
 

 

저 시-비 리- 경 지 2.0 한민  

는 아래  조건  르는 경 에 한하여 게 

l  저 물  복제, 포, 전송, 전시, 공연  송할 수 습니다.  

다 과 같  조건  라야 합니다: 

l 하는,  저 물  나 포  경 ,  저 물에 적 된 허락조건
 명확하게 나타내어야 합니다.  

l 저 터  허가를 면 러한 조건들  적 되지 않습니다.  

저 에 른  리는  내 에 하여 향  지 않습니다. 

것  허락규약(Legal Code)  해하  쉽게 약한 것 니다.  

Disclaimer  

  

  

저 시. 하는 원저 를 시하여야 합니다. 

비 리. 하는  저 물  리 목적  할 수 없습니다. 

경 지. 하는  저 물  개 , 형 또는 가공할 수 없습니다. 

http://creativecommons.org/licenses/by-nc-nd/2.0/kr/legalcode
http://creativecommons.org/licenses/by-nc-nd/2.0/kr/


경영학 석사학위논문

Can the Betrayed Become the Betrayer?

The Impact of Fan-Relevant Celebrity Misconduct on

Betrayed Fans’ Choice of Alternative Brand

배신당한 자, 배신자가 될 수 있을까?

유명인 광고모델의 부적절한 행위가 팬들의

브랜드 선택에 미치는 영향

2018 년 2 월

서울대학교 대학원

경영학과 마케팅 전공

김 수 민



i

ABSTRACT

Can the Betrayed Become the Betrayer?

The Impact of Fan-Relevant Celebrity Misconduct on 

Betrayed Fans’ Choice of Alternative Brand

                                                                              
             Sumin Kim

Business Administration (Marketing)
The Graduate School 

Seoul National University 

Consumers routinely encounter news about celebrity misconduct. Conventional 

wisdom contends that being strongly attached to a celebrity buffers fans from negative 

effect of celebrity misconduct. The present research questions the scope of this buffering 

effect. Results reveal that fans are more vulnerable to fan-relevant celebrity misconduct 

(e.g., physical attacks to fans, lateness/canceling for a concert without appropriate 

reasons) than non-relevant celebrity misconduct (e.g., tax evasion, drug abuse). The 

research finds out that perceived betrayal mediates the relationship between fan-relevant 

celebrity misconduct and fan's choice of alternative brand; The feeling of betrayal 

motivates fans to choose alternative brand rather than a brand endorsed by favorite 

celebrity. However, fan's choice behavior varies by perceived rivalry between favorite 

celebrity and alternative brand's endorser. Betrayed fans are less likely to choose 

alternative brand when its endorser perceived to have an intensive rival relationship with 

favorite celebrity. These findings theoretically contribute by filling the gap of the 
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well-documented buffering effect. This research also provides managerial insights 

especially to brands dealing problems with troubled endorsers.
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INTRODUCTION

“For there to be betrayal, there would have to have been trust first.” 

― Suzanne Collins, The Hunger Games.

The feeling of betrayal is mostly evoked within trust-based relationships (Couch et 

al., 1999; Jones et al., 2001). Individuals under relationships with trust feel betrayed 

when expected social and personal norms are unmet (Baxter et al., 1997). Retaliatory 

behavior is commonly discovered in consequence of betrayal (Grégoire & Fisher, 2008). 

Similarly, fans have formulated multiple forms of trust-based relationship (e.g., romantic 

relationship, friendship) with focal celebrity (Banister & Cocker, 2014). Fans who expect 

to receive fair treatments from favorite celebrity have high potential to experience the 

feeling of betrayal and the emotion is highly likely to turn into unfavorable behavior.

Fans’ expression of betrayal and unsupportive behavior toward their favorite 

celebrity have frequently shown in real-life examples. Justin Bieber stunned fans after 

canceling the last few months of his world tour and fans immediately started expressing 

the feeling of betrayal online (LaCroix, 2017). Also, fans of Hee Jun Moon—a former 

member of HOT, one of the most popular boy groups in the late 90s—officially 

released the statement about their withdrawal support of Hee Jun Moon. Moreover, one 

of the most influential fan communities, DC Super Junior Galley, demanded that the 

member Sungmin be expelled from the group. In constrast to common belief on fans’ 

supportive behavioral pattern toward focal celebrity, these recent examples have 

well-demonstrated that fans are vulnerable to be felt betrayed, which can be linked to 

adversarial behavior.

