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Abstract:  

The following research explores  interrelated  relationships among social media influencers, 

brands, and all individuals on social media, examining the effect of feelings of deception, 

featuring two misdemeanour scenarios (influencer versus brand). The findings disclose that a 

perceived betrayal by a brand unfavorably impacts the perceived coolness of the advertising 

social media influencer, along with the parasocial interrelation followers have with the 

influencer. In like manner, a perceived betrayal by a social media influencer can be damaging 

and affect attitudes, trust, and buying intentions toward a brand advertised by the influencer. 

This study contributes to the awareness of transgressions involving brands and influencers, 

and highlights the importance of a collaborative responsibility among both parties. 

Additionally, it introduces the concept of influencer coolness, defining it as a suited 

fulfillment thing for social media influencers, elucidating their attraction and have an impact 

on—a trait prone to endangerment through betrayals by way of both influencers and types.  

Introduction: 

Influential marketing in today's business comes from a peer-reviewed approach and is 

consistently referred to as the "next big thing." This approach stands out because of its unique 

advantages, which set it apart from the standardized advertising programs used in traditional 

media or celebrity endorsements The cost of influencer marketing products is one of the key 

distinguishing characteristics compared to the high costs associated with traditional 

advertising , Numerous benefits stand up from the usage of social media, inclusive of the 

facilitation of recent methods to interact and preserve bonds with pals and loving  ones, as 
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highlighted in previous research  (boyd and Ellison, 2007; Cheung et al., 2011; Dhir et al., 

2018; Gennaro and Dutton, 2007). Additionally, social media platforms provide the 

possibility to establish connections with unconventional "virtual pals," encompassing social 

media influencers like bloggers, YouTubers, and Instagram or TikTok celebrities. These 

influencers are frequently perceived as near buddies or maybe circle of relatives participants 

via their fans (Berryman and Kavka, 2017; Reinikainen et al., 2020). Brands, too, can turn 

out to be fundamental elements of those on-line relationships, eliciting sturdy self-emblem 

connections or even feelings of affection among committed people (Fournier, 1998; Batra et 

al., 2012). This phenomenon is mainly mentioned in young humans, who exhibit a keen 

fascination with famous brands (Dhir et al., 2016). Regular review and analysis of the 

influencer’s performance and impact on the brand is essential to ensure a positive return on 

investment for quality campaigns. Using data analytics and performance indicators, brands 

are able to measure the effectiveness of influencer collaborations, adjust strategies, and adapt 

to changing market trends .Influencers, as famous opinion leaders with fascinating 

personalities, have a essential role in shaping famous thoughts and traits. They focus on 

continuously generating and spreading data, normally thru online platforms or social media 

channels wherein they've big followings. These people use their energy to persuade customer 

conduct, cultural possibilities, and even social and political debates. The capacity of 

influencers to interact with numerous audiences, create believe, and alternate attitudes makes 

them substantial personalities in cutting-edge media landscapes(Lou and Yuan 2019).  

 

The integration of these intimate online connections becomes evident as brands actively seek 

endorsements from "cool" influencers to cultivate trust and capture the attention of the 

influencers' followers (Ember, 2015). Notably, within industries such as beauty, online 

communities comprising influencers, followers, and brands have flourished (Lawson, 2021). 

Such collaborations yield positive outcomes for brands, such as increased purchase 

intentions, and provide influencers with opportunities to strengthen their bond with followers 

(Lee and Watkins, 2016). While the impact of influencer-brand collaborations remains 

contentious for the general public, devoted followers view these collaborations as a means to 

ensure influencers receive incentives for their work, enabling them to continue enjoying 

influencer content (Coco and Eckert, 2020). 
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Nevertheless, mishandling relationships among influencers, followers, and brands can evoke 

negative emotions. The sense of intimacy and closeness nurtured through these connections 

may transform into feelings of betrayal when moral obligations are breached or integrity is 

compromised (Tan et al., 2021). Research on online communities suggests that negative 

experiences and emotions can extend from the original target to others, discouraging 

participation in these communities through online regret (Bowden et al., 2017). 

Consequently, many influencers exercise caution when entering collaborations with brands, 

deliberately selecting partners aligned with their personal brands to preserve trustworthiness 

and coolness in the eyes of their followers (Warren, 2020). 

