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Abstract: Since the introduction of smartphones in 2009, social networking services (SNS), which have
seen a surge in users, facilitated changes in the media environment along with social influence that
has increased the economic value and political influence of SNS. In particular, as consumers’ media
use and consumption behavior change around digital media, social media plays a very important
role in consumers’ lives. From this perspective, influencers who influence not only consumers’
consumption behavior, but also decision-making and opinion formation based on social media are
attracting attention. Therefore, the aim of this study was to develop items to measure an influencer’s
reputation as a new source of information in the SNS environment; no previous researchers have pre-
sented generalized measurement items for an influencer’s reputation. We intended to identify what
dimensions and items in the existing literature could effectively measure a social media influencer’s
reputation and to verify each item’s relevance as a measure of a social media influencer’s reputation.
Based on in-depth interviews with 30 experts and empirical findings from 557 adults, this study
identified dimensions that impact on a consumer’s perception of a social media influencer and devel-
oped a scale. The results showed that the social media Influencer’s Reputation scale comprises four
distinctive dimensions: Communication skills, influence, authenticity, and expertise. Additionally,
the reliability and validity of the scale were assessed, using exploratory and confirmatory analyses
and construct validity. The findings confirmed that the social media influencer’s reputation scale
measurement items, in this study, can be used as a consistent measurement tool for each dimension.
It is also important to develop value in favor of the marketing strategy by increasing value through
the influencer’s reputation.

Keywords: social media; influencer; reputation; communication skills; influence; authenticity; expertise

1. Introduction

In recent years, many companies have utilized social media influencers as their market-
ing strategy to broaden their contact points with and empathize with consumers. Especially
for millennials—the first all-digital generation—they prefer to communicate through mo-
bile messages and SNS channels [1], and the use of social media influencers has greatly
increased as a marketing strategy. In one survey, the global market for influencer marketing
was approximately $2 billion as of 2017 and was expected to grow to $50–110 billion by
2020 [2,3]. The Korean social media influencer market was also expected to reach two
trillion won by 2020, up from 400 billion won in 2017 [4].

An influencer is a person who has hundreds of thousands or millions of followers on
social media platforms, such as YouTube, Instagram, and Facebook [5–9]. Online social
networks allow influencers to share their life with consumers, create and interact with large
amounts of multimedia content, and complement feedback and comments [10]. Due to
their social network-based familiarity and followers, they exercise enormous influence.
In the digital media environment, one major role of influencers is to drive consumer
decision-making on purchasing behavior. The best example of the effect of influencers is
American teen icon Kylie Jenner, a young influencer with 100 million Instagram followers
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and 25 million Twitter followers. She launched Kylie Cosmetics in 2015 and in 2016
and has posted $630 million in sales. She became worth approximately 1 trillion won
at age 21, and Forbes anointed her the world’s youngest billionaire in 2018. Even now,
Kylie Jenner not only has her own brand, but has also expanded her influence into modeling,
broadcasting, and other businesses [11].

Influencers give consumers familiarity and consumers grant them credibility because
they are sharing their own experiences and lifestyles [12–16]. Influencers also affect con-
sumer decision making, opinions, attitudes, and behaviors [17], and thus, using them in
marketing is considered a more effective strategy than many others [18–20]. In particular,
because research indicates that influencers affect potential customers [21–25], companies
are utilizing influencers as part of their marketing strategies, as well as incorporating them
into business models by directly engaging them in content production [26–28]. However,
a darker side of influencers has emerged as their numbers and activities have spread.
Influencers have been embroiled in controversy over consumer deception, violations of law,
and sharing false information including faking follower numbers, and these controversies
have had a negative impact on influencer credibility, as well as on individual influencers’
reputations [11].

Reputation is an evaluation that reflects stakeholders’ beliefs about or perceptions
of an entity’s nature, behavior, etc., accumulated from the past to the present [29–32].
It encompasses consistent and comprehensive assessments accumulated over time, and a
positive reputation serves as a buffer in times of crisis [31,33,34]. Reputation also positively
influences both financial and customer variables such as consumer confidence and loyalty.
Given that a good reputation has a competitive advantage and attracts more people, it is
considered an important factor for achieving success [29–34]. In this context, influencers
should build a positive and favorable reputation from consumers to maintain their own
value and strategically manage their personal reputation evaluated by consumers.