Prior research has shown that fans who are strongly attached to celebrity reveal 

defensive behavior toward celebrity’s misbehavior and maintain their positive view 

toward celebrity and the endorsed brand (Van den Bulck & Claessens, 2013; Um, 

2013). Such behavior differs from the response of general consumers who are weakly 

attached to a celebrity and tend not to forgive the celebrity misconduct and react 

negatively toward endorsed brands (Fong & Wyer, 2012). The difference in consumers’ 
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reaction has raised a question for marketers regarding whether they should continue or 

discontinue their relationships with celebrity endorsers in trouble.

The present research, thus, seeks to investigate a specific condition in which 

celebrity misconduct leads to fans’ negative reaction. This research assumes that fans are 

vulnerable to highly fan-relevant celebrity misconduct (e.g., physical attacks to fans, 

lateness/canceling for a concert without appropriate reasons), which threatens fans’ self 

and positive relationship with their favorite celebrities. Therefore, the research attempts 

to examine whether fan-relevant celebrity misconduct positively influences fans’ choice 

intention of alternative brand (i.e., competitors of the endorsed brand in the 

marketplace). Moreover, the research specifically examines whether fan-relevant 

misconduct evokes the feeling of betrayal, an emotion that aroused when people face 

unexpected treatment from individuals whom they trust. This research also aims to 

investigate whether perceived betrayal carries over to an increase of fans’ choice 

intention of alternative brand. 

The research further determines how fan’s brand choice intention varies when 

alternative brand’s endorser is a celebrity’s rival. From fan’s perspective, supporting 

rival celebrity via consuming a brand endorsed by the rival celebrity would be 

considered as a form of retaliation behavior, which commonly shown as a typical act of 

betrayal in extant research. However, the research expects fan who has maintained a 

long-standing identity as an ambassador (Schau, 2009) is less likely to increase one’s 

choice intention of alternative brand endorsed by a celebrity’s rival.

CONCEPTUAL BACKGROUND AND HYPOTHESES

Fan’s Response to Celebrity Misconduct

A fan is a loyal consumer of a focal celebrity (Van den Bulck & Claessens, 

2013) and maintains a parasocial relationship with the celebrity—a one-sided relationship 

that involves an intense emotional attachment (Claessens & Van den Bulck, 2015). This 
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intense relationship leads a fan to regard a celebrity as part of self since a relational 

self—a person's self-other relationship (e.g., with mom, with spouse)—develops one’s 

identity (Andersen & Chen, 2002). Just as a consumer strongly attached to a brand 

considers the brand as part of his/her self (Belk, 1988), a celebrity become an extended 

self of a fan.

Given that a celebrity genuinely becomes part of a fan’s self, a threat to the 

celebrity is tantamount to threat to the fan (Cheng et al., 2012; Lisjak et al., 2012). 

When a fans’ self is threatened, he/she should be highly motivated to maintain a 

positive self-view to reduce the dissonance and restore positive self-evaluation (Steele & 

Liu, 1983; Sedikides & Gregg, 2008). Such motivation leads the fan to engage in the 

biased processing of negative information (Ahluwalia et al., 2000) and generate 

counterarguments that neutralize the impact of negative publicity (Swaminathan et al., 

2007). The fan will behave in the same manner when his/her celebrity (i.e., extended 

self) is attacked by others. Just as the fan protects him/herself in response to self-threat, 

the fan who regards a celebrity as his/her extended self would also defend the celebrity 

in trouble. The representative case of this is when a celebrity is caught up in 

misconduct, such as sex-scandal or drug abuse, which prompts severe social criticism.

However, a fan’s protective behavior is no longer available when a celebrity (i.e., 

extended self) harms the fan through fan-relevant misconduct (e.g., attacking a fan or 

being late for a concert without appropriate reasons). The fan, in this case, experiences 

an identity conflict in which his/her core self is attacked by his/her extended self (i.e., 

the celebrity). The fan will no longer show biased processing and treat a celebrity 

negatively (Trump, 2014). Grégoire and Fisher (2006) explained that a consumer with 

the closest relationship with the brand tends to respond most unfavorably when his/her 

core self is directly harmed by brand failure (e.g., unfair treatment). As illustrated, in 

contrast to the general celebrity misconduct (e.g., drug abuse, sex scandal) that does not 

harm a fan, fan-relevant celebrity misconduct damages the fan, making it no longer 

necessary to protect his/her extended self, the celebrity.