The main consciousness in research investigating the connection between social media 

influencers and brands has centered on the wonderful results of Influencer helps, especially in 

talking about character traits and communicating with sponsoring producers (De Veirman et 

al., 2017). Nevertheless, prior scholarly inquiries have largely omitted the ability 

repercussions of influencer transgressions at the manufacturers they help. This oversight 

persists no matter the commonplace exploration of the effects of scandals involving 

endorsers, a topic drastically studied inside the context of mainstream celebrities (Bartz et al., 

2013). Similarly, there exists restrained research at the spill-over effect of emblem 

transgressions on social media influencers, with the majority of studies concentrating at the 

effects on firm and character views (Khamitov et al., 2019). 

We hope to fill this knowledge gap in our study by studying how a sense of betrayal by a 

brand recommended by a social media influencer is related to the subscribers' relation to that 

influencer. In contrast, we investigate how feeling of betrayal by an influencer advocating a 

brand influences people's brand impressions, confidence, and purchase intentions. 

Additionally, we introduce the concepts of influencer coolness and influencer betrayal. 

Influencer coolness, stemming from the concept of brand coolness ,is considered a desirable 

success factor not only for company brands but also for human brands, such as social media 

influencers. Influencer betrayal, derived from the concept of brand betrayal, is seen as a 

feeling of betrayal reflected in the relationship between a follower and a social media 

influencer(Warren et al., 2019) 

 

The results of our research have important practical implications for comprehending 

cooperation responsibility from both brand and influencer perspectives. This obligation 

AEGAEUM JOURNAL

Volume 12, Issue 04, 2024

ISSN NO: 0776-3808

Page No:126



 
 
 

represents a shift away from the traditional self-care paradigm, in which parties are primarily 

concerned with their own reputation, and toward an understanding that influencers and 

brands share mutual responsibilities for one other's reputation. 

Next, this research delve into existing literature to explore topics such as social media 

influencers, parasocial relationships, influencer coolness, and betrayal. This exploration 

forms the basis for constructing our conceptual framework and hypotheses. Moving forward, 

we share the outcomes derived from conducting experiments to test our hypotheses. Lastly, 

we engage in a comprehensive discussion covering theoretical contributions, practical 

implications, and limitations, and propose avenues for future research.  

Literature Review: 

A social media influencer (hereinafter, "influencer") is described as "a content generator; one 

who has a standing of information in a specific vicinity, who has a following on social 

media." (Lou and Yuan,2019).  

The prevailing frame of studies exploring the dynamics between social media influencers and 

brands has predominantly targeting elucidating the affirmative results arising from influencer 

endorsements. Emphasis has been positioned on unraveling the constructive results of 

influencer engagement, shedding light on how these collaborations positively have an effect 

on person attitudes and bolster audience engagement with the manufacturers being endorsed. 

This pervasive trend underscores the want for a extra nuanced know-how of the multifaceted 

interactions among influencers and types, because the studies panorama maintains to conform 

(Dhanesh and Duthler, 2019; Hughes et al., 2019) While the existing body of research 

focuses heavily on elucidating the positive consequences of influencer endorsement, it is 

important to recognize the need for a more comprehensive understanding of lateral 

communication of the many types between social media influencers and brands, However, a 

more nuanced approach is needed. Given the trend in research, there is a growing need to 

explore the potential challenges and challenges of influencer and brand relationships This can 

extend to areas such as potential interests, ethical considerations and the impact of influencer 

behavior on brand image. Understanding these nuances will help provide a more balanced 

understanding of the influencer marketing landscape. However, previous academic 

investigations have largely overlooked the potential spill-over effects of influencer 

transgressions on the brands they endorse, despite the common exploration of the impact of 

scandals involving endorsers in the context of mainstream celebrities (Bartz et al., 2013; 
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Carrillat et al., 2014; Till and Shimp, 1998). Similarly, there is limited research on the spill-

over effect of brand transgressions on social media influencers, with most studies focusing on 

the impacts on firm and individual perspectives (Khamitov et al., 2019). Who has accrued a 

massive wide variety of captive fans—people with marketing value to brands—by generating 

precious material on social media on a ordinary foundation. 

 

In this study, we aim to address this research gap by investigating how a perceived betrayal 

by a brand endorsed by a social media influencer is linked to the followers' relationship with 

that influencer. Conversely, we explore how perceived falsity by an influential brand 

endorsement affects individual brand attitudes, trust, and purchase intentions. Additionally, 

we introduce the concepts of influencer coolness and influencer betrayal. Influencer coolness, 

stemming from the concept of brand coolness (Warren et al., 2019), is considered a desirable 

success factor not only for company brands but also for human brands, such as social media 

influencers. Influencer betrayal, derived from the concept of brand betrayal (Reimann et al., 

2018), is seen as a feeling of betrayal reflected in the relationship between a follower and a 

social media influencer.   

