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Abstract

In the era of digital media, Intellectual influencers who possess both professional expertise and
charismatic personality simultaneously satisfy the emotional and rational needs of the audience,
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thus gaining tremendous influence and seeing a corresponding surge in their commercial value.
Intellectual influencers earn revenue through platform sharing, fan payments, and collaborations
with businesses. Their monetization models are closely integrated with their professional fields,
demonstrating the economic value of knowledge. The following analysis finds that Intellectual in-
fluencers have won the favor of many fans with their outstanding professional quality, unique
personal style, and proactive relationship maintenance. On this basis, they utilize emotional, cog-
nitive, and relational strategies to influence consumer decision-making, enhance fans’ willingness
to consume, and increase the likelihood of them engaging in consumer behavior, effectively con-
verting fans into consumers. In the face of risks, to achieve sustainable industry development, In-
tellectual influencers must adhere to professionalism and integrity, businesses must conduct tho-
rough risk assessments and controls, and fans need to maintain rationality and improve their
judgment skills.
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