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Abstract. When a celebrity influencer is involved in a conflict or controversy,
it  can  affect  consumers'  perceptions  of  the  endorsement.  The  source
credibility theory explains that the credibility of the information source, in this
case, the influencer, influences the persuasiveness of the message. Conflict or
controversy involving the influencer can diminish their credibility in the eyes
of  consumers,  thereby  reducing  the  effectiveness  of  the  endorsement.
Additionally,  cognitive  dissonance  theory  can  explain  how  consumers
respond to the mismatch between the influencer's self-image and the values
held  by  the  consumers.  This  mismatch  can  cause  discomfort,  prompting
consumers to change their attitudes or behaviors, such as boycotting products
endorsed by the influencer. Conflicts that contradict a brand’s core values,
such as honesty, integrity, or social responsibility, can damage the credibility
and authenticity of the brand’s message. An influencer involved in a conflict
may cause the public to lose trust in the brand that continues to associate with
them. This research was conducted on Instagram social media users. This is
because  Instagram  users  are  the  consumers  targeted  by  brands  and
influencers.  In  this  study,  the  sampling  technique  used  was  probability
sampling, which is a sampling technique that gives equal opportunities to each
member of the population to be selected as a sample member. The sample in
this study was taken using random sampling, selecting 150 random samples.
The  data  processing  and analysis  techniques  used  include  validity  testing,
reliability  testing,  linearity  testing,  multiple  regression analysis,  hypothesis
testing (t-test), and determination coefficient analysis (R2).  
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1 INTRODUCTION

The nature of humans as social beings demands interaction to
convey and receive messages. These interactions take various forms,
ranging  from  face-to-face  communication  to  indirect  interactions

© The Author(s) 2025
M. Nohong et al. (eds.), Proceedings of the 9th International Conference on Accounting, Management, and
Economics 2024 (ICAME 2024), Advances in Economics, Business and Management Research 331,
https://doi.org/10.2991/978-94-6463-758-8_111

https://doi.org/10.2991/978-94-6463-758-8_111
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-758-8_111&domain=pdf
https://orcid.org/0000-0001-8608-9517


facilitated by technological advancements and communication media.

Data from We Are Social shows that Instagram is one of the

When a selebgram is involved in conflict or controversy, it can
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Communication  media  are  platforms  for  online  social  interaction
facilitated  by  technology (Xiao  2018),  which  has  led  to  technology
becoming  a  human  necessity  as  time  progresses.  In  this  highly
connected  digital  era,  social  media  has  transformed  into  a  highly
influential  space,  including  in  the  world  of  marketing.  This
phenomenon  is  further  strengthened  by  the  presence  of  Instagram
celebrities, or "selebgram," who have millions of followers and high
engagement rates. Their presence has become a golden opportunity for
businesses to reach a broader and more effective target market. One of
the  most  widely  used  marketing  strategies  is  endorsement,  where
brands leverage the popularity of selebgrams to promote their products
or services. This strategy has proven to be very effective in building
brand  awareness,  enhancing  brand  image,  and  ultimately  driving
purchase decisions.  

most widely used social media platforms, with Instagram ranking as the
second  most  frequently  used  social  media  in  Indonesia,  after
WhatsApp. Instagram users often express a desire to be seen as they
are, to be recognized in that way, and even to have a world that appears
to be their  own through their  accounts and content (Situmorang and
Hayati 2023). The rapid development of technological innovations has
led  to  increasingly  sophisticated  and  fast-growing  social  media.  To
promote online shopping via websites, the beauty industry in Indonesia
uses Instagram celebrities (selebgrams) to introduce and embrace local
brands  on  online-based  social  media  platforms,  such  as  Instagram
(Danniswara, 2017).  