 

Our findings carry significant practical implications for understanding collaboration 

responsibility from the perspectives of both brands and influencers. This responsibility 

signifies a departure from the typical self-care approach, where parties are primarily 

concerned about their reputation, towards an easily understandable flow  that influencers and 

brands have mutual responsibilities with regard each other's reputation. 

 

The subsequent section reviews the studies on social media influencers, parasocial relations, 

influencer coolness, and betrayal to develop our conceptual framework and hypotheses. 

Following that, we present the results obtained from experimental testing of our hypotheses. 

Lastly, we discuss the theoretical contributions, practical implications, limitations, and 

suggestions for future research. 
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The focus on social media influencers, particularly their capacity to engage and influence 

their followers, has gained increasing attention in both practical applications and academic 

investigations. Social media influencers are characterized as 'third-party endorsers who shape 

audience attitudes through blogs, tweets, and other social media channels As brands are 

increasingly realizing the impact of influencer marketing, academic research seeks to uncover 

the ways influencers use their influence Researchers examine the intentions behind 

influencer-follower relationships, looking for factors such as trust, personality and parasocial 

interaction . This deeper understanding not only helps optimize marketing strategies but also 

helps highlight how online consumer behavior is changing in the digital age(Freberg et al., 

2011: 90). Additional defining attributes of influencers include their direct and active 

engagement with followers, proficient content creation and distribution skills (Enke and 

Borchers, 2019), the capability to monetize their following through sponsored content 

incorporation (Abidin, 2016), and the cultivation of a personal brand (Dhanesh and Duthler, 

2019). 

Due to the near and impactful connections that influencers set up with their followers, 

manufacturers have embraced collaborations with influencers to derive advantages, 

consisting of increased purchase intentions (Lee and Watkins, 2016) Users actively develop 

and publish multimedia content, including their opinions on brands and items, in along with 

branded postings and fan sites available on social media (Sokolova and Kefi, 2020), 

tremendous brand attitudes (Munnukka et al., 2019), more desirable brand believe 

(Reinikainen et al., 2020), and intentions to engage in digital word-of-mouth (eWOM) 

(Hwang and Zhang, 2018). The effectiveness of influencer endorsements is partly rooted 

within the parasocial relationships similar to friendships that followers broaden with their 

favorite influencers (Lee and Watkins, 2016; Reinikainen et al., 2020). However, attributes of 

the influencer, which include perceived credibility (Munnukka et al., 2019), authenticity 

(Poyry ¨ et al., 2019), and attractiveness (Wiedmann and von Mettenheim, 2020), also play a 

critical role. 

The exploration of emblem betrayal has been a focus in recent educational research due to the 

developing fashion of humanizing brands and perceiving them as close dating partners with 

individuals (Fournier, 1998). The emotional dimension of the brand offering is a complex 

study that examines the psychological impact on consumers when a brand fails to meet their 

expectations or engages in behaviors that are considered illegal in detail in the 19th century. 

Understanding the complexity of these emotional responses is important for companies 

AEGAEUM JOURNAL

Volume 12, Issue 04, 2024

ISSN NO: 0776-3808

Page No:129



 
 
 

seeking to build healthy and lasting relationships with their customers. In addition, 

researchers have aimed to identify the determinants of betrayal, such as brand promises, 

perceived trustworthiness, and alignment of brand values with consumer expectations. As 

people increase expectancies for his or her desired brands, any failure to fulfill those 

expectancies or instances of logo transgressions can cause emotions of betrayal, 

corresponding to stories in other relationships (MacInnis and Folkes, 2017)Brand betrayal is 

described as an unpleasant emotion induced via a moral violation devoted with the aid of a 

logo with which an person has a robust self-logo connection, ensuing in a rupture of the 

relationship between the man or woman and the brand (Reimann et al., 2018; Tan et al., 

2021). Brand betrayal is recognized as a essential component contributing to poor behaviors 

directed toward the logo (MacInnis and Folkes, 2017). The experience of brand betrayal 

involves assessments of feeling taken gain of, misled, and exploited by means of the logo 

(Tan, 2018). 

Given the close bonds that followers form with influencers, it is conceivable that feelings of 

betrayal may arise following transgressions by influencers. Building on the work of (Tan et 

al.2021), this study defines influencer betrayal as an unpleasant feeling experienced by a 

follower due to a moral violation committed by a social media influencer. This betrayal could 

potentially impact the relationship that followers have with the influencer, with a significant 

emphasis on the feeling of being misled and exploited. Moreover, when brand values are 

aligned with influencer's image, audience size, content style and authenticity and clarity are 

becoming important factors in fostering effective logo-influencer partnerships, as consumers 

seek connections own with brands the greater. By strategically selecting influencers whose 

values align with the brand, companies can increase trust and confidence among their target 

audience. 

