identification, which are required for us to comprehend 

any text or image at all, are mistakenly identified with an objectively existing structure 

of interactive links. 

    But the interesting part is that, the mental process, a uniquely individual state, has 

become part of a public sphere. Unobservable and interior process and representations 

were taken out of individual heads and put outside, such as drawings, photographs and 

other visual forms, now they could be discussed in public. What was hidden in an 

individual’s mind became shared.  

    So, Manovich suggested that, interactive computer media perfectly fits this trend 

to externalize and objectify mind’s operations. The very principle of hyperlinking, 

which forms the basis of much of interactive media, objectifies the process of 

association often taken to be central to human thinking. Mental processes of reflection, 

problem solving, recall and association are externalized, equated with following a link, 

moving to a new page, choosing a new image, or a new scene. 

 10 
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 11 

    Manovich (2001)’s concept had been elaborated and extended by loads of 

scholars. Besides of Manovich’s description, Downes and McMillan (2000) provided a 

five-dimensional definition of interactivity comprised of：(1) direction of 

communication (2) timing flexibility (3) sense of place (4) level of control (5) 

responsiveness and the perceived purpose of communication. 

    Following the argument, Kiousis (2002) sorted all the literature before, and made 

a discussion that whether interactivity is based on technology or in user’s spirituality. 

He asked that if interactivity is a characteristic of the context in which messages are 

exchanged, is it strictly dependent upon the technology used in communication 

interactions, or it’s a perception in users’ minds? The answer he gave is both. 

Operationally, interactivity is established by three factors: technological structure of 

the media used (e.g. speed, range, timing flexibility, and sensory complexity), 

characteristics of communication settings (e.g. third-order dependency and social 

presence), and individuals’ perceptions (e.g. proximity, perceived speed, sensory 

activation, and telepresence). 

    Based on Kiousis’s (2002) concept, interactivity refers either in technological 

structure or individuals’ perceptions, interactivity in online communities, such as blogs, 

contains both characteristics, provides a measure of researching on interactivity. 

Interactivity in blogs  

    One of the measures of interactivity in blogs is links (Huang, 2011). Blood (2004) 

said, in the early age of Weblogs, they were all about links.  

    The earliest weblogs were sites in which the author linked to and commented on 

web content. Jørn Barger, author of Robot Wisdom, created the term weblog, and 

 11 
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defined it as ‘A web page where a weblogger (sometimes called a blogger, or a 

pre-surfer) ‘logs’ all the other web pages she finds interesting’ (Barger 1999). The 

influential naming act occurred in 1997, but it is commonly agreed that the first sites of 

this kind appeared in 1996 (Lena, 2006). 

    After that, the blog-style Weblog was born which is more like dairy. Blood 

mentioned, other tools for interactivity also showed up. For example, Permalink had 

made Webloggers frequently referenced other blogs, and cossblog talk also became 

compelling. Comments could be an example as well, and commenting has meant a 

further democratization of publishing, which to an extent make the readers become 

writers. Last but not least, trackback also allows bloggers to ping other Weblogs, 

placing a reciprocal link, and it makes these formerly invisible connections visible, 

inviting instant response. 

    Nowadays, more and more interactive functions in blogs or online communities 

are widely increased and appeared more of diversity. Huang (2011) provided few 

examples such as counter for browsing numbers, RSS etc. could all be effective for 

connections. From the interactive functions that the media possesses, they provide 

diverse way promoting the change of relationship between message producers and 

audience, thus, the will further examine how does interactivity influence the 

relationship with the audience.  

Interactivity vs. audience 

    What does interactivity change the new media era? Scholars discuss loads upon 

the reason that interactive media has the potential for displacing former 

communication (media) channels. We need to start from audience’s needs. 

 12 
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Dobos and Dimmick’s (1988) had made a classification of the audience’s needs: (1) 

surveillance need (information-gathering activities), (2) social interactive needs, (3) 

need to pass time, (4) need to escape from boredom or problems, (5) need for diversion 

(entertainment or excitement), and (6) need for advice (information that aids 

decision-making). To go further of that, Rust and Varki (1996) divided the reason into 

their three categories: (1) information needs (includes points 1 and 6 of the earlier 

classification and is defined as the need for information that advances individual 

knowledge and aids in decision-making), (2) entertainment needs (includes points 3-5 

of the earlier classification and is defined as the need to relax through vicarious 

experiences), (3) socialization needs (same as point 2 of earlier classification and is 

defined as the need for social companionship). 

    To expound these three needs, the authors compared different functions upon 

traditional mass media and interactive media. For information needs, traditional mass 

media like newspaper, radio, and television provide individuals with environment and 

product-related information, but the format of these media limits both the quality and 

depth of information provided. And interactive media allows individuals to access 

information that is pertinent to them. The computer-mediated environment of 

interactive media enables individuals to ‘probe’ databases of information on an 

“as-you-need-to-know” basis with the help of user-friendly software. 

    For entertainment needs, individuals could select their desired programming, from 

possibly a hierarchically organized menu, and their interactive television would then 

display for them after retrieving their chosen programming from the various databases 

linked to the information highway. In addition, the interactive television gives 

 13 
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individuals in determining their time of viewership, and affords with a greater range of 

entertaining activities. For socialization needs, interactive media allows individuals to 

conduct ‘conversations’ with several other users in real-time. 

    Due to the satisfaction that Interactive media provides to the audience, Maquarrie 

et al. (2013)’s research supports the assumption that by accumulating the audience, the 

bloggers also builds up social capital. Moreover, the discussion around interactivity 

often brings up social capital has also been an important topic in academic area. 

(Putnam, 1998; Falk & Kilpatrick, 2000). As Putnam (1998) described, the interactions 

draw on knowledge and identity resources and simultaneously use and build stores of 

social capital. In next section, the research will dissertate the literature of social capital. 

Social capital  

    Social capital theory can be traced its root from Bourdieu (1985) and Coleman 

(1990). According to Bourdieu (1985), social capital refers to ‘the aggregate of the 

actual or potential resources which are linked to possession of a durable network of 

more or less institutionalized relationships of mutual acquaintance or recognition. 

Coleman (1990) claims that social capital is ‘defined by its function. It is not a single 

entity, but a variety of different entities having two characteristics in common: They all 

consist of some aspect of social structure and they facilitate certain actions of the 

individuals who are within the structure. Like all forms of capital, social capital is 

productive, making possible the attainment of certain ends that would not be possible 

in its absence. Like physical and human capital, social capital is not completely 

fungible with respect to certain activities. A given form of social capital that is valuable 

in facilitating actions may be useless or even harmful for others. Unlike other forms of 

 14 
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capital, social capital inheres in the structure of relations between persons and among 

persons. It is lodged neither in individuals nor in physical implements of production.’ 

    Portes (1995) defined social capital as ‘The capacity of individuals to command 

scarce resources by virtue of their membership in networks, or broader social 

structures…The ability to obtain (social capital) does not inhere in the individual…but 

instead is a property of the individual’s set of relationship with others’. Yet Fukuyama 

(1999) described it as a set of informal values or norms shared among members of a 

group that permits cooperation among them. If members of the group come to expect 

that others will behave reliably and honestly, then they will come to trust one another. 

Trust is like the lubricant that makes the running of any group more efficient. 

    Putnam (1996) upgraded the research by covering not only personal level but also 

community level, and furthermore discussed how social capital enhance efficiency of 

cooperation in society. As Putnam (1996) mentioned, ‘the features of social 

life---networks, norms, and trust---that enable participants to act together more 

effectively to pursue shared objectives. (Whether or not their shared objectives are 

praiseworthy is, of course, another matter).  

Two levels of social capital—Bonds and Bridges 

    Tempkin and Rohe (1998) found social capital was a major predictor of 

neighborhood stability. They examined the idea in two operational levels of social 

capital: sociocultural milieu and institutional infrastructure, which sociocultural milieu 

is defined as the manifestation of residents’ identity with the neighborhood and the 

degree of social interaction that neighbors have with one another, and institutional 

infrastructure refers primarily to the presence of neighborhood organizations 

 15 
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(community-based organizations, CBOs) and the actual ability of those CBOs to act on 

behalf of the residents.  

    Kreuter and Lezin (2002) elaborated previous research, proposed that Tempkin 

and Rohe’s (1998) concept is consistent with the distinction between bonding social 

capital and bridging social capital that Putnam (2000) described. They claimed, 

bonding social capital is similar to sociocultural milieu, assumed to be a critical factor 

in creating and nurturing the kind of group solidarity that one sees in close 

neighborhoods and within ethnic enclaves; however, bridging social capital is 

analogous to institutional infrastructure, detected at the organizational level where 

norms, values, and social structures facilitate more macro-connections: the linking 

together of different organizational entities within a community around a common 

purpose and access to resources and assets outside the community. 

    It is already proven that using social media would enhance bridging social capital, 

and by adopting specific behavior on Facebook—such as interaction with others and 

comment—would also enlarge personal boding social capital (Vitak, Ellison and 

Steinfield, 2011). In next chapter, this research will discuss further on how the media 

properties shape the interactivity between online content creators and audience. 

   

Interactivity in social medium-YouTube, Facebook 

   According to McLuhan, medium is message, to illuminate the procedure of 

becoming Internet celebrities, this section reviews characteristics of mainstream 

medium that are heavily used in Taiwan to understand how media characteristics shape 

the behaviors. Two online social medium were chosen, YouTube, and Facebook, 

 16 
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concerning of not only usage amount but also interviewee’s habit.  