The fan’s negative response to fan-relevant celebrity misconduct would lead to 

negative evaluation of a brand endorsed by the celebrity. Several studies have 
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demonstrated that celebrity misconduct lowers consumer evaluations of an endorsed 

brand (e.g., Bailey, 2007; Edwards & La Ferle, 2009; Fong &Wyer, 2012; White et al., 

2009) and its stock value (Louie et al., 2001). Although the endorsed brand may not be 

responsible for the endorser’s misbehavior, the negative aura that surrounds the event 

affects the endorsed brand (Till & Shimp, 1998). A fan who no longer attempts to 

understand or forgive celebrity misconduct would stop treating the brand endorsed by 

the celebrity positively. In other words, a fan’s negative reaction to fan-relevant 

celebrity misconduct would spill over to a brand endorsed by a celebrity, thus leading 

the fan to choose a brand endorsed by another celebrity.

H1: Fan-relevance of celebrity misconduct will increase fan's choice intention of 

alternative brand.

Influence of Perceived Betrayal on Fan’s Choice Intention

Perceived betrayal is defined as one’s belief that the other has infringed the 

normative standard necessary to maintain a relationship (Lee et al. 2013; Elangovan & 

Shapiro, 1998; Ward & Ostrom, 2006). In other words, a consumer perceives betrayal 

when his/her social norm expected from the relationship is violated. For example, 

consumer sets as a normative standard to receive high-quality service from a service 

provider. The consumer, thus, feels betrayed when such a standard is broken by poor 

service (e.g., food of low quality or flight delay) (Lee et al. 2013). Similarly, a fan 

who expects appropriate treatment (i.e., normative standard) from his/her favorite 

celebrity would perceive betrayal if the norm is infringed by fan-relevant celebrity 

misconduct (e.g., attacking, exploiting, or lying to fans). 

Betrayed fans would choose a brand endorsed by other celebrities over a brand 

endorsed by their favorite celebrity. This is because betrayal motivates the fan to 

retaliate against a problematic object (Grégoire & Fisher, 2008). The fan who experience 

betrayal would hardly forgive and forget the wrongness of main actor (i.e., celebrity) 

(Finkel et al., 2002). Diverse kinds of retaliation behaviors (e.g., negative WOM, verbal 

attack, stealing) (Grégoire & Fisher, 2008; Bonifield & Cole, 2007; Huefner & Hunt, 
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2000) would occur accordingly. Seeking an alternative option can be one of many ways 

to release negative emotion (i.e., perceived betrayal) (Bechwati & Morrin, 2003). 

Consequently, this research postulates the following:

H2: Perceived betrayal would mediate between fan-relevance of celebrity 

misconduct and fan’s choice intention of alternative brand.

A Moderating Role of Perceived Rivalry

A fan, loyal to a celebrity, has oppositional loyalty to a rival celebrity. It is just 

like a consumer strongly attached to a brand who not only expresses negative views but 

also shows adversarial behavior towards a rival brand by boycotting its products (Muniz 

& Hamer, 2001; Thompson & Sinha, 2008). Such oppositional loyalty toward rival 

brand spills over to rival brand’s supporters (Kozinets & Handelman, 2004). This is 

explained by a balanced theory, which states that individuals prefer a balanced state in 

their lives (Heider, 1958). Individuals choose to dislike whatever is associated with what 

they already dislike (Dalakas & Levin, 2005) to sustain a balanced state. Therefore, 

strong associative link between the brand and the brand users would fans to sustain a 

consistent attitude toward the rival brand and its supporters. Also, loyal consumers 

distinguish themselves (i.e., similar “us”) from consumers of the rival brand (i.e., 

different “them”) (Schau, 2009), even formulating a negative bias toward supporters of a 

rival (Hogg et al., 2003). Such strong associative link and in-group bias generated from 

categorization induce fans not only abhor the rival brand (i.e., rival celebrity) but also 

negatively view the rival’s supporters.