 

Marketing and influencer blunders: 

 

Extensive exploration within the realms of marketing and management studies has 

investigated the impact of controversies surrounding celebrity endorsements on brands. The 

findings reveal that when celebrity endorsers engage in transgressions, such as the use of 

illegal substances or other behaviors that generate negative headlines, it adversely affects 

public attitudes towards the brands they endorse (Till and Shimp, 1998) as well as the 
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financial performance of these brands (Bartz et al., 2013; Hock and Raithel, 2019). 

Furthermore, (Carrillat et al.2014) showed that a celebrity endorser's misconduct might affect 

not just sentiments toward the endorsed brand but also attitudes toward competitive 

companies(Kelly et al.2016) demonstrated that poor views of a sports team can lead to 

negative outcomes. Evidence from the context of social media influencers. 

Issues affecting both influencers and companies are prevalent and recognized in the context 

of influencer endorsements. Because fans and followers' interactions with social media 

influencers differ, The dynamics of brand and influencer violations, as well as their impact on 

influencers and companies, differ somewhat from their interactions with mainstream 

celebrities, and there is a vacuum in the research literature. Additionally, a collaborative 

communication channel between brands and influencers is essential. Clear expectations, 

guidelines, and transparent communication channels help establish harmonious partnerships, 

reducing the risk of misunderstandings and conflict. These collaborative efforts improve the 

overall effectiveness of influencer marketing campaigns and contribute to a more transparent 

and accountable project. 

HYPOTHESES: 

H1: An influencer contravention, influencer betrayal has a detrimental impact on the 

influencer's parasocial link.  

H2: Brand attitude is interrelated to brand trust in a good way. 

H3: Purchase intent is positively connected to brand trust. 

H4: Influencer calmness correlates strongly with endorsed brand attitude. 

 

Conceptual Frame:  
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Fig 1 

 

Review Discussion:  

Brands are becoming increasingly responsible for the broader societal effects of their 

movements. A unique type of obligation emerges from our studies—cooperation duty. Before 

embarking on collaborations, this concept requires that modern institutions or historical 

crimes be clearly mentioned by both brands and influencers. A paradigm shift of this 

magnitude involves a departure from the typical self-focused approach, in which parties are 

primarily concerned with preserving their character reputations. Instead, it advocates for the 

acknowledgment that influencers and organizations are both responsible for each other's 

popularity.  
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This requirement necessitates a fundamental shift in attitude, requiring all influencers and 

brands to regard their cooperation as connected fates. It takes the position that poor 

relationships, whether initiated by the influencer or the brand, necessitate a cautious 

assessment of capability advantages in contrast to capacity losses inherent in the relationship. 

This evaluation approach necessitates strategic prudence and an in-depth examination of 

collaborative dynamics, moving beyond the surface-level issues that have historically 

controlled influencer-logo collaborations.  

 

Conclusion: 

Embracing a collaborative responsibility framework encourages all events concerned to 

reflect on consideration on the wider societal implications of their partnerships. It emphasizes 

the understanding that harm to at least one birthday party's popularity can create a ripple 

impact affecting the others. This elevated awareness requires a proactive stance in 

collaborations, placing significance on complete research, transparency, and a joint 

dedication to ethical requirements. In the evolving landscape of influencer advertising, 

strategic foresight and a meticulous evaluation of collaborations are important for navigating 

the complex dynamics of logo-influencer relationships. This, in impact, contributes notably to 

cultivating a advertising and marketing surroundings this is more responsible and 

accountable. In summary, the changing landscape of influencer advertising calls for a 

strategic and careful collaborative approach. Aligning brand values, ensuring authenticity, 

and maintaining open channels of communication are important in the dynamic dynamics of 

brand and influence relationships by adopting these practices, not that companies provide 

their marketing efforts are not only better but they help create a more responsible and 

accountable business environment. 

Future Scope:  

In destiny research, we can delve into the capability effects via envisage a fictional content 

writer and a streaming platform. It might be helpful for next research to copy the research in a 

stay-streaming environment, related to a broader consumer background and base with diverse 

cultural and geographic conditions.  With the given hypotheses further in this research a 

qualitative study will be performed, by perusing individual responses and gauging tiers of 

engagement, we can strengthen our comprehension of the outcomes springing up from 
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partnerships between content material creators and platforms in the ever-evolving landscape 

of virtual amusement.  
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