    Web 2.0 boosts the development of social networking services, which build online 

social networks for communities of people who share interests and activities (Cheng, 

Dale and Liu, 2008), YouTube and Facebook are both notable social networking 

websites.  

YouTube 

    YouTube, found in early 2005, rapidly became a popular online media (Cheng et 

al., 2008; Holtz, 2006; Finamore, Mellia, Munafo, Torres, and Rao, 2011). Acquired by 

Google Inc. in 2006, Alexa (2010) claimed, YouTube has grown to become the world’s 

most popular video-sharing website and the world’s third most visited website. Loads 

of discussion had been focusing on reasons of YouTube go viral (Benevenuto et al., 

2008; Haridakis and Hanson, 2009; Chau, 2010; Finamore et al., 2011). 

    According to Chao (2010), few characteristics or designs of YouTube make 

participation easier, which are 1) relatively low barriers 2) Strongly support creating 

and sharing 3) The informal mentorship 4) The belief that contributions matter. 

Scholars (Haridakis, 2002; Perse, 1990; Rubin, 1981; Haridakis and Hanson, 2009) 

depicted, YouTube provides a new form of appointment television—one that is built 

around the calendars of individual users. Thus, few attracting characteristics can be 

both found in YouTube and Television, such as leisurely entertainment and information 

seeking. Apart from this, co-viewing would be one of factors as participants’ motives 

would also be watching, sharing, and discussing videos they like with family and 

friends (Lull, 1980) which was regarding the social uses of television and the cognition 

that people use media such as television to have something to do with friends and 

 17 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 18 

family members (e.g., Haridakis, 2002; Rubin, 1983), and media content serves as 

topics for post-viewing discussion (Levy & Windahl, 1984). Besides of that, Haridakis 

(2009) also found out, socially active people tends to turn to YouTube rather than less 

socially active counterparts, and internally controlled users appear to be the ones 

actively doing something with the video content once they watch it. Chao(2010) also 

elaborated that, sense of social connection is one of the attractive factors of YouTube, 

he claimed although YouTube is not designed as a web space for collaboration, the 

young YouTubers have their ways of creating support each other and promoted 

collaboration. 

    Vlog, or so-called videoblogging, is one of the most popular form in YouTube, 

which is dominant of user-created content. This form was partly from webcam culture, 

personal blogging and the more widespread “confessional culture” that characterizes 

television talk shows and reality television focused on the observation of everyday life 

(Pelle and Vonderau, 2009). Possessing easy-participated as a characteristic, vlogs 

rapidly becomes popular, research has shown, vlogs make up almost half of the top 

thirty Most Subscribed channels on YouTube. Of the thirty with the most subscriptions 

of all time, thirteen are channels predominantly built around vlogging (Burgess and 

Green, 2009). 

Facebook 

    Found in 2004, Facebook has become popular worldwide in last ten year. In 2012, 

Facebook users reached its amount over 1.3 billion in Taiwan, it is also the most 

common used social media among popularity (Institute for Information Industry,2012). 

    Acquisti and Gross (2006) had divided researchers’ interest on Facebook into two 

 18 
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main aspects: 1) as a mass social phenomenon in itself; 2) as an unique window of 

observation on the privacy attitudes and the patterns of information revelation among 

young individuals. Lampe, Ellison, and Steinfield (2006) distinguished the use of 

Facebook for ‘social searching’ and for ‘social browsing’. Gross and Acquisti (2005) 

extended the idea, explaining why so many Facebook users choose relatively open to 

their privacy setting. Joinson (2008) further found that, ‘keep in touch’ was the most 

common motivation of using Facebook. 

    Previous research has shown that, Facebook exhibits important impact on student 

motivation to learn, affective learning, and classroom climate (Mazer, Murphy, & 

Simonds, 2007; Cheung, Chiu and Lee, 2011); creates an online social space where 

university students can build and maintain social capital with others (Ellison Steinfield, 

& Lampe, 2007; Lytras and Garcia, 2008; Lytras & Ordonez de Pablos, 2007); most 

important, build social capital with the industry (Chakrabarti & Santoro, 2004). 

    Literature showed that, interactivity is one of most important factors for Facebook 

and YouTube to become popular worldwide; thus, this study is expected to ascertain 

the relationship between interactivity, social media, social capital and Taiwanese online 

content creators. 
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Methodology 
    This chapter elaborate on the research questions and the logic of research design. 

This research aims to understand two dimensions of on-going process of gaining fame 

of Internet celebrities. First, what external factors, or environment/circumstances will 

help build up and accumulate social capitals; second, from the perspectives of Internet 

celebrities, what do they perceive as the crucial efforts they make to achieve the 

accomplishments? What kinds of difficulties will become obstacles or suppression?  

  

Recruiting Interviewees  

    Before recruiting interviewees, definition of Internet celebrity requires 

clarification. According to Pearsall (2011), ‘celebrity’ refers in standard definitions to a 

famous person or the state of being famous, and being ‘famous’ means being ‘known 

by many people’. Scholars debated, although different conceptions of fame and how 

modern celebrity is known (Edwards and Jeffreys, 2010), celebrities are famous due to 

their high visibility in media formats rather than public personages because fans take 

as much interest, in the mediatized details, either in their private lives or in their 

professional lives (Turner, 2004). This concept is akin to Len Sherman’s (2006) 

statement that ‘where we once admired people who do great things, now we admire 

people who play people who do great things’, and Redmond and Holmes’s (2007) 

claim that the contemporary celebrities’ fame is achieved primarily through the 

media-fed trivia of lifestyle and personality, rather than through talent or great 

accomplishments. However, scholars have concurred that contemporary celebrity 

culture is distinguished by its pervasiveness and integration into daily life (Cashmore 
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2006; Orth 2004; Redmond and Holmes 2007; Turner 2004). To take pervasiveness 

and visibility into account, this research recruited volunteer interviewees from the 

recommendation of popular blog portal website in Taiwan—Pixnet, and further to 

analyze his/her blog and Facebook fan group page.  

    The next section will be documenting the procedure of recruiting interviewees of 

this study. On the front page of Pixnet, there is a special column of recommendation of 

blogs (Figure 1). On the bottom of the page, another column is recorded with the 

detailed recommendation of blogs that are categorized in different themes (Figure 2) 

 

 
Figure 1&2. Recommendation of column 

 21 
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  As the purpose of this study aims to study the creative work of Internet celebrities, 

the willingness to participate in this research became a crucial key of selecting the 

interviewees. The researcher sent requests to all of the recommended bloggers on the 

portal website with an invitation of participating this research, and received 6 positive 

responses.   

    The consented interviewees are all females, who possess different degree of 

experiences on blogging in terms of years. The common thread of their writing are 

themes related to lifestyle, which would also provide a close analysis of interaction 

between the emergence of online media and lifestyle industry in Taiwan (Table 1), 

while the blogs content fall into six different subthemes as follows. 

Blogger Starting Date  Readership Readers on Facebook 

Jiang Jiang de 

nao dai yun tzuo 

mo shr 

April 2004 1009393  

(Retrieved on 

2016/3/27) 

2503 

Mi Mei kan dian 

ying 

Jan 2013 3565126 

(Retrieved on 

2016/3/27) 

5273 

Memory Pieces Jan 2007 470653 

(Retrieved on 

2016/3/27) 

956 

Sana 217 Nov 2005 41457435 

(Retrieved on 

2016/01/27) 

71690 

 22 
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Tony 60533 Dec 2012 10129362 

(Retrieved on 

2016/2/18) 

8672 

Kthu1031 Mar 2010  16615662 

(Retrieved on 

2016/3/27) 

345166 

    For further analyzing all the interviewees’ content, it is necessary to elaborate 

their background. The next section is an introduction of the six bloggers and their 

motivation of creating contents online. 

Introduction of cases 

Katie   

    Katie is the founder of the blog Silicon deliciousness wife, (later renamed How 

Living 矽谷美味人妻 xigu meiwei renqi, website: http://kthu1031.pixnet.net/blog, 

Figure 3 ).  

 

Figure 3. Katie’s blog 

    Katie started blogging originally only for documenting her pregnancy experience, 

but her blogging career expanded rapidly and densely. After few years of running 
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Howliving blog, it has expanded to a business maintained by a whole supporting team. 

The motivation for blogging also evolved from documenting her life to building a 

career of promoting the dining room aesthetics/sensibilities and improving family 

relationship in the dining room. Nowadays, Howliving team possesses different 

platforms to publishing contents, which include Facebook, Instagram, YouTube, Blog, 

and Line.  

    Besides of cooperation with corporate businesses and media, the main goal of 

Howliving team is to build a biggest maternity online community in Asia, and to 

provide a platform for Taiwanese team to reach international channels. The goal of 

Howliving team for the near future is outreaching into the market in China, 

cooperating with Meipai, which is a popular apps in China and had been downloaded 

over a hundred million times, Howliving is positively expanding their business 

territory.   

  

Guo Guo 

    Guo Guo initiated her blog out of the motivation of sharing with others about the 

experience of places she visited and the restaurant in which she enjoyed dining. Guo 

Guo owned a blog named Memories Pieces(果果的小資日常 Guo Guo de xiao zi ri 

chang , website: http://memorypieces.pixnet.net/blog, figure 4) since January 2007, 

when main contents were reviews of movies at the moment. Until three years ago, she 

kept revising in different ways of content creation to accommodate the readers’ taste. 

The motivation of changing was the advantage of her work, which allowed her to reach 

different kinds of gourmet. Instead of leaving all the observation to work, Guo Guo 

 24 
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saved personal opinion for her own blog. 

