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Abstract

This study constructs a value assessment system for online influencer accounts by adapting the improved Interbrand brand
valuation model to the characteristics of the short video industry. Focusing on the top beauty account ”Lu Xiaocao” under Qingteng
Technology, the research systematically evaluates the intangible asset value of the account through quantitative analysis of its brand
earnings and brand strength. The findings indicate that the modified Interbrand model can be effectively applied to the valuation of
short video influencer accounts. Furthermore, the study identifies three key factors contributing to the discrepancy between theoretical
valuation and market expectations: the conversion efficiency of fan economy value, personal brand risks of the influencer, and
subjective investor preferences. This research not only extends the application of traditional brand valuation theory to the new
media sector but also provides a quantitative reference for MCN agencies in asset management, investment decision-making, and
commercial operations.
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