influence  consumers'  perceptions  of  the  endorsement.  The  source
credibility theory explains that the credibility of the information source,
in this case, the selebgram, affects the persuasiveness of the message.
Conflicts or controversies involving the selebgram can diminish their
credibility in the eyes of consumers, reducing the effectiveness of the
endorsement. Moreover, cognitive dissonance theory can explain how
consumers respond to the inconsistency between the selebgram's public
image and the values held by consumers. This inconsistency can cause
cognitive discomfort, prompting consumers to change their attitudes or
behaviors, such as by boycotting products endorsed by the selebgram.
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Most  Instagram celebrities  (selebgrams)  tend to  present  their
best  image  because  they  usually  have  a  large  number  of  followers,
which  requires  them  to  maintain  their  self-image  (Saputera  and
Tamburian 2019). Building self-image is a process in which individuals
shape, manage, and present themselves in a desired form. Additionally,
a  person's  self-image  is  shaped  by  past  experiences,  successes  and
failures, as well as the knowledge they possess (Rizal, 2019). Social
media, including Instagram, provides a platform for people to build and
manage their self-image online. Instagram users can choose their best
photos, edit them, add filters, and display their lives in the best light
(Putri and Farida 2018).  

Selebgrams  have  significant  influence  in  shaping  consumers'
purchasing  decisions.  However,  their  reputation  and  image  are
vulnerable to conflict, even if the conflict does not directly involve their
followers. External conflicts, such as feuds with other celebrities, legal
issues,  or  public  scandals,  can  tarnish  a  selebgram's  image  and
negatively  impact  the  brands  they  endorse.  By  understanding  these
dynamics, marketers can make more informed decisions when selecting
selebgrams  for  endorsements  and  develop  effective  strategies  to
mitigate the risks associated with potential conflicts.  

Social media plays a crucial role in shaping public opinion and
influencing  consumers'  perceptions  of  celebrities  and  brands.
Information and news, both positive and negative, can spread quickly
on  social  media.  This  presents  a  challenge  for  both  celebrities  and
brands  in  managing  their  image  and  reputation.  External  conflicts
involving selebgrams can have a significant impact on a brand’s image,
often leading product owners to cancel partnerships. This is because
consumers tend to associate the negative image of the selebgram with
the brand they endorse. Conflicts involving scandals, controversies, or
unethical behavior can tarnish the public's perception of the brand, even
if the brand is not directly involved. Conflicts that contradict a brand's
core  values,  such  as  honesty,  integrity,  or  social  responsibility,  can
damage  the  credibility  and  authenticity  of  the  brand’s  message.  A
selebgram involved in a conflict can cause the public to lose trust in the
brand that continues to associate with them.



The Credibility Theory by Hovland, Janis, and Kelley (1953)

Keller (2013: 97) explains that a positive brand image becomes
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2 THEORETICAL FRAMEWORK

Post-Conflict Selebgram Endorsement
In  the  digital  era  dominated  by  social  media,  influencer

marketing  has  become  an  important  marketing  strategy  for  many
brands.  Selebgrams,  as one  type of  influencer,  have large and loyal
follower bases, making their endorsements significantly impact brand
image and consumer purchasing decisions. The selebgram marketing
endorsement  strategy  is  effective  because  it  leverages  principles  of
social  influence,  source  credibility,  and  information  processing.
Modern  consumers,  especially  younger  generations,  are  increasingly
active  on  social  media  and  tend  to  seek  information  and  product
recommendations from sources they trust, including selebgrams. They
view  selebgrams  as  relatable  and  authentic  figures,  making
endorsement messages more easily accepted.  Selebgrams build close
relationships with their followers through consistent content and active
interaction, creating a sense of trust and credibility, which are crucial
factors in influencing purchasing decisions. Consumers tend to trust the
recommendations of selebgrams they follow and admire. 

posits  that  individuals  with  high  credibility  are  more  effective  in
changing others' views or opinions than those with lower levels of trust
or credibility. This means that people will be more likely to believe and
be convinced by someone who has strong credibility in the eyes of the
public. Hovland (2007: 270) states that significant impacts on audience
opinion come from sources with high credibility rather than those with
low credibility.  More  credible  sources  tend  to  be  more  effective  in
changing attitudes compared to less credible ones. When the arguments
presented support the view, the trust given to the communicator can be
influenced by their  expertise  and reliability.  Simply put,  this  theory
suggests that persuading someone or a group is easier when the source
of  information  is  credible.  The  more  trustworthy  the  person  is,  the
easier it is to believe them.  

crucial  in  marketing  because  it  can  influence  consumer  purchasing
preferences. Consumers tend to choose brands with a positive image
because they are considered more reliable, aligned with their values, or
provide  satisfying  experiences.  Brand  image  management  involves
various  strategies,  including  using  consistent  marketing  messages,



The  phenomenon  of  selebgrams  involved  in  conflict  or
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engaging in social or environmental activities, and being responsive to
feedback and issues that may affect public perceptions of the brand. By
building and maintaining a strong brand image, companies can increase
their market competitiveness and build long-term positive relationships
with consumers.  