  

Figure 4. Guo Guo’s blog 

       The crucial point of Guo Guo’s blog achieving another peak of visibility was 

when she started to compose articles on traveling. In the beginning, the articles were 

about all kinds of short trips either in domestic areas or nearby countries such as 

visiting Japan. But when the time she documented some attractions in Australia, where 

she got a chance of experiencing working holiday, her blog was fulfilled with loads of 

different comments and questions; some of the readers were asking the schedules, and 

others of them were eager to share their own experience to Guo Guo. As a result, her 

Australia traveling stories hit Taiwanese taste and became one of the reasons that she 

quickly accumulated visibility online, and the theme of her blog was also gradually 

classified as a mix of traveling and food. Guo Guo admitted that due to the similar 

purpose and production between her work and her blog, she would avoid few specific 

themes appearing on her blog. This movement somehow became a restriction of 

reaching certain ranges of visibility online. 

 

Jiang Jiang 

 25 
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    Jiang Jiang set the goal of blogging as sideline. Her blog is named after The 

Operational Mode of The Brain of Jiang Jiang, (將將的腦袋運作模式 Jiang Jiang de 

nao dai yun tzuo mo shr, website: http://junjunjun.pixnet.net/blog, Figure 5). She 

created her blog early in 2004; however, it was only an approach for her to express 

emotion at the beginning, and until few years ago she adjusted the content and made 

effort to reach more visibility online. 

  

   Figure 5. Jiang Jiang’s blog 

     The theme of Jiang Jiang’s blog is mainly related to creative handwork, the 

motivation of commencing blogging is for cultivating her interest after graduation 

from college and settled down with a stable job.  Jiang Jiang’s hand-made work 

matched readers’ flavor and rapidly acquired massive attention online. She obtained an 

invitation of publishing a book from one of the biggest publishing house in Taiwan, 

Cite media holding group (城邦 cheng bang,) and became an author later on. 

    She confessed to me that there are some discrepancies between her ideal image of 

the book. In the published version, she was expecting the comparatively hipster style 

but was replaced by luscious, rustic style; however, she still decided to compromise for 

respecting the profession. 

    Jiang Jiang maintains her full-time job right now but blogging brought her plenty 
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of opportunities reaching to other companies, and she also became lecturer for some 

activities and universities, such as National Taipei University or Niu Café. 

 

Sana 

    Sana is a famous illustrator, with a parallel fame to other senior online illustrators, 

彎彎 (Wan Wan), 海豚男 (Hai Tun Nan) and so forth. Sana established her blogs 

more than ten years ago. Early in 2005 she created her first blog on Wretch that was 

originally for the assignments of undergraduate study, but few years after, the blog was 

moved to Pixnet (Figure 6). Sana displayed some of her drawings on it, which soon be 

noticed by online visitors. 

 

Figure 6. Sana’s blog 

    Sana quit blogging for a long while, and she lost interest on engaging creating 

after accumulated a bunch of fans online. But the time she returned, by the help of the 

timing of blogs rising, she still amassed massive visibility online. Sana is now a 

full-time blogger/creators -- the essential turning point is when she realized the income 

from her cases is enough to support her life and she also wanted to change a job. From 
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the invitation of different companies, Sana’s illustration is now seen in diverse 

platforms, such as in blog/book/easy card of MRT/Line stickers etc.  

Tony 

    Tony’s blog is seen as a reputable recommendation of either restaurants or 

attractions on different portal sites, such as Pixnet/Google/iPeen. Holding multiple 

identities as Tony, she has a full-time job but is also a professional blogger as side 

occupation.    The theme of Tony’s blog Tony’s fancy world (猴屁的異想世界 hou pi 

de yi xiang shi jie , website: http://tony60533.pixnet.net/blog, figure 7) is concise and 

simple, mostly of them are food articles or restaurant, sometimes for food delivery.  

 

Figure 7. Tony’s blog 

    The motivation of Tony to start blogging is to record the footprints of life and it is 

also the reason that she creates from the aspect of being a consumer. Nowadays in 

average, more than 10 thousand people visit her blog every day. 

Ah Bay Bay  

    Ah Bay Bay is the owner the blog Fans Watching the Movie(迷妹看電影 Mi Mei 

Kan dian ying , website: http://tsukadagoseki.pixnet.net/blog, figure 8), which is set 
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one and the only fixed theme from the beginning of organization of her blog. She only 

writes reviews on films or television series or topics related to certain celebrities.  

 

Figure 8. Ah Bay Bay’s blog 

 

    Ah Bay Bay chose Plurk as the first platform of collecting fans, as Plurk is 

heavily welcomed/used by certain group of people in Taiwan (UDN, 2015). After a 

period of time, she successfully maintained a group of loyal readers, which she 

nicknamed them as a ‘little circle of fans’ (迷妹小圈圈, pronounced as ‘Mi May Xiao 

Quan Quan’). Ah Bay Bay initiated her fan page on Facebook later as her second 

promotion method with the strong support from her fans (Figure 9). Besides of 

regularly writing for blog, Ah Bay Bay also creates content for companies or 

cooperates with government, and conducts movie premiere on her own for readers. 
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            Figure 9. Announcement of Facebook fan page  

 

Grounded Theory and semi-structure interview 

    As Ambert, Adler, Adler and Detzner (1995) described, qualitative research seeks 

depth rather than breadth. Instead of drawing from a large, representative sample of an 

entire population of interest, this study is aimed to understand in-depth and intimate 

information about the selected Internet celebrities; moreover, it is also aimed to learn 

how and why people behave, think, and make meaning as they do, and is expected to a 

context of discovery. 

    Furthermore, due to the purpose of this study is for deep explanation of the 

experience of Internet celebrities, grounded theory and semi-structure interview will be 

conducted as methodology. Grounded theory has its root from Pragmatism (Dewey 

1925; Mead 1934) and Symbolic Interactionism (Park and Burgess 1921; Hughes 

1971). The theory was first mentioned by Glaser & Strauss (1967), and based on the 

foundation of symbolic interaction theory and social structure. Strauss and Corbin 

(1990) assumed, grounded theory was derived from data, systematically gathered and 

analyzed through the research process. Patton (1990) also claimed, qualitative 
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evaluation inquiry draws on both critical and creative thinking. Strauss and Corbin 

(1990) described, analysis is the ‘interplay between researchers and data’. In order to 

gather the opinion of online content creator, grounded theory and semi-structure 

interview methodology will be adopted. 

Data Collection 

    Each individual were interviewed face-to-face. The interviews were arranged as 

followed rules. 1) With planned theme but flexible structure. 2) With prepared 

interview outline, but the contents and procedures of the questions were formed during 

interviewing process. 3) Interview are mostly constructed by interviewee’s answer (for 

access draft of the interviews, please refer to appendix C). Consider the relationship 

between interviewees/researcher might influence the interviewees’ willing of sharing, 

the interview mostly constructed by interviewee’s answers allows them relatively 

speak freely (Wan, 2004). Moreover, the participants’ blogs/Facebook pages/YouTube 

channel were observed over an extended period of time to fulfill the gap between the 

online content creators’ sharing and practicing. Field notes were based on these 

observations.  

    All interviews are documented by researcher’s field note, and all the data are 

continuously compared with other data, and also be sampled according to Pandit’s 

(1996) 9 steps as Table 1. Hu (2006) also mentioned, data collection and analyzing 

should be conducted simultaneously, and researcher is also needed to document the 

impression of interviews. 

    All interview participants were provided with a form of informed consent to 

participate. However, the reporting of individual opinion or experience limited to those 
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participants who signed informed consent forms. 

 

Step Phase Activity 

1 Research 

Design Phase 

Review of technical 

literature 

Definition of research question 

Definition of a priori constructs  

2 Data 

Collection Phase 

Selecting cases 

 

Theoretical, not random, sampling 

3 Develop rigorous data 

collection protocol 

Create case study database 

Employ multiple data collection 

methods 

Qualitative and quantitative data 

4 Ordering Phase Entering the field 

 

Overlap data collection and analysis 

Flexible and opportunistic data 

collection methods 

5 Data Analysis 

Phase  

Data ordering Arraying events chronologically 

6 Analyzing data relating to 

the first case 

Use open coding 

Use axial coding 

Use selective coding 

7 Theoretical sampling Literal and theoretical replication across 

cases 

(go to step 2 until theoretical saturation) 
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8 Literature 

Comparison 

Phase 

Reaching closure Theoretical saturation when possible 

9 Compare emergent theory 

with extant literature 

Comparisons with conflicting 

frameworks 

Comparisons with similar frameworks 

Table 1. Pandit’s Process of Building Grounded Theory
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Results 
Interactivity 

Interactivity with fans 

    The first important finding of research is, to maintain and enhance the fans community 

online, an online content creator needs to constantly reply to readers to increase social capital, 

and the frequency of replying to fans can be diverse due to the visibility online. All of the 

interviewees claimed that when they assumed they are not that famous online, they would 

respond to every comment one by one. For instance, Jiang Jiang explains her motivation of 

interactions with readers comes from gratefulness:  

 

“I feel like, I need to intently run the fan page, and taking proper effort on replying 

comments became important for me, because I think, it is already difficult to draw 

people hits like (on Facebook), not even mention to comment, I am very grateful 

for this mood. (Jiang Jiang, from transcribed interviews) 

 

    Two of the interviewees, Jiang Jiang and Guo Guo, reply to every comment from the 

readers. And the responses are not just politely greeting, but wholeheartedly providing useful 

information that are adjusted by the readers. The theme of comments can be diverse, for 

example, one theme is the requests for traveling schedule that the content creator mentioned 

in article, in this case, Jiang Jiang and Guo Guo would create personal schedule or advice for 

readers (Figure 3). 
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Figure 10. Send schedule to readers 

    Past theoretical explanation is confirmed in these two interviewees’ cases. The creators’ 

success on gaining visibility online is a proof of satisfying ‘audience’s need’ by either Dobos 

and Dimmick’s (1988) classification or Rust and Varke’s (1996). Two of the content creators 

do not only satisfy ‘information needs’ but also ‘socialization needs’. When the readers are 

making choices for their consumption, their needs for information for decision-making 

motivate them to search for answers in creators’ articles. For company, it’s very important for 

their marketing strategies of word of mouth. They would love to pay money for Internet 

celebrities to provide positive reviews conveying to readers straightly and closely in the 

information overloading age. This research also found that, when a content creator wanted 

and successfully expanded fans community online, creator is needed to spend more time and 

effort on interacting with fans rather than creating content, and all the comments and requests 

from readers had to be answered in a short time. 