Therefore, this study aimed to establish a broad index of an influencer’s reputation
and to identify and investigate the efficacy of a social media influencer’s reputation as
an effective marketing and communications tool. Recently, social networking services
(SNS) have provided consumers with real-time access to influencer content and broader
information about them; this means that it has become easier than ever before for consumers
to evaluate individuals and organizations. In this context, a favorable reputation is thus
expected to help consumers realize which social media influencer has content associated
with integrity and credibility. Therefore, an influencer’s success relies on a positive and
favorable reputation with consumers, and reputation management is expected to contribute
significantly to the sustainability of influencer marketing.

However, most researchers limit studies on marketing and advertising’s effects to
certain areas. Recent scholars have examined the relationship between influencer attributes
and marketing and advertising’s effect, but they regrettably limited their study to only
some characteristics and properties [7,8,35–39].

The purpose of this study was to examine the characteristics of social media influ-
encers’ reputations as a constituent concept by examining the factors structure of reputation.
In other words, we want to understand what sub-dimensional concept the social media in-
fluencer’s reputation constitutes and to see what measurement items this sub-dimensional
concept can be measured by. In addition, through the process of developing a measure
of the influencer’s reputation, it is intended to verify the validity of the manipulation of
the social media influencer’s reputation as a constituent concept. This study attempted to
conceptualize the composition of the social media influencer’s reputation and aimed to lay
the foundation for empirical research on influencers’ reputations.

2. Literature Review
2.1. Concept of an Influencer’s Reputation

Influencers influence not only their followers but also the public [17,40], but different
from entertainers, they are ordinary people who have no public personas despite their
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influence [41]. Beginning with online power bloggers, the influencer concept expanded
to social media as the scope of content expanded across a broadening range of online
platforms [42]. As social networking sites meet new relational functions that traditional
media cannot, influencers can reach broad numbers of consumers through communication
and relationship building [43]. In previous studies, 49% of consumers relied on influencer
recommendations [44], and influencers affected potential customers’ attitudes and behav-
iors [45,46]. In addition, influencers have been shown to have a brand-building effect by
creating positive online word of mouth, and were, in fact, shown to be more reliable than
more traditional brand marketing [7,8,47]. In a Korean study, influencer trustworthiness
and expertise showed a positive effect on consumers’ behavior [48], and in a different
study, influencers’ product descriptions and analyses had a large impact on consumers’
product evaluations [49]. Influencers’ reach has expanded into fields as varied as society,
culture, and the economy, and as their influence grows, they need to take responsibility
for their actions and strive to manage their reputations to maintain and improve value to
the customer.

Reputation is an overall assessment of an entity’s image, and as a consistent and
comprehensive assessment, accumulated over a long period of time, rather than just an
impromptu judgment, reputation is considered a company’s most valuable intangible
asset [33,50,51]. Indeed, it is a socially structured recognition system that creates strong
rewards for good behavior and is recognized as an important factor in improving value for
both individuals and groups [52–56]. A favorable reputation not only creates real value,
but also protects against crises. As such, maintaining an advantage requires reputation
management.

Previous researchers have mainly studied personal reputation among CEOs, politi-
cians, entertainers, and athletes and organizational reputation in economics, organizational
studies, and marketing. Recently, reputation research has been expanding into various
areas such as brand, cities, and countries [31,50,57–60]. A personal reputation is a collec-
tion of perceptions that others have toward a particular individual, formed from unique
characteristics and behaviors, long-established images, and others’ impressions [35,61,62].
For instance, Carter, Bitting, and Ghorbani found that the public’s assessment of an actor’s
performance in a role determines the actor’s positive or negative reputation [63]. Rein de-
fined personal reputation as being fundamentally intertwined with other reputational
objects [53], while Miller conceptualized it as a judgment of a person’s past behavior,
which is used to predict future behavior [55].