Kahle  and  Homer (1985)  state  that  the  effectiveness  of  an
endorsement  will  be  optimal  if  there  is  alignment  between  the
endorser’s image and the brand image,  the targeted market,  and the
values upheld. For example, a selebgram known for a healthy lifestyle
will be more effective in endorsing organic food products compared to
a  selebgram  identified  with  a  glamorous  lifestyle.  This  alignment
creates a positive association in the minds of consumers, enhances trust
in  the  endorsement  message,  and  ultimately  drives  purchasing
decisions.  

controversy  can  significantly  impact  the  brands  they  advertise.  This
happens because selebgrams, as brand representatives in the public eye,
have a great influence on shaping consumer perceptions and attitudes.
When a selebgram becomes involved in  conflict,  their  self-image is
negatively affected. The public tends to associate this negative image
with the values attached to the selebgram, such as honesty, credibility,
and authenticity.  The negative impact on the selebgram's image will
affect  the  brands  they  endorse.  Consumers  tend  to  associate  the
selebgram's negative image with the brand, potentially damaging the
reputation and positive perception that the brand had previously built.

Brand Image  
According to Kotler and Keller (2012:248), brand image refers

to the perception or impression that consumers have of a brand. This
encompasses various aspects such as reputation, brand values, product
or service quality, user experience, and the emotional relationship built
with consumers.  A strong and positive  brand image is  the  result  of
strategic efforts to create and maintain a desired impression in the eyes
of consumers.  

Isa  Ansori  (2011),  in  his  research  titled  The  Influence  of
Celebrity Endorser on Sunsilk Advertisements in Forming Brand
Image, explains the importance of selecting an appropriate and suitable
celebrity and discusses the influence of variables such as attractiveness,
trust, and expertise of the celebrity endorser on forming a brand image.



influence them.  

can meet their needs and desires.  

company.  

personality, and social status.  
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Advertisers  can  create  associations  between  the  endorser  and  the
product so that the positive image of the endorser can positively affect
the advertised product.  

According  to  Keller  (2013:122),  there  are  three  factors  that
shape brand associations:  

1. Strength of Brand Associations – how through experience, a
brand can strongly embed itself  in  the  consumer's  mind and

2. Favorability of Brand Associations – how marketers convince
consumers that a brand has relevant attributes and benefits that

3. Uniqueness  of  Brand  Associations  –  how  a  brand  has  a
sustainable competitive advantage, giving consumers a unique
reason to purchase the product.  

According to Aaker (2013), the indicators of brand image are as
follows:  

1. Corporate  image –  a  set  of  associations  perceived  by
consumers  regarding  the  company  that  produces  goods  or
services.  This  includes  the  popularity  or  credibility  of  the

2. User  image –  a  set  of  associations  perceived by consumers
about the users of the goods or services. This includes lifestyle,

3. Product image – a set of associations perceived by consumers
about a product. This includes the product’s attributes, benefits
to consumers, users, and guarantees.

Purchase Decision 
According to Tjiptono in (Tarigan, 2020), a purchase decision is

the process where consumers or buyers recognize their problem, seek
information about a particular brand or product, and evaluate how well
each alternative meets their needs.  

According to (Didik, 2022) in (Illafi, 2022), there are several
indicators of a purchase decision as follows:  



demand.  

and beneficial.  

matches the price offered.  
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1. Suitability to needs – prospective buyers can easily find the
product  they need because the  product  offered matches  their

2. Having benefits – buyers will look for products that are useful

3. Accuracy in purchasing – buyers will find product quality that

4. Repeat purchase – prospective buyers experience satisfaction
with previous transactions and will continue to make purchases
in the future.