Fans’ antagonistic behavior to rival celebrity and the rival’s supporters would 

affect betrayed fans’ choice intention of brand. We expect fans are unlikely to choose a 

brand endorsed by a rival celebrity, even when they perceive betrayal from fan-relevant 

celebrity misconduct. This is because such a choice harms his/her long-standing identity 

as an ambassador (Schau, 2009). The fan would find it unacceptable to support a rival 

celebrity he/she used to abhor. Also, switching to a brand endorsed by a rival celebrity 
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does not contribute to identity-enhancement, the main objective of brand-switching, but 

only festers the already damaged identity (Lam et al., 2010). Thus, the research posits 

the following: 

H3: High (vs. Low) perceived rivalry between celebrity and alternative brand's 

endorser will decrease the impact of perceived betrayal on fan's choice intention 

of alternative brand.

The overall hypotheses are summarized as a research model in Figure 1. 

Figure 1. Research Model

STUDY 1

Study 1 examines how fans react to fan-relevant celebrity misconduct and its 

impact on their choice intention of alternative brand. Specifically, this study investigates 

the mediating role of perceived betrayal. In addition to main analysis, the study attempts 

to verify that the perceived betrayal is the unique emotion of fan through additional 

analysis.

Procedure and Participants

A valid sample of ninety-three respondents (47% male) was recruited through an 

online panel service (i.e., Amazon Mechanical Turk: Mturk.com). Justin Bieber served as 

the celebrity for this study. Participants were randomly assigned to one of two 

conditions: high fan-relevant and low fan-relevant. For the high fan-relevant condition, 
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participants were guided to read an article about Justin Bieber’s lateness for the concert 

for two hours because he was playing an online game. For the low fan-relevant 

condition, participants were asked to read the article about Justin Bieber’s arrest for 

drug racing and driving under the influence.

Respondents were asked to answer three fan-screening questions by which they 

were categorized into two groups: fans and non-fans (Hung, 2014). Next, they 

completed attention check and manipulation check question for fan-relevant celebrity 

transgression. Questionnaires about their level of perceived betrayal toward Justin Bieber 

and choice intention of alternative brand endorsed by different celebrity were asked. 

Other attributes of brand were controlled and the endorser information of each brand 

was only manipulated. Lastly, social demographics questions were followed.

Scale

Three fan screening questions (i.e., “I enjoy watching, reading, or listening to the 

celebrity”; “My friends and I like to discuss what the celebrity has done; “The success 

of the celebrity is also my successes”) were used to identify real fans of Justine Bieber 

(Hung 2014). Perceived betrayal toward Justin Bieber will be measured with five items 

(i.e., “I felt cheated”; “I felt betrayed”; “I felt lied to”; “Justin Bieber intended to take 

advantage of me”; “Justin Bieber tried to abuse me”) (Grégoire & Fisher, 2008). 

Additionally, three items (i.e., Even if the other competing brand is not different from a 

brand endorsed by Justin Bieber in any ways, it seems smarter to choose alternative 

brand; Choosing alternative brand in this situation is more superior choice than choosing 

a brand endorsed by Justin Bieber; It makes sense to choose alternative brand instead 

of a brand endorsed by Justin Bieber) were adapted from Lu, Gursoy, and Lu (2015)
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Results

Manipulation and Attention Check 

 Eleven participants who mistakenly responded to an attention check question (i.e., 

questions about article information) were removed. Thirty-three participants who had 

scored lower than four for each fan-screening question were additionally deleted for 

further analysis. The result of a t-test confirmed that the fan-relevant transgression 

manipulation had been successful (Mhighfan-relevant=5.15vs.Mlowfan-relevant=2.63).  

Validity and Reliability Adjustment

This research employed an exploratory factor analysis to assess construct validity 

(Lu, 2006). Five adjusted perceived betrayal items (Grégoire & Fisher, 2008) were 

subjected to principal axis factoring to assess the dimensionality of the data. The 

Kaiser-Meyer-Olkin was 0.88, which was well above the recommended threshold of 0.6 

(Kaiser, 1974), and Bartlett’s Test of Sphericity reached statistical significance (p < 

0.01), indicating that the correlations were sufficiently large for exploratory factor 

analysis. This construct was strongly consistent, yielding a single component that 

explained 94.18% of the total variance with the eigenvalue of 4.71. Additionally, 

Cronbach’s α for perceived betrayal was 0.98, which was well above the minimum of 

0.7 recommended by Nunnally (1978). This result demonstrated strong internal 

consistency suitable for further analyses. 