    This phenomenon can also be further observed and proved in Facebook fan page. While 

Joinson’s (2008) mentioned, ‘keep in touch’ is the most common motivation of Facebook 

users, in this study the interviewees said that due to the functions of Facebook provide easier 

approaches to interact, they will respond more promptly and urgently. Compared to blogs, the 

interactive functions of Facebook make connections between creators and readers closer and 

tighter, and in the aspect of running Facebook fan page, it is necessary to keep readers in a 
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sense of the interaction is double-sided, for making effect of interaction positively enhanced. 

    The online interaction enhances not only the connections in online relationship, but also 

the connections in offline relationship. One interviewee Guo Guo shared how her online 

reputation was promoted, and how the offline friends turned into her online friends (or fans), 

and eventually developed to a very close online interaction, which also became the 

enhancement of her constantly increasing social capital—to maintain the intimate 

relationship with old friends. Guo Guo also described the difference between two types of 

online fans—originally offline friends and new fans connected with her through blog or 

Facebook fan page.    

 

    Honestly, I don’t think I have many fans; many of them are my friends, we are 

each other’s sleeping cells, if their friends are interested in my articles, they will 

join my fans page.Some fans are real though, like not my friends, in my 

observation, they more likely to message me, for example, somebody would 

privately message me for asking my recommendation. I actually quite enjoy 

interacting with them, and they will tell me like, where is good, where is 

interesting…… it is more like interaction I have to say, I don’t think I’m 

professional at certain types of traveling or stuffs, but during the messages 

exchange, I also receive many information.                

                                                        –Guo Guo 

 

    The analysis from the interviews also show that personal charisma also accounts for one 

of the important factors which has an impact on interaction. As a main operator of a virtual 
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community, the creator doesn’t have to maintain fake courtesy and pretend he/she is pleased 

to accept every comment or suggestion. This research found that some of the interviewees, 

for the reason of politeness, would not ignore any comments or interaction from readers, 

whereas others of the interviewees would choose to straightly confront the comments of 

hostility and viciousness. Possessing positive attitude towards comments is one of the keys of 

maintaining online fans community. 

    Negative comments is a commonplace that a blogger would obtain on the process of 

becoming Internet celebrity. Almost every interviewee of this research received the negative 

response at some point, and personal charisma resulted different consequence. Three different 

kinds of responses are listed below. Firstly, Tony, as a food/restaurant blogger, is often 

attacked on ‘embellishing the restaurant and misleading the readers’. 

 

    You think it’s good, but “netizens” (鄉民, Xiangmin, Internet users especially 

referring to PTT users) don’t think so, then they will complain. Sometimes it’s not 

even our business, people still scolds on us anyway, like blaming us for setting 

them up.  

    They will say it’s a bilk, that the reality is an entire difference than the pictures. 

Hahaha, but I think it’s fine, sometimes it’s funny…..Just training my patience, 

he/she replies means that he/she read.  

 

    Secondly, Jiang Jiang, as a crafts blogger, met a terrifically progressive person replying 

and sharing his work all the time with her.  

 

    I only met one person, that I think he is relatively different than others. He 
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became extremely active about what he created. This is good, but from the 

narrative, you know, you’ll feel like, maybe….mmm…there is some mental issue 

there.  

  

     Tony possesses a positive attitude towards the negative comments, and Jiang Jiang 

chose to reply out of politeness. However, in the third scenario, Ah Bay Bay developed her 

own principle of reacting to negative comments. She concludes that if impolite comments are 

out of professional reason, she will apologize and alter her creation. But if they are not, she 

will reply in negative way as well.  

    Disparate themes of blogs developed different style of interaction. Let readers reply to 

other readers may be an alternative approach that actually facilitates the interaction between 

readers themselves and in some cases they became offline friends. Take food blog as example, 

when Tony finished uploading new articles on her blog, she always posts a link with few 

introductions on Facebook as a reminder for readers. Instead of dry introduction, Tony 

excerpts the highlights or appealing points of articles to attract visitors. Food is always an 

interesting topic to Taiwanese, that sources of good food are not only needed by readers in a 

certain time but people search for the sources all the time. When Tony posts information, 

people who are interested in will naturally tag his/her friends as an invitation of enjoying the 

food together (figure 28). It is unnecessary or inappropriate for Tony to reply to them 

anymore.  
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 Figure 11. Readers’ comments 

 

    Similar phenomenon is seen in movie blog too, and the fans maintain heavily interaction. 

Ah Bay Bay’s fans community binds tightly within the old readers and welcomes new 

visitors. The ‘little circle of fans’ (the nickname of Ah Bay Bay’s fans community) seems 

very intimate and willing to talk with each other, it is often seen that the readers reply to other 

reader (Figure 32&33). 

    

Figure 12&13. Readers’ interaction  

    Specific themes can perhaps become contraindications of interaction, but it is needed to 

state that the interviewees are not able to define or list which topics shouldn’t be mentioned, 

because the readers’ flavor is hard to be conjectured after all. Any kinds of topic would 

possibly be assaulted, and the topics usually need to be tested one by one.    
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    For instance, Katie attributes her success on running fans community under her strict 

guidelines and boundaries of prohibiting the discussion of sensitive topics such as politics, 

and also, she is frank in religion identity to eliminate any controversy over the topic because 

of ambivalence. Sana provides her experience of the consequence of reaching sensitive 

topics: 

Certain fans will particularly care about something, and I will have to specially 

notice before updating, like there was one of my creations was some taxi drivers who 

don’t follow traffic rules. But some people think I’m talking nonsense because their 

fathers are taxi drivers. So I need to avoid this situation… I will clearly note the 

premise in brackets for fans. There was another time that I drew about the different 

habits of motorcycle southern and northern Taiwan. Most of the readers agreed that this 

reflected certain degree of the reality; however a few people thought that I was 

triggering an argument. Then I had to explain to them. To be honest, you can’t please 

everyone, but I’ve made my explanation clear. 

  

    As an operator or a leader of a fan community, deciding new interactive themes for 

readers are not only required striving to avoid controversial topics but also needed to properly 

adjust content according to time/environment/hot issues. The operator has to try to post 

content as intriguing as possible, constantly attracting readers back.  One of interviewees, 

Katie resides in Silicon Valley, America, but she is focusing on cultivating the readership base 

in Taiwan. She keeps herself updating with Taiwan news and always interacts with fans with 

concerns about the current situation in Taiwan. For example, show would avoid asking the 

readers eating ice cream in the winter of Taiwan or raising topics about consumption of 
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sesame oil chicken in the summer, as her basic tips; moreover, time difference is put into her 

calculation as well, so the readers won’t read about late night food while it’s morning, and 

when the major news event occurs in local place, synchronicity with Taiwan becomes a factor 

to affect or to discuss in the community. For providing this ‘service’ to fans, Katie hires a 

whole team to run the online community 24 hours. The effort on controlling the time of 

publishing/interacting is proven to be effective. Pixinsight (2014) researched on the 

connection between publishing time/themes of articles and online visibility through big data, 

and found that different themes of articles and publishing time positively affected the 

visibility. 

    As mentioned before, when creators assumed themselves as ‘not that famous online’, 

they would reply to all the comments one by one, but this research found that, when the load 

of comments/interaction are too heavy to the extent that the creators can not afford to respond 

in a day, creators would pick up the comments to respond according to personal preference. 

Basically, the phenomenon is understandable for readers that he/she tried to interact with the 

creator but nobody reply.  

    However, if this phenomenon is put into the context of Rust and Varke’s (1996) 

discourse, that the ‘socialization needs’ of the readers are not satisfied, why do the fans still 

constantly visit certain blogs to interact with the creator? There are two aspects can be 

discussed here, first is Rust and Varke’s discourse and definition are covering broad range, 

and personal empirical evidence are not necessary to be satisfied one by one, and second is 

that the readers hold the mindset of ‘if I comment, it will be seen’, the interactive effect will 

be achieved anyway. 

    The creators though, are still aware of this gap between readers’ interaction and the 
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needs to be responded, so they developed their own way of paying effort on it. For Sana, she 

would pick up the most interesting ones to reply, and for Katie, she even hires the whole team 

to exclusively handle interaction, and the readers also know that it is the team to respond to 

them. However, the creators emphasized that it is still very important to closely inspect the 

topics of the comments, and further more, pick up certain topics to be reference for next 

creation is an effective approach to make readers feel their opinions are highly valued.  