5. CONCEPTUAL FRAMEWORK

Based on the theoretical foundation and previous research regarding
the  relationship  between  the  independent  variable  (Post-Conflict
Selebgram) and the dependent variables (Brand Image and Purchase
Intention), a theoretical framework can be developed as illustrated in
the following diagram: 

Post-Conflict
Selebgram

Endorsement
(X1)

sca Konflik (X1)
Purchase

Decision  (Y2)

Brand Image (Y1)
 Pasca Konflik (X1)

 

Image: The Conceptual Model

6. RESEARCH METHOD

This study was conducted on Instagram social media users. This
is because Instagram users are part of the consumer market targeted by
brands and selebgrams. In this research, the sampling technique used is
probability  sampling,  which  is  a  technique  that  provides  equal
opportunities for every member of the population to be selected as part



valid.

Validity Test Results
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of  the  sample.  The  sampling  method  used  in  this  study  is  random
sampling, with a total of 150 samples.

The data processing and analysis techniques employed include
validity testing, reliability testing, linearity testing, multiple regression
analysis,  hypothesis  testing  (t-test),  and  coefficient  of  determination
analysis (R²).
Validity Test

This validity test indicates the extent to which a measurement
tool accurately and precisely measures what we intend to measure. The
validity test is conducted by comparing the values with the degree of
freedom = n-k at an alpha level of 0.10. The results of the analysis can
be seen in the output of the reliability test in the corrected item-total
correlation section. To determine whether a questionnaire is considered
valid, the following criteria are used:

a. If the positive value > (threshold), then the item or variable is 

b. If the negative value < (threshold), then the item or variable is 
not valid.

Variabel
Indika
tor

R
hitung

R
tabel

Kesimpulan

Endorseme X1.1 0,615 0,159 Valid

nt Selebgram X1.2 0,568 0,159 Valid

Pasca Konflik

(X1)
X1.3 0,661 0,159 Valid

Citra Brand Y1.1 0,688 0,159 Valid

(Y1) Y1.2 0,666 0,159 Valid

Y1.3 0,714 0,159 Valid

Minat Beli Y2.1 0,650 0,159 Valid

(Y2) Y2.2 0,554 0,159 Valid
Y2.3 0,579 0,159 Valid
Y2.4 0,767 0,159 Valid



0.60.
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Source: Primary Data Processed, 2024

Reliability Test
The reliability test is used to measure the extent to which the

data  generated  from  a  questionnaire  can  be  trusted  or  relied  upon.
Reliability is measured using the statistical test Cronbach’s alpha (α). A
variable is considered reliable if it provides a Cronbach’s alpha value >

Variabel Cronbach

’s Alpa

Cronbach’s

Alpa Standar

Keterangan

Endorsement 0,811 0,60 Reliabel

Selebgram Pasca 

Konflik (X1)
Citra Brand (Y1) 0,925 0,60 Reliabel
Minat Beli (Y2) 0,926 0,60 Reliabel

Source: Primary Data Processed, 2024

From the table of reliability test results above, it shows that all
variables have an alpha coefficient above 0.60, thus it can be concluded
that all measurement items for the variables in the questionnaire are
reliable.
Descriptive Statistical Test

Descriptive Statistics

 N

Minim

um

Maxim

um

Me

an

Std.

Deviation
Citra

Brand

150 22 45 34,

38

5,054

Keputusan

Pembelian

150 21 45 34,

64

6,057

Endorsem

ent

150 22 45 34,

13

5,394



Selebgram

Pasca

Konflik
  

 

Sum

of

Squares

d

f

Mean

Square F

Si

g.
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Valid  N

(listwise)

150   

Source: Primary Data Processed, 2024

1. Brand Image:
From 150 respondents,  the brand image scores  range from a
minimum of 22 to  a  maximum of 45,  with a  mean value of
34.38  and  a  standard  deviation  of  5.054.  This  indicates  that
perceptions of brand image vary, but generally cluster around
the mean of 34.38, with a relatively moderate variation.

2. Purchase Decision:
The purchase decision scores from 150 respondents range from
21 to  45,  with  a  mean of  34.64 and a  standard deviation  of
6.057.  This  suggests  that  purchase  decisions  tend  to  center
around  34.64,  but  with  greater  variation  compared  to  brand
image.