Another exploratory factor analysis was conducted for fan’s choice intention of 

alternative brand in the same manner. The Kaiser-Meyer-Olkin was 0.86, and Bartlett’s 

Test of Sphericity reached statistical significance (p < 0.01). This construct was strongly 

consistent, yielding a single component that explained 86.73% of the total variance with 

the eigenvalue of 3.51. Cronbach’s α for perceived betrayal was 0.95, which ensured 

reliability.
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Hypotheses Testing and Additional Analyses 

Study 1 first confirmed the impact of fan-relevant celebrity misconduct on fan’s 

choice of alternative brand and further verify a mediating role of perceived betrayal 

toward the celebrity using PROCESS (Hayes, 2013). Direct effect was significant (direct 

effect: .95, bootstrap 95% confidence interval [CI]: [.23, 1.67]), supporting H1 that fans 

tend to show a higher choice intention of alternative brand when their favorite celebrity 

involved in highly fan-relevant transgression. Also, perceived betrayal successfully 

mediated the relationship between fan-relevant transgression and fan’s choice intention of 

alternative brand (indirect effect: .64, bootstrap 95% confidence interval [CI]: [1.29, 

2.75], confirming H2. 

To reveal the arousal of perceived betrayal is a unique form of emotion more 

exclusively seen from fans, the moderating role of fandom was additionally tested with 

2 (fan-relevant celebrity transgression: high-relevant and low relevant) x 2 (fandom: fan 

vs. non-fan) analysis of variance (ANOVA) on perceived betrayal. Three fan-screening 

questions were used to categorize fans and non-fans of Justin Bieber. The two-way 

interaction between fan-relevant celebrity transgression and fandom on perceived betrayal 

was significant (F= 55.58, p<.001) (refer Table 1) Planned contrast further confirmed 

that fans showed significantly greater perceived betrayal toward celebrity than non-fans 

(Mfan=5.57 vs. Mnon-fan=3.68) (refer Figure 2).  

Table 1. ANOVA for Perceived Betrayal (Study 1)
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Figure 2. Effects of Fan-Relevant Celebrity Misconduct and Fandom on Perceived 

Betrayal (Study 1)

Discussion

Study 1 reveals that fans react more negatively to fan-relevant celebrity 

misconduct. Fans who are strongly attached to the celebrity (i.e., endorser) even react 

negatively to the endorsed brand when the celebrity misconduct is highly fan-relevant. 

Specifically, their negative response to celebrity misconduct transfer to the endorsed 

brand as their choice intention of alternative brand (i.e., a competitor of the endorsed 

brand) increases. These findings contrast to prior research, maintaining that strongly 

attached consumers tend not to be influenced by transgression and maintain positive 

attitude (Um, 2013; Lisjak et al. 2012). Study 1 finds out that fan-relevant celebrity 

misconduct generates negative responses from fans unlike general celebrity misconduct, 

which has low relevance with fans. 

Moreover, fans tend to perceive betrayal toward the celebrity who involved in the 

fan-relevant negative action. Additional analysis also demonstrates that perceived betrayal 

is more likely to be evoked within fans than non-fans. Study 1 also verifies that feeling 

of betrayal impacts fans’ choice intention of alternative brand that is not endorsed by 

their favorite celebrity.  Interestingly, fans who feel betrayal after facing highly 

fan-relevant celebrity misconduct, in turn, are more preferable to choose alternative 
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brand. Fans tend not to be protective toward the celebrity anymore and not to solely 

prefer the brand endorsed by their favorite celebrity. Rather, they attempt to try a 

different brand, which can be interpreted as an act of retaliation.

STUDY 2

Study 2 attempts to reconfirm a mediating role of perceived betrayal with fans of 

different celebrity (i.e., Lionel Messi). Also, the study further investigates how the level 

of perceived rivalry on alternative brand’s endorser influences fans’ choice behavior.

Pretest (Perceived Rivalry: High vs. Low)

Prior to main study, a pretest was conducted with forty-two respondents to verify 

difference in perceived rivalry between the celebrity (i.e., Lionel Messi) and the other 

celebrities (i.e., Cristiano Ronaldo; Zlatan Ibrahimović) who may serve as alternative 

brand’s endorser during the main experiment. Pictures of three celebrities were first 

provided and those of whom failed to answer basic questions (e.g, name, current team) 

about the celebrities were asked to quit the survey. Next, respondents were asked to 

answer perceived rivalry between Lionel Messi and two celebrities (i.e., Lionel Messi 

vs. Cristiano Ronaldo; Lionel Messi vs. Zlatan Ibrahimović). Additionally, key attributes 

of endorsers (i.e., attractiveness, credibility, expertise, likeability) were measured.