With the expansion of SNS into everyday life, an influencer’s reputation for creating
as much value in various areas, such as CEOs and celebrities do, has become more impor-
tant. Based on these discussions, we expect that in the future, an influencer’s reputation
will continue to elicit from consumers, not only expectations, but also activities that can
generate social and economic value. In that context, we defined the concept of social
media influencer’s reputation as consumers’ perceptions and evaluations of influencers’
various activities and images acquired through direct and indirect experience. Our study
goal against this backdrop was to study social media influencers’ reputations by applying
criteria that were primarily applied in existing celebrity and CEO studies to derive objective
criteria for evaluating influencers.

2.2. Components of an Influencer’s Reputation

As social media use has become more common, celebrity reputations are becoming
more important in the media environment where personal information can be checked and
shared in real-time. In a prior study, reputation was not constructed by a single dimension,
but was multidimensional and reflected influencing factors that expressed the overall
characteristics of an object, including an image [53,57,64]. Therefore, it is necessary to
take a comprehensive look at the concepts of celebrity attributes, images, and personal
reputation.
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2.2.1. Celebrity Attributes and Image Components

Existing researchers have studied and classified celebrity attributes. McGuire divided
the attributes of celebrities into familiarity, preference, and similarity [65], and Ohanian
identified credibility, truthfulness, expertise, and attractiveness [66]. Belch and Belch pre-
sented expertise, credibility, and attractiveness as celebrity attributes [67], while Erdogan,
Baker, and Tag presented credibility, expertise, familiarity, similarity, and likability [68].

In general, credibility and attractiveness have been identified celebrity attributes [66,69].
Credibility refers to expert knowledge, ability, and intention to make a valid argument on
a particular subject and includes expertise and trustworthiness [70–72], and attractiveness
means how familiar, likes, and similar information sources are to be perceived as being sim-
ilar to themselves including familiarity, likability, and similarity [65,71,73–75]. In general,
credibility and attractiveness affect the likelihood that consumers will accept a message,
namely, through persuasion [65]. A particularly attractive celebrity in an advertisement
can induce consumer interest in a product or brand [76] and strengthen consumer iden-
tification through increased purchases [77,78], and beyond affecting consumer behavior,
attractiveness has been regarded as a fundamental factor in the formation of interpersonal
relationships [79].

In addition to celebrity attributes, image is a factor for an influencer’s reputation.
Previous studies have shown that a celebrity’s positive image can change negative percep-
tions and affect credibility [80], and many others have shown that a CEO’s image plays
an important role in determining a company’s image. Garbet argued that a CEO’s image
helps to establish the individuality of a company, and Gaines-Ross argued that a CEO’s
image has a positive impact on marketing a company to consumers and investors [81,82].

Image is critical, not only for CEOs, but also for entertainers, who among other char-
acteristics, build awareness and influence the public. Han Eun Kyung and Yoo Jae Ha
presented nine items to measure the image of Korean Hallyu stars such as price, value,
advertising, quality, benefits, guarantees, and similarities; the price and value dimensions
related to whether Hallyu stars were able to gain a large amount of attention, advertising
related to whether the dimensions were being promoted through proper media expo-
sure, benefits and guarantee related to whether dimensions provided spiritual pleasure,
and similarity related to whether the dimensions promoted feelings of cultural ties, famil-
iarity, and homogeneity [83]. Oh Yoon Kyung and Lee Kyung Hee measured the style type
and image of Korean female entertainers and identified four dimensions of image, vivacity,
attractiveness, extroversion, and familiarity, that were measured with 21 sub-items. However,
the author identified as a limitation the fact that the components were limited to their
appearance and thus could not be used to assess activities or performance [84]. This can be
understood as a limitation in that celebrity is a multidimensional concept that comprises
various attributes including trustworthiness, expertise, likability, and similarity [71,73,85].

Therefore, for this study, we needed to look, not only at the image properties of
celebrities, but also at existing studies on the components of celebrity reputation. Based on
the celebrity attributes and image components presented in previous studies, we sought to
extract primary influencers’ evaluation criteria and derive components and measurement
items that would reflect the characteristics inherent in an influencer’s reputation through
expert interviews and consumer surveys.