3. Post-Conflict Selebgram Endorsement:
The scores for post-conflict selebgram endorsement from 150
respondents vary between 22 and 45, with a mean of 34.13 and
a standard deviation of 5.394. The average score being close to
the  midpoint  indicates  a  fairly  balanced perception,  although
there is moderate variation in perceptions.

Linearity Test
ANOVA Table

Citra Betw (Combi 1359, 2 59,11 3,04 0,

Brand  * een ned) 612 3 4 5 000

Endorsemen Groups Linearit 767,7 1 767,7 39,5 0,
t  Selebgram y 46 46 53 000



om

591,8

bi

it

tio

om

5466,

560

The results of the linearity test indicate that there is a significant

Model X Against Y1
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Pasca 2 26,90 1,38 0,Deviatio

Konflik n  fr 66 2 3 6 134

Linearity

Within Groups 2445, 1 19,41   

728 26 1

3805, 1    Total

340 49
Keputusan Betw (Com 2805, 2 121,9 5,77 0,
Pembelian  *

Endorsement

Selebgram

Pasca Konflik

een

Groups

ned)

Linear

y

Devia

n  fr

678

2368,

191

437,4

86

3

1

2

2

86

2368,

191

19,88

6

6

112,

140

0,94

2

000

0,

000

0,

542

Linearity

Within Groups 2660,

882

1

26

21,11

8

  

1

49

   Total

Source: Primary Data Processed, 2024

linear  relationship  between  the  "Brand  Image"  variable  and  "Post-
Conflict  Selebgram Endorsement"  (linearity  Sig.  value  =  0.000),  as
well as between the "Purchase Decision" and "Post-Conflict Selebgram
Endorsement" (linearity Sig. value = 0.000). Both variables passed the
linearity test as the deviation from linearity values are 0.134 and 0.542,
which are greater than 0.05, indicating no significant deviations from
linearity. Therefore, this model can be considered linear.
Multiple Linear Regression Test

The next analytical technique used is multiple regression. Data 
processing was conducted using SPSS 26, resulting in the following 
findings:

Coefficientsa



B

St

d.

Error
1 (Constant) 20,01 2,3  8,4 0,0

Endorsement 0,421 0,0 0,449 6,1 0,0

B

d.

Error
1 (Constant) 9,412 2,4  3,92 0,0
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Standardiz

edUnstandardize

d Coefficients

Model

Coefficients

Beta t

Si

g.

6 78 19 00

Selebgram  Pasca

Konflik

69 16 00

a. Dependent Variable: Citra Brand
Source: Primary Data Processed, 2024

From the  table  above,  the  regression equation  obtained is  as
follows:

Y1 = 20.016 + 0.421 X
Model X Against Y2

Coefficientsa

Standardi

zedUnstandardiz

ed Coefficients
St

Model

Coefficients

Beta t

Si

g.

01 0 00
Endorsement 0,739 0,0 0,658 10,6 0,0

Selebgram Pasca 69 36 00



image will have a value of 20.016.
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Konflik
a. Dependent Variable: Keputusan Pembelian

Source: Primary Data Processed, 2024

From the  table  above,  the  regression equation  obtained is  as
follows:

Y2 = 9.412 + 0.739 X

The formula above can be explained as follows:

1. Regression equation for the Brand Image variable:

a. The constant value of 20.016 indicates that if there is no
post-conflict celebrity endorsement (X = 0), the brand

b. The  coefficient  value  for  post-conflict  celebrity
endorsement  of  0.421  is  positive,  meaning  that  every
increase in celebrity endorsement by 1 unit will increase
the brand image by 0.421.

Y1 = 20.016 + 0.421 X

2. Regression equation for the Purchase Decision variable:

Y2 = 9.412 + 0.739 X

a. The constant value of 9.412 indicates that if there is no
post-conflict  celebrity  endorsement  (X  =  0),  the
purchase decision will have a value of 9.412.

b. The  coefficient  value  for  post-conflict  celebrity
endorsement  of  0.739  is  positive,  meaning  that  every
increase in celebrity endorsement by 1 unit will increase
the purchase decision by 0.739.

Hypothesis Testing Results

Partial Test Results (t-Test)



a

Model t g.B

St

d.