Findings confirmed that no differences between the celebrity and the other 

celebrities other than perceived rivalry were founded. As assumed, the level of perceived 

rivalry between Lionel Messi and Cristiano Ronaldo were greater than those between 

Lionel Messi vs. Zlatan Ibrahimović (Mhighperceivedrivalry=6.07>Mlowperceivedrivalry=2.67, 

p<.001).No significant difference of Lionel Messi with the celebrities (i.e.,Lionel 

Messiand, Cristiano Ronaldo)were revealed in terms of their attractiveness, credibility, 

expertise, and likeability (p > 0.05). 
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Procedure and Participants

The popular football player “Lionel Messi” served as the celebrity for Study 2 

who had been involved in high fan-relevant misconduct as well as low fan-relevant 

misconduct. Respondents were randomly assigned to conditions in 2(fan-relevant 

transgression: high vs. low)x 2(perceived rivalry: high vs. low) between-subjects design. 

As in Study 1, respondents first read real news about the celebrity’s transgression in the 

form of press release. Specifically, respondents in high fan-relevant condition were asked 

to read news regarding Messi’s rude behavior toward fans during the play.  Those 

assigned in low fan-relevant condition were guided to read the article about his tax 

evasion. Next, questions regarding choice intention of alternative brand endorsed by 

different celebrity were asked. Respondents assigned in high perceived rivalry condition 

indicated his/her choice intention toward the brand endorsed by Cristiano Ronaldo and 

those assigned in low perceived rivalry condition marked his/her choice intention toward 

the brand endorsed by Zlatan Ibrahimović. Attention check question and manipulation 

check questions for perceived rivalry as well as fan-relevance were asked. Lastly, social 

demographic questions were followed. 

Results

Validity and Reliability Adjustment

The current research reapplied exploratory factor analysis to assess the construct 

validity of two variables: perceived betrayal and fan’s choice intention of alternative 

brand. As expected, both perceived betrayal (KMO: .75; eigenvalue: 2.76; cumulative 

variance: 92.09%; Cronbach's α:.96)  and fan’s choice intention of alternative brand 

(KMO:.75; eigenvalue: 2.73; cumulative variance: 90.98%; Cronbach's α:.95) yielded a 

single component, revealing strong validity and reliability suitable for further analyses.



13

Hypotheses Testing and Additional Analysis

The mediating role of perceived betrayal toward celebrity was successfully 

reconfirmed (indirect effect: .78, Bootstrap 95% confidence interval [CI]: [.29, 1.31]), 

using PROCESS (Hayes, 2013). This finding supported H2 that fan-relevant celebrity 

transgression evokes feeling of betrayal toward the celebrity, and in turn motivates fans 

to have higher choice intention of alternative brands that are not endorsed by their 

favorite celebrity. 

A mediated moderation analysis using PROCESS was performed to further test the 

moderating role of perceived rivalry in addition to mediating role of perceived rivalry. 

As Table 2  shows, the impact of fan-relevance of celebrity transgression on perceived 

betrayal and its effect on fan’s choice intention of alternative brands were significant (β 

= 2.31, t(117) = 9.71, p < .001; β = .93, t(114) = 4.59, p < .01). The interaction 

effect of celebrity-brand incongruence and celebrity job autonomy on anger toward the 

celebrity was also significant (β = -.37, t(114) = -3.09, p < .01). The result of 

bootstrap analysis further revealed the presence of a conditional indirect effect (: -.85, 

[CI]: [-1.46, -.26]), based on the 95% bias-corrected confidence interval that excluded 

zero, confirming H3 that betrayed fans’ choice intension decreases when perceived 

rivalry of alternative brand’s endorser is high. Table 2 and Figure 3 delineate the 

results.

Table 2. Moderated Mediation Effect and Conditional Direct Effect (Study 2)
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Figure 3. Effects of Fan-relevant Celebrity Misconduct and Perceived Rivalry 

on the Fan’s Alternative Brand Choice Intention (Study 2)

2(fan relevant: high vs. low) x 2(perceived rivalry: high vs. low) analysis of 

variance (ANOVA) was additionally performed to test the moderating role of perceived 

rivalry between fan-relevant celebrity misconduct and fans’ choice intention of alternative 

brands. As expected, the two-way interaction between fan-relevant misconduct and fans’ 

choice on alternative brand was significant (F= 10.56, p<0.01) (refer Table 3). Planned 

contrast analysis revealed that fans who have exposed to fan-relevant celebrity 

misconduct tend to have lower choice intention of alternative brands when perceived 

rivalry of alternative brand’s endorser is high (Mhighperceivedrivarly=2.94 vs. 