2.2.2. Celebrity Reputation Components

Various fields, including marketing, management, communication, and psychology,
are contributing to the burgeoning literature on reputation. Some researchers have con-
ceptualized and measured reputation in a unidimensional way, but the prevailing view
is that reputation is a multidimensional construct, reflecting unique and diverse aspects
in which individual viewers base their reputational judgement. Scholars’ views of the
dimensionality of the reputation construct have evolved over time and have employed
different terminologies and classifications.
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Research on personal reputation has centered around chief executive officers and
principal communicators of companies [86,87]. CEOs establish strategic plans throughout
a company’s operations and carry out management activities [88], and they are the best
executors and final decision-makers for all activities undertaken by the company [89].
Consequently, CEO reputation is established over time, and built through long-term and
planned management [81].

The most representative study on CEO reputation is by Burson-Marsteller, who sur-
veyed stakeholders and CEOs for components of CEO reputation. The CEOs in that study
chose reliability, communication skills, stable corporate management skills, ethical behav-
ior, and crisis management skills, and the stakeholders chose reliability, clear vision, ability
to recruit and maintain talented people, ability to manage customers, ability to manage
crises, and ability to think globally [90]. In another study, Han Eun Kyung reconstructed
Burson-Masteller’s CEO reputation dimensions to suit Korean characteristics and iden-
tified six dimensions in CEO reputation in Korea: Reliability, strategic vision, customer
management ability, personnel management ability, crisis management ability, and Korean
dignity [91].

In the field of sports, athletes’ reputational components have also been studied.
Ahn Jae Han identified six features of a Korean athlete’s reputation: Personal charac-
ter, performance, external appeal, privacy, sportsmanship, and capacity management.
Among them, sportsmanship appeared to be the most important: Players’ attitudes had
more impact on their reputations than did their actual results [92]. In entertainer reputation
literature, Lee Bo Young studied the components of reputation for Korean entertainers and
identified seven items: expertise, attractiveness, personal character and image, morality,
privacy management, crisis management, and social responsibility [93]. Han Eun Kyung,
Lee Bo Young, and Moon Hyo Jin measured Korean entertainer’s reputation in three Asian
countries: Korea, China, and Singapore. They also derived seven reputation components,
with 21 attributes: external characteristics, expertise, individual personalities, privacy
management, crisis management, internal and external relations, and social contribution.
The authors did identify significant differences among the three countries in the perceived
importance of expertise, external characteristics, and individual personality dimensions
in an entertainer’s reputation [56]. The above studies reflect the multidimensional nature
of celebrity reputation, and based on these findings, we determined that an influencer’s
reputation would also comprise multiple components.

Personal reputation research, which has been conducted mainly on CEO reputation,
has been expanding into various other populations, such as entertainers and athletes.
As the existing media communication environment changes rapidly around SNS, the influ-
ence of personal reputation will become more important in the future. Therefore, as part
of the ongoing research on reputation, we focused on personal reputation as opposed to
company and organization reputational research that has more typically been the focus
of reputation studies. There is no doubt that the recent growing influence of influencers
on consumers, companies, and society has much to do with celebrities’ and CEOs’ influ-
ence on societies. Therefore, with this study we sought to derive reputation components
that reflected the characteristics of influencers based on the components of celebrity and
CEO reputations. No prior studies have presented influencer’s reputation components.
Therefore, we intended to identify what dimensions and items in the existing literature
could effectively measure social media influencers’ reputations and to verify each item’s
relevance as a measure of a social media influencer’s reputation. Through our efforts,
we aimed to answer the following research questions.

Research Question 1. What dimensions and items does the social media influencer’s reputation
consist?

Research Question 2. What are the convergence validity and discriminant validity of the social
media influencer’s reputation dimensions?
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3. Research Methods
3.1. Sampling Procedure and Sample

This study was designed to develop a measure of celebrity reputation and attempt to
identify key dimensions for evaluating diverse components of social media influencers’
reputations.