Interaction with creators 

    The common factor among all the interviewees is not to conjecture other creators as 

opponents; instead, all of the interviewees consider it as making friends when they interact 

with others. Usually, the creators will make further contact with other creators either online 

or offline, maybe by the engagement of attending to same activity, or maybe by one of the 

creators actively contacting to the other one. All the interviewees of this research have 

different situation of interaction with creators, which will be discussed below: 

     You visit, I visit back. All the interviewees consider this movement a normal reaction of 

helping each other promoting their own blog. One of the interviewees Jiang Jiang said, she 

knows the other blogger gan tzai (柑仔) through he actively greeted her first time after 

visiting her blog. Whenever he appears on her page, she would visit back as she feels it is a 

politeness and responsibility. 

    We ‘hit like’ for each other. ‘Hit like’ for other creators is a simple thing with valuable 

benefits. Usually people who closely follows one creator also knows other creators in the 

same theme of creation (especially when the other one is already an Internet celebrity); thus, 

‘hit like’ for creators will trigger the fans’ curiosity of exploring the creator’s Facebook fan 

page (Figure 23&24). 
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Figure 14. Interaction with other Internet celebrities 

    Sharing each other’s content. A common interaction still brings phenomenal positive 

effect on gaining visibility. Creators will either share other creator’s work in their own 

content or even create a column for other creators. For example, on Tony’s blog, it is often 

seen that she shares other creators’ articles (figure 29), or on Facebook fans page, she even 

set a fixed column for introducing her friends’ blogs. Tony mentioned that it is also helpful to 

observe and learn from other creators, such as the specific angles of photographing, or style 

of writing. Jiang Jiang, on the other hand, said that the sharing from 柑仔 (gan tzai) made 

her readers speedily grew twice.     

    Chao (2010) described that sense of social connection is one of the attractive factors of 

YouTube, and although YouTube is not designed as a web space for collaboration, the young 

YouTubers have their ways of creating support each other and promoted collaboration. The 

description can also apply to the creators here. All of the respondents found their way of 

supporting other creators, either to share their works or to regularly comment or visit. 

     I know the person but never met. When a creator initiated online preliminary 

interaction with the other creator, because of long-time mutual visiting on each other’s blog, 

both of them would basically know the contour of the other person. However, when there’s 
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not a further appointment, usually an offline friendship wouldn’t be formed.  

    Advertise each other. Few of the interviewees possesses this experience that sometimes 

when companies or publish houses aim one creator’s popularity on certain theme of creation, 

the companies or publish houses would ask/invite the creator to do so. For example, it 

gradually became an understanding that publishing house sends new-released book to Katie, 

and Katie might write a book review/introduction for the book. The advantage for Katie is 

that her name would be shown or noticed when the readers read the book or Katie would be 

able to reach the author, interview him/her, and obtain some materials for her own blog  

 

 Figure 15&16. Promoting book 

 

    Developed deep offline friendship. When creators meet in public events or private 

invitation, due to the same preference or creative content, the offline friendship would be 

further developed, as Sana described the process below: 

    Usually those earliest bloggers, like Wan Wan (彎彎)、Hai Tun Nan (海豚男), 

Si Xiao Zhe (四小折), we all came from the period of blogs, keeping in touch with 

each other. 
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    I remember From Wretch blog, and since there weren’t that many of blogs, we 

would leave comment mutually, chat on MSN, and met in real person. Two of them 

are from Tainan, and whenever they come to Taipei, we would always meet up. 

When movie companies invite us to movie screening, I’ll ask them coming with me 

together, and vice versa. We have a group chatting room in LINE app...We’re those 

early ones, old ones, so naturally, we gather together. I thought in general, everyone 

interacts. And for us, we form kind of a revolutionary consolidation ties. 
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Media practice 

    On the process of becoming Internet celebrity, although each creator carries their unique 

approaches but the common pattern is also seen on the practice among all the interviewees. 

Here we will discuss the common pattern first then expound the individual approaches.  

    The common pattern of becoming Internet celebrities of the six bloggers can be 

categorized as few procedures:  

    1) Beginning from the willingness of sharing. All of the respondents started blogging for 

a simple reason of sharing their lives or experience. They chose one or few favorite topic(s) 

to cultivate, and with the assistance of media platforms, all of them gained fruitful result after 

few years of engaging. It matches the characteristics of ‘socially active people’ in Haridakis’s 

(2009) research, as he described that ‘socially active people tends to turn to YouTube rather 

than less socially active counterparts. All of the respondents correspond the description of 

personality in blogging.  

    2) Holding lottery to accelerate the accumulation of visibility. All the interviewees 

unanimously agree that holding lottery has its extraordinary effect on gaining visibility online. 

Take Guo Guo and Jiang Jiang as example, Guo Guo held a relatively formal event of 

drawing new visitors through a professional platform ‘fever 38’ (Figure 6&7), and provided 

different delicate gifts to the readers, including NTD 990 dollars earphone, or NTD 880 

dollars artistic box etc. 

    Through this platform, Guo Guo found out that the information of the campaign quickly 

spread out. She assumed that the platform rapidly increased number of fans. However, she 

also doubt the efficacy of gaining ‘real fans’ since she found out that some of the participants 

who claimed themselves fans were actually just showed up once for the event, who are also 
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called ‘Zombie fans’. Guo Guo explained, that the platform provides you a trial first, 

purposely making you feel like there is indeed an increase of readers. But either way the 

creator’s visibility online would be able to reach more readers. 

    3) Experiencing new products stimulates new creation. Interviewees may reach more 

companies and obtain invitation of experiencing products, and it will eventually become one 

of the main parts of creation. 

4) Localized pattern—publishing on PTT. All of the respondents mentioned that PTT is one 

of the most efficient platforms for accumulating or reaching new fans. This approach seems 

to be unique in Taiwan, since, in the limited literature the researcher had read, it has never 

been mentioned in the overseas research. 

    The patterns of media practicing mentioned above are common creative ways of online 

creators nowadays. However, creators still need to depend on unique personal distinguishing 

creative features to stand out in numerous creations online. Six interviewees in this research 

have their main creative characteristics, which is individually discoursed as follows: 

Katie  

    In media practice, Katie chooses fast and simple recipe as main creative content that she 

aims to attract modern career women. She creates the slogan ‘3 minutes cooking’ for 

attracting maximum number of fans; however, to highlight the exclusive focal point among 

other bloggers, Katie pays high attention on professional opinion either in creation or 

interaction. She would cooperate with nutritionists or doctors to conduct their knowledge on 

cooking. Katie emphasizes, that as a We Media, the way of prospering is strictly controlling 

her articles, and avoiding all the mistakes or misinformation. 

    Her persistence of providing professional information for readers corresponds the 

 47 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 48 

concept of expertise of Bristor (1990). Bristor (1990) mentioned, in analyzing word-of-mouth 

communication, perception of the receiver that message source is capable of providing 

correct information is referred to as expertise, then the provided information would be more 

persuasive. When Katie’s opinion is considered as ‘professional’ by readers, then they will 

naturally visit again when they are making decision of consuming. It’s similar to what 

Sternthal and Craig (1982) stated, that expertise is expected to induce persuasion because 

receivers have little enthusiasm to check the reality of the source’s statements by reclaiming 

and reviewing their own thoughts. 

Sana 

    The main theme of Sana’s illustration is witty and mainly depicting daily life. It might 

be a combination with current popular issues or what the creator observed on the street, but 

generally the work is focusing on Taiwanese humor and through the way Sana tries to reach 

different aspects of readers’ lives.   Sana also conducts some tips of expanding the visibility, 

including providing her illusion for readers to download for free. She provided them on 

different forms such as MSN emotions, computer desktop, or delightful cursors for 

computers. For advancing close relationship, she even created personal illustration based on 

individual reader’s personality and sent them as gifts. Sana allows everyone to share her work 

under only one condition that the source is indicated, so people would obtain the access to her 

blog without visiting. Apart from that, Sana made a lottery that invites readers to share her 

articles, with the award of 711 coupons. 

    In Sana’s case, it is shown that sharing the creation doesn’t reduce the value, but instead, 

it broadens the visibility online and eventually becomes an advantage of her offline world. As 

Strokes et al. (2014) described, the collaborative economy involves using Internet 
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technologies to connect distributed groups of people to make better use of goods, skills and 

other useful things. Sana’s sharing practically enhanced the economic benefits. Similar 

concept can be proved in the companies such as Uber or Airbnb. 

Guo Guo 

    Gained famous by travel articles, Guo Guo strongly focuses on the richness of 

information of each article, introducing to readers the details of attractions, the most complete 

travel schedule, and also her personal advice on special location. Since Australia is one of the 

most popular choices for Taiwanese to enjoy working holiday, Guo Guo earned visibility by 

sharing her own experience. The other advantage of her articles is abundant pictures, 

satisfying the readers’ motivation of searching for travel articles. 

    Precisely adopting platforms to publish articles is also an effective tool according to Guo 

Guo’s experience. Guo Guo analyzed, blog affords deeper and complete information, but 

Facebook has its advantages of reaching outsiders. For Facebook fan page, Guo Guo tried to 

evaluate the results from both long and short contents, and her advice is, for a long one, it’s 

exceptionally important in integrating the points, or else the readers wouldn’t be interested in 

reading more on the articles. But in blog, she would offer lengthier articles whilst consciously 

presenting links to her other articles. Guo Guo said, one of the characteristics that Facebook 

can’t compete with blog is Facebook is difficult to provide related contents in same article. 