Mlowperceivedrivalry=4.68, t(115)=10.56, p<.01) (refer Figure 4).

 

Table 3. ANOVA for Fan’s Choice intention of Alternative Brand (Study 2)
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Figure 4. Effects of Fan-Relevant Celebrity Misconduct and Perceived Rivalry on

                    Fan’s Choice Intention of the Alternative Brand (Study 2)

Discussion

Study 2 reconfirms that the impact of fan-relevance of celebrity misconduct on 

fans’ choice of alternative brand and the mediating role of perceived betrayal. Fans’ 

choice intention of alternative brand increases when the celebrity performed highly 

fan-relevant misconduct. Also, fan-relevant misbehavior leads fans to perceive betrayal 

toward the celebrity, resulting them to be more likely to choose the brand endorsed by 

another endorser. Compared to the general public, fans reveal to perceive a higher level 

of betrayal after exposing to news about highly fan-relevant celebrity’s misbehavior. 

Although fans perceive betrayal and motivate enough to choose other brands, 

they hesitate to choose a brand endorsed by the celebrity’s rival. Referring behavior 

patterns of typical betrayed consumers who are willing to retaliate, it makes more sense 

if fans who perceive betrayal are more likely to choose a brand endorsed by the 

celebrity’s rival. Interestingly, fans hesitate to retaliate by choosing a brand endorsing by 

the rival celebrity regardless of the feeling of betrayal arouse from fan-relevant celebrity 

misconduct.
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GENERAL DISCUSSION 

Prior research has revealed that consumers who are strongly attached to a 

celebrity (i.e., fans) do not react negatively to celebrity as well as a brand endorsed by 

the celebrity in contrast to consumers who are less attached to a celebrity (i.e., general 

public; non-fans) (Um, 2013; Swaminathan et al., 2007; Ahluwalia et al. 2000; Trump, 

2014). However, fans’ antagonistic behavior have often been investigated as a 

consequence of celebrity misconduct throughout real-life examples (refer Introduction). 

To best of my knowledge, few research has focused on the aggressive behavior of 

celebrity fans, exploring the underlying mechanism and the impact of its causes on 

consumer’s choice behavior on alternative brand that is not endorsed by the celebrity. 

Therefore, present research attempts to fill the gap. 

Throughout two studies, the impact of fan-relevance of celebrity misconduct on 

fans’ choice intention to alternative brands was investigated. Specifically, Study 1 

demonstrates that fans react negatively toward celebrity misconduct when the accident is 

highly relevant to fans by specifically evoking the feeling of betrayal. Also, the study 

uncovers perceived betrayal as the mechanism underlying increase in fans’ choice 

intention of alternative brand that is not endorsed by a favorite celebrity in response to 

fan-relevant celebrity misconduct. Fan-relevant celebrity misconduct (e.g., attacking, 

exploiting, or lying to fans) triggers the feeling of betrayal, an emotion arouses when 

the expected norm is infringed (Lee et al., 2013). Fans are known to support a celebrity 

as well as the brand endorsed by favorite celebrity regardless of celebrity-related 

negative events (Um, 2013). However, as a consequence of fan-relevant celebrity 

misconduct, betrayed fans become to have the higher intention of choosing alternative 

brand endorsed by a different celebrity. In summary, the research discovers different 

phenomenon contrast to prior literature; the present findings unveil that fans tend to be 

more preferable to alternative brand endorsed by other celebrity instead of a brand 

endorsed by their favorite celebrity. 

Interestingly, betrayed fans’ choice behavior on alternative brand was founded to 

be altered by their perception on the rivalry between their favorite celebrity and 

alternative brand’s endorser. Although fans feel betrayed when their favorite celebrities 
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involved in highly fan-relevant misconduct, they hesitate to choose a brand endorsed by 

a rival of the celebrity as an alternative. These findings are supported well with 

behavioral patterns of consumers who are highly involved in the brand community. 