We divided this study into preliminary and main surveys. The purpose of the presur-
vey was to extract the necessary components for measuring social media influencers’
reputations. To that end, we conducted a Delphi technique on 30 experts during the initial
stage of extracting items. The composition of the experts was marketing and social media
professionals in their 20s to their 50s in Korea; by gender, there were 16 men and 14 women.

Next, we conducted the main survey in two rounds to verify the reliability and
validity of the social media influencer’s reputation components and measurement items.
We sampled Korean social media users with experience as influencers through an online
survey. There were 269 respondents to the first survey and 288 respondents to the second.

For survey 1, 137 (50.9%) of the respondents were men and 132 (49.1%) were women.
By age, 84 (31.2%) of the respondents were aged 20–29, followed by those aged 30–39
(78, 29%), 40–49 (55, 20.4%), and 50–59 (52, 19.3%). Survey 2 had 148 (51.4%) male respon-
dents, and 140 (48.6%) respondents were women. By age, 78 (27.1%) of the respondents
were aged 20–29, followed by those aged 30–39 (92, 31.9%), 40–59 (59, 20.5%), and 50–59
(59, 20.5%). The demographic profiles of the respondents are presented in Table 1.

Table 1. Demographic profiles for the sample.

Characteristics
Survey 1 Survey 2

Frequency
(N = 269) % (100) Frequency

(N = 288) % (100)

Gender
Male 137 50.9 148 51.4

Female 132 49.1 140 48.6

Age

20–29 84 31.2 78 27.1
30–39 78 29.0 92 31.9
40–49 55 20.4 59 20.5
50–59 52 19.3 59 20.5

Educational
Level

Below or high school 48 17.8 44 15.3
University 192 71.4 213 74

Graduate school or higher 29 10.8 31 10.8

3.2. Procedure

For this study, we conducted expert interviews and administered a consumer survey
to determine the existing scale development process and proceed with the work of refining
and embodying the items extracted from the literature.

3.2.1. Expert Interviews

We first looked at prior studies related to the images, attributes, and reputations of
individuals, such as entertainers, athletes, and CEOs. We, then, conducted the Delphi
technique with 30 experts from 25 May to 10 June 2019. The Delphi technique is a research
method that systematically extracts expert opinions to predict the future and statistically
analyzes the results to draw conclusions. This technique gathers expert knowledge on the
subject during a structured group communication process in which decisions are made
several times until consensus is reached. In this study, the Delphi technique was performed
as a preliminary study to accurately predict whether or not a paradigm shift in marketing
strategy will occur when the influence of influencers spreads. This study was conducted
three times with 30 academic and practical experts. Open questions and expert interviews
led to 133 initial items for measuring social media influencers’ reputations. The interviews
included 30 experts composed of marketers (15), professors (5), and heavy influencer
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users (10) who watch social media influencer content. They were asked to respond to the
following statement: “Please provide a brief description of the social media influencers’
characteristics and activities that you would associate with the words ‘good reputation’
or ‘bad reputation’. Please be specific in providing personality, activities, and behaviors
you would consider reflective of social media Influencers’ Reputation.” The purpose of
the expert interviews was to uncover specific characteristics of reputation that experts
generally think of for social media influencers in their professional and life experiences.

Two faculty and two Ph.D. students in the field of communication reevaluated these
133 items in terms of their similarity, repetitiveness, and importance, leaving 72 items.
To purify the measurement tool on the basis of its psychometric properties, 30 experts who
had joined the expert interview were re-invited and rated the extent to which 72 items
were appropriate for the social media Influencer’s Reputation scale on 7point Likert scales
(1 = Strongly disagree, 7 = Strongly agree). While assessing the items, they were asked to
indicate items appearing identical and repetitive from the list and to suggest any other
important and considerable items to be further included in the scale. Items below 4.5 points
out of the 7 in terms of appropriateness were eliminated. Those reported as being re-
peated and identical items by at least five experts were also eliminated regardless of their
appropriateness scores, resulting in 66 items.

In the following survey, 30 experts were re-invited and shown the 66 items along with
their average points earned in the previous stage. They were then asked to indicate their
agreement with the “scores of the item” on 7point Likert scales. Items were dropped in case
(1) its coefficient of variance (CV) was higher than 0.3 or (2) the item negatively influenced
the internal consistency on the basis of the Cronbach alpha scores. This process eliminated
23 additional items, leaving 43 items.