Besides of platforms, correct access is also needed to pay attention as Guo Guo mentioned in 

below:  

    When I wrote Australia articles, I shared to those fan pages where people 

would follow for Australian information, then (the articles) will obtain the people’s 

attention. Because they are heavily interested in it, and you are providing useful 
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instructions, the readers will tag their friends, so it’ll increase views of your blog. 

Sometimes posting is like needling in a haystack, plus, the Facebook selects what 

to present to audience itself, if you precisely put in one place, the content will be 

remarkably noticed. 

 

Jiang Jiang 

    After years of efforts, Jiang Jiang is now classified as an Internet celebrity by inventing 

easy DIY products and handmade goods. Her theme of blog fits Taiwanese habit of reforming 

and prolonging the expiration date of goods by teaching readers to create novel decoration 

from handy materials. Like other creators, after running a period of time of online creation, 

Jiang Jiang developed her personal opinion on conducting media platforms.  

    In interaction, the significant difference on blog and Facebook fan page is, readers 

tended to interact more on travel articles on blogs, while in Facebook fan page, hand-made 

work obtained more comments and views. In platforms, posting on PTT contributes the first 

peak of Jiang Jiang’s online visibility. After few years of writing blog, Jiang Jiang altered her 

way of creating into comparatively closer to popular taste. After posting on PTT, there was a 

phenomenal rise on number of views (Figure 16& 17) 

 

Figure 17. Before posting on PTT 
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Figure 18. After posting on PTT 

Tony 

    Tony exhaustively introduces various regions of gourmet restaurant and attractions in 

consumer’s perspective, and she usually records one shop/restaurant in one article that is also 

provided with the headline that concentrates few attractive factors into distinctive keywords. 

In the articles, comprehensive pictures would be attached to assist the explanation and Tony 

would pay much attention on photograph skills. She also introduces all the meals that her 

counterparts ordered, and documents the discount or the most worthy way of consuming; 

apart from that, she also states her honest opinions. If she dislikes the food, she will straightly 

writes down ‘I don’t recommend of ordering it’; however, in Tony’s creation, positive 

comments on restaurants or shops still occupy the main parts of articles.  

    The persuasive factors of Tony’s articles might be explained in Walther and Parks’ (2002) 

warranting theory. In DeAndrea’s (2014) explanation, studies have noted the true source of 

information can be misleadingly masked online for self-serving. However, to verify the 

genuine source of information can be helped by warranting cues. And the warranting cues 

might meaningfully affect perceptions of the information’s warranting value. In other words, 

how does readers verify the information they searched online is trustworthy since the 

“information appearing online can come from a seemingly endless variety of sources”? 

    The answer might be diverse from the content generated by people who controls the 

website, and user-generated content refers to contributions provided by viewers or users of a 
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website (Walther & Jang, 2012). The ability of user-generated content to influence website 

viewers has not been lost on retailers and marketers alike, instead, they see value in 

user-generated content because they believe people are more likely to seek out and view as 

credible the reviews of fellow consumers (Sprague & Wells, 2010). The fact that Tony writes 

from the angle of consumers is likely to create more ‘warranting cues’ and being more 

credible to the readers. 

Ah Bay Bay 

    Ah Bay Bay’s blog provides extensive movie knowledge and her writing in a fan’s 

perspective soon obtain massive resonance from readers. In each article, besides of the main 

introduction of specific movie, the creator tries hard to keep the story mysterious but also 

complement extra information of related actors/actresses/producers so that all the readers, 

either watched or haven’t watched the movie, be able to enjoy the articles. 

    Ah Bay Bay creates complete plans for publishing articles usually during a week of one 

new movie released, she will post related article to draw the readers as many as possible since 

it’s around the peak time of readers to search the information of the movie. For long-term 

plan, she would design the publishing schedule depending on critical events. For instance, as 

the actor Benedict Cumberbatch announced his Japan tour, Ah Bay Bay soon created a 

session of articles of this event. Before attending, Ah Bay Bay asked all the readers to write 

postcards to Benedict Cumberbatch be sent to her. There were 112 readers who attended this 

activity. Ah Bay Bay then booked tickets and flew to Japan, posted timely details to share 

with her readers and also personally delivered all the postcards from fans to Benedict 

Cumberbatch. And after the activity she also posted the travel details to the readers so they 

synchronous experienced the trip online. 
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Social Capital 

    Social capital can be discussed in diverse aspects, and this research conducted 

Maquarrie, Miller and Phillips’ (2013) approach, sorting out each individual’s personal social 

capital into graph (Table 2) to clearly list the social capital acquired from creating and the 

related information that might be affecting personal life. After elaborating personal social 

capital, this study is also further analyzing the common social capital from all the six 

interviewees, hoping to converge into a context of social capital after online creating. 

 

Table 2 

CHARACTERISTICS OF BLOGS SAMPLED 

Blog  Date 

started 

Readers on 

blog 

Readers 

on FB 

Means to Gain Social Capital 

Jiang Jiang 

de nao dai 

mo shr 

 

April 

2004 

1009393 

(Retrieved on 

2016/3/27) 

2503  Free ‘gifted’ products 

 Publishing her own book 

 Gave lecture for Niusnews 

 Gave lecture for Meiho 

University 

 Gave lecture for National 

Taipei University 

Mi Mei 

Kan dian 

ying 

 

Jan 

2013 

3565126 

(Retrieved on 

2016/3/27) 

5273  Free movie tickets 

 Writer for government 

 Writer for Movier 

 Writer for Movie BIJI 

 Invite to specimen 

Memory 

Pieces 

 

Jan 

2007 

470653 

(Retrieved on 

2016/3/27) 

956  Free ‘gifted’ products  

 Experience of new products 

 Cooperation with App 

companies 
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Sana 217  Nov 

2005 

41457435 

(Retrieved on 

2016/01/27) 

71690  Reported by Business 

Next magazine 

 Illustrate for Taipei 

Walker magazine 

 Nominated by blogaward 

2006/2007/2008 

 Publishing first book in 

2006 

 Publishing second book 

in 2008 

 Publishing third book in 

2009 

 Publishing fourth book in 

2009 

 Publishing fifth book in 

2015 

 Autograph session in 

international book 

exhibition 

 Autograph session in 

bookstores 

 Publishing SANA 

merchandise in 711 

 Writing foreword for 

books 

 Illustrating for 

Bentley/LocknLock/Sear

cHome 

 Free ‘gifted’ products 

 Invited to World Expo 

Shanghai press 

conference 

 Invited for celebration for 

Kingstore bookstore 
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 Exclusive interview by 

Chinese Television 

 Publishing SANA iCash 

card 

 Holding personal speech 

 Cooperate with Line to 

publish personal 

illustration 

 Illustration for Xu Wei  

 Invited to comedy Big 

Brother’s return/Kangsi 

coming 

 Invited to movie 

screenings 

 

 

Tony60533 

 

Dec 

2012 

10129362 

(Retrieved on 

2016/2/18) 

8672  Free gifted food/drink 

 Free gifted bags 
 Writing for 發送網 

 Writing for 愛評網 

 Recommended by Walker 

land 

 Invitation for fishing in 

Keelung 

 Experience for electronic 

devices 

 Experience for Apps 

 Experience for fitness 

equipment 

 Invitation for bloggers’ 

events 

 Experience for beauty 

products 

 Invitation for exhibitions 
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 Experience for beauty 

service 

Kthu1031 

 

Mar 

2010 

16615662 

(Retrieved on 

2016/3/27) 

345166  Reported on front page of 

Worldjournal in San 

Francisco 

 Reported by Fooding 

magazine 

 Reported on front page of 

Yahoo! 

 Invited to cooperate with 

Radio News 98 

 Published first book in 

2013 

 Published second book in 

2014 

 Published third book in 

2015 

 Holding personal 

demonstration in Eslite 

bookstore 

 Reported by ETToday 

 Interviewed by dpm 

Radio in Silicon Valley 

 Invited to comedy 

University 

 Holding book launch 

party in Silicon Valley, 

greeted by senator 

 Reported by Apple Daily 

Newspaper 

 Cooperated with Philips 

appiances 
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 Interviewed by Cti News 

 Cooperated with famous 

celebrity Rainie Yang 

 Cooperated with 

Tastemade, established 

HowLiving cuisine 

channel 

 Held a personal press 

conference in New York 

 Exclusive interview by 

NextTV 
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    Except for personal obtained social capital, this research also found out certain patterns 

that are seen in the process of becoming Internet celebrities of six interviewees: 

    Opportunity of receiving invitation from companies. All of the interviewees obtained 

invitations of either experiencing new products or cooperating with activities etc., and the 

process usually initiated from the company actively contacting the creators. Ah Bay Bay 

briefly described the process that normally, the company will prepare a PR list to reach the 

ideal creators, and after period of time cooperating, the company and the creator will develop 

mutual understanding and keep contacting. Ah Bay Bay explained, before blogging, she paid 

tickets every time for movie, and she still pays now, but only for the ones she isn’t invited of, 

which is not often anymore.   

    Invitation might be un-related to the theme of creation. This phenomenon is compared 

with the bloggers in Maquarrie, Miller and Phillips’ (2013) research, that the research found 

out in general, western Internet celebrities are more likely to focus on single theme of 

creation, and the invitations from companies naturally come from similar kinds, for example, 

the beauty products companies will advertise on beauty blogs. However, Taiwanese Internet 

celebrities’ creating ranges are comparatively more diverse, that food blog perhaps covers 

traveling articles as well. It seems like the theme of the article is depending on creator’s 

temporary decision; in this case, the invitation from companies has its reason to be diverse.  