Brand community members have a duty to criticize and abhor rival brands and 

consumers of rival brands (Muniz & Hamer, 2001; Muniz & O’Guinn, 2001; Kozinets 

& Handelman, 2004). The selection of a brand endorsed by a rival celebrity conflicts 

with consumer’s identity as a fan. For such reasons, as demonstrated in Study 2, fans 

tend to have lower intention to choose alternative brand endorsed by the celebrity’s 

rival as an alternative despite their high level of perceived betrayal. 

The research yields practical implication for all the parties affiliated with celebrity 

endorsement (i.e., celebrity, endorsed brand). It is important to note that fans are not 

always blind. Fans care about and love focal celebrities as long as their expectations are 

met. Especially, celebrity’s involvement in high fan-relevant misconduct is unbearable to 

fans, evoking the feeling of betrayal. This research also delivers important implication to 

the endorsed brand’s competitors. It appears that one brand’s loss from endorser 

misconduct is giving chances to another firm’s to attract new consumers who used to 

be loyal to the brand. To take advantage of it, the research suggests marketers to 

develop proactive strategies that trigger new targets’ need. However, loyal consumers 

consider brand switching when the switching behavior can enhance own identity. 

Therefore, marketers should also be aware of the rival relationship between celebrity in 

trouble and their current brand’s endorsers.  

The present research is subject to some limitations that have to be considered 

when evaluating the findings, and that can serve as opportunities for future investigation. 

In this research, all studies have been adapted a quasi-experiment design. Instead of 

giving a choice option under an imaginary condition, providing choice options with the 

real item through field study would strengthen external validity of findings of the 

research. Furthermore, other brand attributes (e.g., brand awareness, brand quality) were 

controlled in the current study. The findings would give more meaning to marketers if 

this mechanism works even when brand attributes of alternative brand are more inferior 

than the brand endorsed by a celebrity. Therefore, future research could consider 
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consumers’ perception of alternative brand’s attribute and revalidate the impact of 

fan-relevant and perceived betrayal role on fans’ choice behavior. Also, current research 

has examined the temporary impact of fan-relevant celebrity misconduct on fan’s choice 

behavior. However, it is unclear whether the negative impact is still valid for long-term 

of the period. Since the negative reaction of fans in response to celebrity misconduct is 

uncommon behavior, it would be interesting to explore the phenomenon on a long-term 

base. Therefore, longitudinal study is encouraged to further investigate the negative 

impact of fan-relevant misconduct on fan’s choice behavior.
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국문초록
배신당한 자, 배신자가 될 수 있을까?

유명인 광고모델의 부적절한 행위가 팬들의 브랜드 선택에 
미치는 영향 

                                                                              
             김수민

경영학과 마케팅 전공
서울대학교 대학원

일반적으로 팬들은 자신들이 좋아하는 유명인의 부적절한 행위를 대하고도 유명인 
및 유명인이 광고하는 브랜드에 긍정적 태도를 유지한다고 한다. 본 연구에서는 실
험 연구를 통해 유명인 광고모델의 부적절한 행위와 팬들의 브랜드 선택 간 관계를 
구체적으로 검증하였다. 
유명인 모델의 부적절한 행위를 팬과의 연관성 정도에 따라 측정하였으며 실험 1을 
통해 좋아하는 광고모델의 부적절한 행위가 팬과의 연관성이 높다고 인식될수록 대
안 브랜드 선택에 긍정적인 영향을 미치며, 광고모델에 대한 배신감이 부적절한 행
위와 대안 브랜드 선택 사이에 매개 역할을 하고 있음을 밝혔다. 
실험 2에서는 좋아하는 유명인 광고모델과 대안 브랜드의 광고모델 간 라이벌 정도
가 배신감과 대안 브랜드 선택과의 관계에 있어 조절역할을 수행하고 있음을 발견
하였다. 구체적으로 대안 브랜드의 광고모델이 좋아하는 유명인의 라이벌로 느껴질
수록 팬들의 대안 브랜드 선택 의도가 감소하였다.



23

본 연구는 소비자 행동의 중요 논제인 완충효과(buffering effect)의 한계점을 일부 
짚어낸 점에서 학술적 의의를 찾을 수 있으며 신제품 광고 등 촉진 전략은 물론 광
고 모델의 부적절한 행위로 어려움을 겪을 기업들의 브랜드 전략 수립에 유용한 시
사점을 제공한다는 면에서 실무적 의의가 있다. 

주요어: 유명인 광고모델의 부적절한 행위, 팬덤, 배신감, 라이벌 의식, 브랜드 선택
학번: 2016-20548
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