3.2.2. Consumer Survey

We conducted the survey with an initial group of consumers aged 20 to 59 who were
recruited through an online survey company to verify the reliability and validity of the
social media influencer’s reputation components and measurement items.

Through an online survey, we distributed 300 surveys with 43 social media influencer’s
reputation measurement items from 4–8 July 2019. From the 300 questionnaires, we used
a total of 269 for analysis, excluding surveys with insincere responses from the surveys
that were returned. Next, we performed exploratory factor analysis (EFA) and reliability
analysis to identify the factor structure for a particular concept, find measurement items
with high correlation between them, and bind them as common factors. Through this,
we identified the structure of the social media influencer’s reputation components and
measurement items.

After the first survey, we refined the questions to eliminate some, leaving 37 items for
study. For the second survey, 300 consumers were surveyed from 15–19 July 2019, and we
used data from 288 completed questionnaires for our analyses. We conducted confirmatory
factor analysis (CFA) to examine the validity of the measured items purified in the first test
(see Table 2).

3.3. Measure

For this study, we defined a social media influencer’s reputation as consumers’ recog-
nition and evaluation of influencers’ various activities and images based on direct and
indirect experience. The social media influencer’s reputation items we derived were rated
on 7point Likert scales (1 = Strongly disagree and 7 = Strongly agree), and to verify the
reliability and validity of the measurement items, we performed descriptive statistics,
reliability analysis, correlation analysis, EFA, and CFA. We analyzed the data we collected
for this study using SPSS 23.0 and AMOS 23.0.
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Table 2. Research procedure.

Items Description

Delphi Technique

Literature Review Item Generation

Open questions Item Purification

Expert Interviews Item Refinement

Presurvey Consumer Surveys Scale Development

Main Survey Validation EFA, Reliability analysis, CFA,
Validity analysis

Note: Exploratory factor analysis: EFA; confirmatory factor analysis: CFA.

4. Results
4.1. Exploratory Factorial Analysis

In the reliability analysis, the Cronbach’s α for the 43 measurement items was greater
than 0.70, confirming internal consistency [94]. EFA then determined the factor structure
for the items; for factor extraction, we used a maximum likelihood model, and the factor
rotation used oblique rotation. Based on an eigenvalue of 1, factor loading was only
selected for significant items greater than 0.40 [95,96]. The Kaiser–Meyer–Olkin (KMO)
value was high at 0.97, and Bartlett’s test results showed a significant probability of 0.000,
indicating that the data were suitable for factor analysis.

Table 3 presents the EFA results for the social media influencer’s reputation compo-
nents. The final 34 items were extracted by removing items with a factor load of 0.40 or
less or that were cross-loading and compromising reliability, and four extracted factors
accounted for 63.02% of the total variance: Communication skills, influence, authenticity,
and expertise.

Table 3. Exploratory factor analysis of social media influencer’s reputation components.

Variable
Factor

(1) F1 (2) F2 (3) F3 (4) F4

Influencers do not hesitate to accept and experience
something new. 0.704

Influencers well explain the relationship between content,
product, and brand. 0.689

Influencers actively communicate with consumers. 0.664

Influencers clearly communicate information about a
product or brand. 0.549

Influencers know and understand a product or
brand well. 0.521

Influencers have a confident attitude. 0.499

Influencers can easily understand information about a
product or brand. 0.457

Influencers value the relationship with their followers. 0.450

Influencer has many followers or subscribers. 0.724

Influencer makes good use of social networking
services (SNS). 0.662

Influencers have a ripple effect on public opinion. 0.658

Influencers themselves have a marketing effect. 0.609

Influencers have a great effect on the public. 0.587
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Table 3. Cont.