    Make friends and form small circles. As the interpersonal relationship, after creating 

online, a creator will definitely interact with other online content creators, and further form 

his or her new social network either online or offline. Definition of ‘Homophily’ may be 

perfectly explaining this phenomenon. Homophily is the principle that a contact between 

similar people occurs at a higher rate than among dissimilar people (McPherson, 2001), and 
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Lazarsfeld & Merton’s (1954) also quoted that ‘birds of a feather flock together. This 

research found that, after online creators formed their network of friendship, few forms of 

relationship would be shaped according to closeness: acquaintance, friends, and close friends.  

All interviewees created the platforms for the people sharing same interest, and, with the aid 

of Internet, the threshold to reach the platform can be effortless, so an amount of people 

gathered, and formed its friend zone. Sana described this phenomenon as follows: 

 

    From Wretch blog I remember, and since there weren’t that many of blogs, we 

would leave comments mutually, chat on MSN, and meet in real person. Two of 

them are from Tainan, whenever they came to Taipei, we would always meet up. 

When movie companies invited us to movie screening, I would ask them coming 

with me together, and vice versa. We have a group chatting room in LINE 

app...We’re those early ones, old ones, so naturally, we gather together. I think in 

general, everyone interacts. And for us, we form kind of a revolutionary 

consolidation ties. 

 

    

    Maintaining a virtual community. Virtual communities, as Rheingold (1993) described, 

are social aggregations that emerge from the Net when enough people carry on those public 

discussions long enough, with sufficient human feeling, to form webs of personal relationships 

in cyberspace. As the opinion leader of their own virtual community, facing diverse human 

feelings and resolving the conflict are one of the creator’s important issues. Borrowed Rust and 

Varki’s (1996) concept of audience’s needs, when the online creator smoothly maintains the 

 59 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

 60 

virtual community, the virtual community will not only satisfy their entertainment needs and 

information needs, but also the needs of socialization. As proved in all the cases in this research, 

on the process of becoming Internet celebrity, creator needs to pay more efforts on maintaining 

virtual community than creating articles, that the interviewees don’t produce new article 

everyday, but they browse, reply comments and interact with readers everyday and regularly 

make activities to keep the fans. 

    A chance to be a full-time online creator. In this research, two of the six interviewees 

decided to be full-time online creators, who are Katie and Sana, and the rest of the interviewees 

chose to keep creating as sideline. The research documents two aspects of change of social 

capital. Tony, chose to keep it as sideline, described her current life as follows:  

 

    Until now I think I’m sort of able to balance between working and blogging. It 

was so hard at beginning, (because) I also have a full-time job, writing until late 

night was usual for me at that moment...Right now although sometimes I still work 

on blog until mid-night, but I already be able to properly manage on both job.  

 

    However, few creators might seek the possibility of changing career. For example, Sana 

thoroughly described the turning point: 

 

    Full-time, hmm, it probably was, the motivation wasn’t for full-time at first, but I 

wanted to leave my job, so I thought, maybe just suspended for three months, then 

focusing on looking for next job. But I didn’t imagine that gradually, some cases would 

come for me, then after, (I) feel like I perhaps don’t need a ‘job’ anymore, and then it 
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progressively became stable. Well, not that stable if we seriously talking about it, but 

seems better than I had a job before, so maybe it’s okay. I am now able to flexibly adjust 

my time. 

    It depends on what the assignment is at the moment. I rented a studio, as if I’m still 

an office worker, but sometimes I slept over…I was like you before, you know, bring a 

laptop, sitting in a coffee shop…But basically, if I’m diligent, I’ll go to office everyday, 

replying to some mails, drawing for assignments, updating Facebook fan page. I 

normally get new tasks via Facebook by the way.     

   

    Different choices indeed developed different directs in experiences, but the depth of 

social capital, and the breadth of acquisition are still treasure to explore. This research is only 

able to discourse the experiences from willing respondents, in the hope for scrutinizing few 

comparatively analogous contexts to be helpful for the future research. 
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Limitation 
    This research analyzed the changes of personal social capital of online content creators 

after creating and interacting with others in depth. The study probed three issues 1) 

Interactivity by discussing the interaction between creators and fans/other creators; 2) Media 

practice by discoursing how a creator extended the online visibility by properly conducting 

characteristics of different media platforms; 3) Social capital by documenting the 

interviewees’ common/personal social capital. It is honored that six famous online creators 

joined this research and shared their experiences; however, one research has its limitation of 

coverage. 

    As Coleman said (1990), social capital is lodged neither in individuals nor in physical 

implements of production, and every individual may possesses different social capital, so the 

cases in this study may not represent the whole group of online content creators especially 

that the study focuses on Taiwanese practitioners. In a discussion of culture, people in 

different context culture may perform accordingly. In a high context culture, such as Japanese 

or Chinese, internal meaning is usually embedded deep in the information, so not everything 

is explicitly stated, and the listener is expected to be able to read ‘between the lines’. 

Contrarily, in a low context culture, meanings are explicitly stated through language (Hall, 

1976; Nishimura, Nevgi and Tella, 2008). However, in this case, Würtz (2006) purposed an 

interesting question, in that how do web sites created for a target group in a high-context 

culture differ from those created for low-context culture audiences? It generates the reflection 

to the researcher that the comparison between the Internet celebrity’s creations in high or low 

context cultures may be worthy of exploring.  
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    Aside from that, many Internet celebrities simultaneously cultivate visibility on 

YouTube by having personal channels and creating videos. Related research has been 

frequently discussed on the theme of YouTube or Vlog. However, due to controlling limited 

variables of this research, this study focuses on blog creation and Facebook fan page 

operation. Internet celebrities on YouTube are not joining in this research. But YouTubers are 

an emerging influential group that should not be neglected. Interested researchers may focus 

on this group and fulfill the gap of discussion. Last but not least, this study aims at 

researching how interactivity influences online content creators’ social capital, however, 

more factors contribute for being Internet celebrities are necessary to be discoursed. 
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Appendices 
Appendix A: interviews with online content creators in advance 

Case introduction:  

Case 1: Crystal Hsu 

Identity: LA fashion Bloggers, https://en.gravatar.com/crystallovesshare  

 

 

Case 2: Janine Fang 

Identity: Chicago fashion YouTuber, https://www.youtube.com/user/janinefang  

 

Case 3: Yu-Tin Chiu 
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Identity: Taiwan blogger (She identified herself as blogger but use Instagram as platform) 

 

Interview outline and questions 

    Questions are designed to cover their definition of beauty, personal skills of conveying 

beauty concepts and how they use social media. All the questions are listed as below:  

1. Please share with us your definition of beauty.  

2. How do you cultivate your own fashion sensibility, via reading magazine? learning 

from other bloggers/YouTubers? or etc.   

3. What’s your image for audience do you think?   

4. During the process of making photos or videos, how do you build your  online 

image?   

5. Do you watch other beauty products bloggers/YouTubers’ contents? Will  you 

discuss with them? How do you think of them?  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6. Do you think beauty products from different countries possess different 

 characteristics?    

7. Do you think beauty products from different countries using different marketing 

ways?   

8. Please share with us your thoughts of being a bloggers/YouTubers  

Researcher’s field notes  

    Although beauty concept is in the eye of beholders, there is still a track of universal 

definition of beauty in different cultures according to the three interviewers. All the results 

could be discussed in three parts, cultural difference, marketing strategy and media change.  

    In cultural difference, all three bloggers/youtubers agree there is an obvious dif- ference 

in East and Western cultures. In Eastern cultures, girls are more tend to pur- sue white skin in 

common, numerous whiten products are developed in this case. However, this phenomenon is 

nearly unseen in western culture. Western girls are more likely to ask the light or glow of 

face, and those whiten products are surely not needed in beauty market.  

    Other comparison in products could be this: according to Taiwanese blogger’s 

observation, beauty market in Asia is more focusing on higher quality but cheaper price, 

which they name it “CP值高”. However, this phenomenon is not prevalent in western 

culture.  In outfits, Taiwanese girls are seems more influenced by Japan or Korean.  

    Bloggers are more tend to dress “simple” but in a designed way. In western culture, 

outfits are supposed to show personal taste and uniqueness. People will choose their own 
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style and use different accessories to build their own image in public. Exaggerate outfit or 

make up are allowed in working place or in public. However, in Taiwan, people will consider 

of other people’s opinion, in- stead of dressing in their own way. This is also connected to 

personality in the influence in different culture, two interviewers living in America are 

spontaneously defined beauty as “being confident to yourself”.  

    In marketing strategy, three interviewers are all agree cultural difference has impact on 

selling products. In Asia, marketing strategy tends to held activity in bloggers, magazine, or 

ask/pay bloggers to write for products.  

    However, right now in western culture, advertiser more depends on social media to 

broadcast products information or activity. For example, they’ll held compaigns in instagram, 

ask girls to hashtag their pictures of wearing the masks. The bigger beauty products’ brand, 

usually attract more people joining. It’s also a win-win situation for bloggers/youtubers, 

which they can also be hashtagged or being known by more visitors.  

    Advertisers will also send sample to youtubers, ask them to try on, and share their own 

opinion. Most youtubers in this age now will mark if that’s a gift from advertisers. However, 

as interviewer shared, the products’ quality has to be good enough, so the youtubers will 

spend time on shooting. A brand recently gained very famous called Colourpop Cosmetics 

initially relied on this marketing strategy, also some private company such as Gerald 

Cosmetics, MakeUp Geek Cosmetics or Sigma Beauty.  