Error Beta
1 (Constant) 20,01

6

2,3

78

 8,4

19

0,0

00
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The use of the t-test  is to determine the effect of the independent
variable on the dependent variable. In this study, hypothesis testing was
conducted  using  SPSS  software,  with  testing  carried  out  at  a
significance level of 0.05 (α = 5%). The decision criteria are as follows:

Model X Against Y1

Standardiz

ed

Coefficients

Si

Coefficients

Unstandardize

d Coefficients

Endorsement

Selebgram  Pasca

Konflik

0,421 0,0

69

0,449 6,1

16

0,0

00

a. Dependent Variable: Citra Brand
Source: Primary Data Processed, 2024

Model X Against Y2

Model

Unstandardiz

ed Coefficients

Standardi

zed

Coefficients

t Si

g.

B St

d.

Beta

Coefficientsa



Endorsement

Selebgram Pasca

Konflik

0,739 0,0

69

0,658 10,6

36

0,0

00
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Error
1 (Constant) 9,412 2,4  3,92 0,0

01 0 00

a. Dependent Variable: Keputusan Pembelian
Source: Primary Data Processed, 2024

The calculation results can be explained as follows:
1. The Influence  of  Post-Conflict  Celebrity  Endorsement  on

Brand Image:
The  post-conflict  celebrity  endorsement  variable  has  a
significance  value  of  0.000,  which  is  less  than  0.05.  This
indicates that, partially, post-conflict celebrity endorsement has
a significant effect on brand image. The t-value of 6.116 also
supports this result, with a coefficient of 0.421 indicating that
celebrity endorsement enhances brand image.

2. The Influence  of  Post-Conflict  Celebrity  Endorsement  on
Purchase Decisions:
The  post-conflict  celebrity  endorsement  variable  has  a
significance value of 0.000, which is also less than 0.05. This
shows  that,  partially,  post-conflict  celebrity  endorsement
significantly affects purchase decisions. The t-value of 10.636,
with a coefficient of 0.739, indicates that celebrity endorsement
significantly increases purchase decisions.

Model Summaryb

Adjust

ed R

Std.

Error of

the

Model R R Square Square Estimate
1 ,449a 0,202 0,196 4,530
a. Predictors: (Constant), Endorsement Selebgram Pasca Konflik



Y1
Model X Against Y1
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b. Dependent Variable: Citra Brand
Source: Primary Data Processed, 2024

Coefficient of Determination Test

Model X Against Y1
Model Summaryb

Std.

Adjust Error of

ed R the

Model R R Square Square Estimate
1 ,449a 0,202 0,196 4,530
a. Predictors: (Constant), Endorsement Selebgram Pasca Konflik
b. Dependent Variable: Citra Brand

Source: Primary Data Processed, 2024

Model X Against Y2
Model X Against Y1

Model X Against
Y1

R R Square

Adjust

ed R

Square

Std.

Error of

the

Estimate
Model X Against ,658a 0,433 0,429 4,575

Source: Primary Data Processed, 2024

1. Influence of Post-Conflict Celebrity Endorsement on Brand 
Image:
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The R² value of 0.202 indicates that 20.2% of the variation in
brand image can be explained by the variable of post-conflict
celebrity  endorsement.  Meanwhile,  79.8% of  the  variation  is
explained by other  factors  outside the scope of  this  research
model.

2. Influence of Post-Conflict Celebrity Endorsement on Purchase
Decision:

The R²  value  of  0.433 shows that  43.3% of  the  variation  in
purchase decisions  can be explained by the variable  of  post-
conflict celebrity endorsement. Conversely, 56.7% is influenced
by variables that were not included in this research model.

7. RESEARCH RESULT

Based  on  the  observations  and  data  analysis  of  the  study  on
Celebrity Endorsement Post-Conflict: Its Impact on Brand Image and
Consumer  Purchase  Decisions,  the  following  conclusions  can  be
drawn:

1. Post-Conflict  Celebrity  Endorsement  has  a  positive  and
significant impact on Brand Image.

2. Post-Conflict  Celebrity  Endorsement  has  a  positive  and
significant effect on consumer decisions.

3. The variable of Post-Conflict Celebrity Endorsement (X) has a
more dominant influence on Purchase Decisions (Y2) compared
to its influence on Brand Image (Y1).
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