Variable
Factor

(1) F1 (2) F2 (3) F3 (4) F4

Influencers are now a man in the public eye. 0.567

Influencers have excellent content management skills 0.529

Influencers are well-known people in their field. 0.502

Influencers provide quick feedback on the reactions of
followers and subscribers. 0.452

Influencers leads the trend. 0.428

Influencers must communicate objective information
about a product or brand. 0.888

Influencers should be honest without lying. 0.703

Influencers must broadcast with sincerity. 0.683

Influencers must have clear beliefs and own philosophy. 0.665

Influencers must speak and act politely when
communicating with consumers. 0.649

Influencers must have consistent tone and manners such
as words, writing, and actions. 0.538

Influencers strive for self-development. 0.522

Influencers have excellent skills in their field. 0.668

Influencers have a passion for their work. 0.590

Influencers have their own special content. 0.568

Influencers have expertise in their field. 0.566

Influencers have fun and interest in their work. 0.501

Influencers have their own personality
and characteristics. 0.491

Influencers know their field well and have
accurate knowledge. 0.472

Influencers must take responsibility for their own content
or words and actions. 0.464

Influencers must fulfill their promises with
followers well. 0.449

Eigenvalue 23.691 2.548 1.167 1.139

Variance explained (%) 54.232 5.103 1.894 1.787

Variance cumulated (%) 54.232 59.335 61.228 63.015

Cronbach’s α 0.930 0.937 0.926 0.924

4.2. Confirmatory Factorial Analysis

To verify the validity of the four dimensions extracted in the EFA, we conducted a
CFA that produced 27 items for the final four dimensions. Next, to verify the fit of the
structural model, we calculated absolute fit index, parsimonious fit index, and incremental
fit index. Among the many research criteria used to assess model fit, we chose a number
that are typical:/df, root mean square error of approximation (RMSEA), adjusted goodness
of fit index (AGFI), comparative fit index (CFI), and Tucker Lewis index (TLI). All of the
fitness indices for our study data indicated good model fit: χ2/df = 2.23, RMSEA = 0.06,
AGFI = 0.81, CFI = 0.93, TLI = 0.92 (see Table 4) [97,98].
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Table 4. Model fit statistics.

Model χ2/df RMSEA AGFI CFI TLI

Criterion <3 <0.08 >0.80 >0.90 >0.90

Structural model 2.23 0.06 0.81 0.93 0.92
Note: Root mean square error of approximation: RMSEA; adjusted goodness of fit index: AGFI; comparative fit
index: CFI; Tucker Lewis index: TLI.

To review the construct validity, we used the CFA to calculate the construct reliability
(CR) and the average variance extracted (AVE); generally, CR is considered reliable if
it is 0.70 or higher, and AVE should be 0.50 or higher [99]. All CRs and AVEs met the
criteria. We confirmed high correlation between the items that constituted each factor,
which indicates convergent validity (see Table 5).

Table 5. Construct reliability (CR), Average variance extracted (AVE), and validity.