    Talking of difference in media, same contents might have to be flexible due to different 

characteristics of media. In instagram, your photo have to be attractive enough to those 
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quickly browsing eyeballs. And photo introduction couldn’t be long, but needs to be clear so 

reader could understand in few seconds. In facebook, more introduction is allowed, but less 

sharing/liked by readers might be expected.  

    Media changed is also an interesting subject I found in the interviews. Un- like the 

printed media age, when girls absorb mostly fashion information, I thought they’ll watch 

beauty youtube channel instead, but two of the girls I in- terviewed told me they heavily 

depend on browsing instagram, where they are able to read whenever they’re free, even just a 

little break when they’re waiting for bus.  

    Back to original subject that beauty is in the eyes of beholders, though it is hard to set a 

standard in beauty concept, there is still a popular trend in different countries/culture. When 

bloggers/YouTubers are out of inspiration, they choose to follow other people’s idea. If that is 

also an advertisement from company, then all then beauty meme will spread in social media. 

This also gives company good opportunity to market or shape their beauty concept in 

consumers. 
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Appendix B: List of Interview Questions  

In-depth interview  

1. What is your motivation of creating content online or running fans group? 

2. How long have you been creating content online or running fans group? 

3. Will you interact with fans while creating content online or running fans group? 

4. Will you interact with other creators? 

5. What is your most memorable interaction with others? 

6. While constantly interacting with others, is there any situation happened to affect your 

fans group or creation? 

7. In general, do you think interaction help to gain visibility online? 

8. If the answer was affirmative, can you provide any example? 

9. Do you think interaction is good or not? Please explain. 

10. While the process of running fans group or creating, is there any influence for you in 

real/offline life? 

11. If the answer above is affirmative, what is the biggest influence? 

12. Do you have any tactics for developing fans? 

13. Will you revise your way of running fans group or creations due to increase/decrease of 

fans? 

14. Will you adjust your interaction due to increase/decrease of fans? 
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Appendix C: Informed Consent (English version) 

Research Topic 
The Process of Becoming Internet Celebrities—from Media Properties to 

Interactivity 

Researcher 
Wendy Yen, MA candidate, IMICS, National ChengChi University 

Purpose of The Research 
This research aims to understand how online content creators gain visibility 

online and social capital through continuously interacting with others, either with 

fans or another online content creator, to achieve the accomplishment of being 

Internet celebrities. 

Procedure 
The interviewee will choose a public place and talk with Wendy about your 

personal experience in 30 minutes or above. She will ask you questions related to 

the following topics: 

1) What is your motivation of creating content online? 

2) How do you interact with your audience or readers? 

3) What does your life change after constantly interacting with your audience or 

readers or gaining visibility online?     

Risks and Discomforts  
I do not foresee any risks or discomfort from your participation in the research. 

There will be no physical or mental potential risks. 

Benefits of the Research  
For appreciating your sharing and your time, Wendy will compensate you with 

500 NTD gift coupons once you complete the interview.  

Voluntary Participation  
Your participation in the study is completely voluntary and you may refuse to 

answer any question or choose to stop participating at any time. Your decision 

not to volunteer will not influence the nature of your relationship with National 

ChengChi University either now, or in the future.  

Withdrawal from the Study  

You can stop participating in the study at any time, for any reason, if you so 

decide. Your decision to stop participating, or to refuse to answer particular 

questions, will not affect your relationship with the researcher or National 
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ChengChi University. Should you decide to withdraw from the study, all data 

generated as a consequence of your participation will be destroyed. 

Confidentiality 

All information you supply during the research will be held in confidence and, 

unless you specifically indicate your consent, your name will not appear in any 

report or publication of the research. Your data will be safely stored in a locked 

facility and only the researcher will have access to this information. 

Confidentiality will be provided to the fullest extent possible by law.  

Questions about the Research 
If you have questions about the research in general or about your role in the study, 

please feel free to contact Wendy Yen, MA candidate in National ChengChi 

University, telephone 0987146890, or by e-mail (wendyyen0531@gmail.com).  

If you have any questions about this process, or about your rights as a participant 

in the study, please contact IMICS department in National ChengChi University.  

Legal Rights and Signatures:  
I consent to participate in ‘The Process of Becoming Internet Celebrities—from 

Media Properties to Interactivity’ conducted by Wendy Yen. I have understood 

the nature of this project and wish to participate. I am not waiving any of my 

legal rights by signing this form. My signature below indicates my consent.  

Signature     Date       

Participant  

 

Signature      Date     

Researcher 
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Appendix D: Informed Consent (Chinese version) 

研究參與者知情同意書 
非常感謝您參與此研究!以下表格將提供您本研究之相關資訊，希望能

在研究進行前，讓您對此研究有充分的瞭解。若您對此研究有任何疑

問，歡迎您對計畫主持人或相關研究人員提問，我們很樂意為您做詳

細的說明。 
研究計畫名稱 

中文：從媒體特性及互動性看網路名人蛻變過程 

英文：The Process of Becoming Internet Celebrities—from media properties to 

interactivity 
執行單位：  政大傳播學院國傳所        

研究生： 顏婕妤                           
※聯絡人：   顏婕妤              電話：0987146890   Email: 

wendyyen0531@gmail.com 

一﹑研究目的： 

在網路蓬勃發展時代，在沒有企業背景支援下，能讓自己的創作得到一定程度的

矚目度、甚至擁有固定粉絲族群，都要靠創作者的精采作品與費心經營，本研究

期許得知創作者如何從透過與粉絲或讀者互動之中，累積網路知名度、或個人社

會資本，進而達到網路名人的地位。  

二﹑研究參與者之人數與參與研究相關限制： 
訪談研究參與人數，含所有受訪者，約有 12 人。參與研究條件(1)粉絲人數需

累積到一定人數(2)受訪者依靠創作或互動達到網路知名度(3)受訪者本身並無

與創作相關企業支援。  

三﹑研究流程： 
參與研究者將經歷的研究流程為：到達訪談的公共空間（受訪者可自行選擇地

點），根據自身經驗與訪問者對談，預計訪談時間約為半小時，若受訪者願意，

也可就創作作品或互動內容與訪問者討論。  

四﹑研究益處： 
（一）對研究參與者個人之預期益處或報酬（如車馬費或禮品） 

提供研究參與者每人 500 元禮券(或等值商品) 
（二）社會預期益處 

提供企業或廣告主參考受訪者之互動特質、或經驗分享，也給有志從
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事此業的創作者借鏡，期待獲得正向的人生經歷參考。 

五、研究潛在風險： 
根據受訪者意願，會對於受訪者個資會進行全程保密處理，訪談紀錄也採「去識別化」處理，

僅以代碼標誌，研究成果會以化名呈現個人資料。本訪談並無身體或心理潛在風險，但參與

者有權隨時表示不繼續參與此研究。 

 

六﹑研究參與者之保護與補償：  

(一) 您簽署本知情同意書後，在法律上的任何權利不會因此受影響。 

七﹑機密性： 
計畫主持人將依法把任何可辨識您的身分之紀錄與您的個人隱私資料視為

機密來處理，不會公開。將來發表研究結果時，您的身份仍將保密。您也瞭

解若簽署知情同意書即同意您的原始紀錄可直接受監測者、稽核者、研究倫

理委員會及主管機關檢閱，以確保研究過程與數據符合相關法律及法規要

求；上述人員也承諾，將不會洩露任何與您身份有關之資料，絕不違反您的

身份之機密性。 

八﹑研究參與者權利： 
(一) 計畫主持人或研究人員已經向您說明研究相關之最新資訊，並已告知可

能影響您繼續參與研究之意願之所有資訊。 
(二) 計畫主持人已將您簽署之一式兩份同意書其中一份交給您，並已充份說

明本研究之內容。 

九﹑研究之退出與中止： 
您可自由決定是否參加本研究；研究過程中，您不需要任何理由，可隨時撤

銷同意，退出研究，且不會引起任何不愉快以及任何不良後果。研究主持人

或研究計畫資助單位，也可能於必要時中止該研究之進行。 

十、簽名 
(一) 主要主持人、協同主持人或研究人員已詳細解釋本研究計畫的內容，以

及參與本研究可能帶來的益處與風險。 

說明人員簽名： 
日期：□□□□年□□月□□日 

主要主持人/協同主持人簽名：          日期：□□□□年□□月□

□日 
(二) 本人已詳細瞭解上述研究方法及其可能的益處與風險，有關本研究計畫

的疑問，已獲得詳細說明與解釋。本人同意成為此研究計畫的自願研

究參與者。 
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研究參與者簽名： 

 

同意書版本/日期：第二版 2015 年 9 月 29 日         核准日期： 

 

 85 


	Abstract
	Introduction
	Literature Review
	Interaction vs. social capital
	Interactivity
	Interactivity in blogs
	Interactivity vs. audience
	Social capital
	Two levels of social capital—Bonds and Bridges
	Interactivity in social medium-YouTube, Facebook
	YouTube
	Facebook

	Methodology
	Recruiting Interviewees
	Introduction of cases
	Grounded Theory and semi-structure interview
	Data Collection

	Results
	Interactivity
	Media practice
	Social Capital

	Limitation
	Reference
	Appendices
	Appendix A: interviews with online content creators in advance
	Appendix C: Informed Consent (English version)
	Appendix D: Informed Consent (Chinese version)