Variables
Factor Loading

SE CR AVE CR
Estimate Standardized

Estimate

Communication
Skills

→ Q1 1.000 0.730

0.540 0.876

→ Q2 0.899 0.746 0.071 12.718

→ Q3 1.170 0.724 0.095 12.317

→ Q4 0.999 0.757 0.077 12.928

→ Q5 1.100 0.713 0.091 12.118

→ Q6 1.142 0.737 0.091 12.554

Influence

→ Q7 1.000 0.762

0.537 0.890

→ Q8 1.053 0.761 0.078 13.493

→ Q9 0.918 0.707 0.074 12.389

→ Q10 0.975 0.773 0.071 13.739

→ Q11 1.035 0.740 0.079 13.049

→ Q12 0.973 0.743 0.074 13.110

→ Q13 0.822 0.633 0.075 10.928

Authenticity

→ Q14 1.000 0.697

0.607 0.915

→ Q15 1.216 0.808 0.095 12.838

→ Q16 1.198 0.820 0.092 13.005

→ Q17 1.155 0.774 0.094 12.319

→ Q18 1.155 0.767 0.095 12.219

→ Q19 1.490 0.817 0.115 12.960

→ Q20 1.323 0.765 0.109 12.186

Expertise

→ Q21 1.000 0.770

0.570 0.902

→ Q22 0.675 0.730 0.052 13.029

→ Q23 0.721 0.646 0.064 11.302

→ Q24 0.760 0.775 0.054 13.980

→ Q25 0.682 0.717 0.054 12.738

→ Q26 0.803 0.834 0.053 15.299

→ Q27 0.789 0.800 0.054 14.541
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Next, to verify the discriminant validity between the components of the social media
influencer’s reputation, we compared AVE, correlation coefficients (ϕ), and squared corre-
lation coefficients. If the AVE for each variable is greater than the squared value of all the
correlation coefficients that contain the variable, the hypothesis is rejected that the correla-
tion between the potential variables is equal (ϕ = 1.0). In other words, if ϕ ± 2 × standard
error is not 1 in the 95% confidence interval, it is reasonable to interpret a hypothesis to
be supported [100]. The AVEs for all factors exceeded the squared correlation coefficients.
In addition, because ϕ ± 2 × standard error was not 1 in the 95% confidence interval of
the correlation coefficients, there was exclusivity between the social media influencer’s
reputation constituents. We confirmed discriminant validity as Table 6 displays.

Table 6. Test of discriminant validity.

Communication Skills Influence Authenticity Expertise

Communication Skills 0.540 0.293 0.419 0.436

Influence 0.541 **
(0.136) 0.537 0.153 0.329

Authenticity 0.647 **
(0.142)

0.391 **
(0.109) 0.607 0.397

Expertise 0.660 **
(0.192)

0.574 **
(0.173)

0.630 **
(0.184) 0.570

Note: ** p < 0.01. bold text: AVE; bottom of bold text: correlation coefficient; top of bold text: squared correlation
coefficient; (): (ϕ (correlation coefficient) ± 2 × standard error)).

In summary, measurement items were refined further using two-step factor analysis.
Factor analysis revealed the inclusion of 27 items: Six items for communication skills,
seven items for influence, seven items for authenticity, and seven items for expertise.
To assess the factor structure, this study used CFA, which indicated that the measures for
social media reputation possessed reliable and valid factor structure.

5. Discussion

Influencers tends to influence many aspects including social, economic, and cultural
areas. Especially, as a marketing communications strategy, social media influencers are
effective and attract millions of customers around the world [18–20]. As influencers’ effects
have expanded, research interest has increased as well. Accordingly, many studies are
being conducted, and the scope thereof is also diversifying. The scope ranges from the
current influencer image displayed through social media activities to past activities in
various fields and personal life. However, it is still regrettable that existing influencer
studies are focused on their images and attributes [7,8,35–39]. Considering the current
influencer’s various activities and the effect of influencers on society, an evaluation limited
to image does not have much meaning. From this point of view, this study aimed to develop
items to measure a social media influencer’s reputation as a new source of information in
the SNS environment. However, in previous studies, no research has been presented to
derive generalized measures for social media influencers’ reputations. Therefore, through
expert interviews and consumer surveys, 27 items for measuring social media influencers’
reputations were derived from four factors: Communication skills, influence, authenticity,
and expertise. The results of this study are as follows.

The first factor was communication skills. In a digital environment, influencers are key
to oral communication with consumers. Therefore, communication skills are a fundamental
element that influencers must have in order to interact with consumers. It does not simply
mean that you communicate well, but it means that you communicate your thoughts
and feelings to consumers based on trust and communicate while sharing knowledge
and information [43]. In particular, as influencers recently introduced and sold prod-
ucts through real-time video broadcasting, the communication skills of influencers are
becoming more important. This commerce is live because the real-time communication
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between influencers and consumers has the largest advantages. Therefore, in order to
persuade today’s consumers, who are exposed to numerous messages and are negative
about personal information exposure, influencers must interact with consumers through
their communication skills. That is, it is important to understand what consumers really
want through communication and empathize with them through communication rather
than forcing consumers to listen information they do not want.

The second factor is influence. There is no specific criterion for judging the influence of
influencers. Therefore, it is difficult to judge the influence or impact of influencers, simply
based on the number of followers or activities. However, influencer content is delivered
and spread to potentially millions of people in a short time through SNS. Therefore,
an influencer’s explanations, recommendations or criticisms about a particular product
or brand affect the attitudes and behaviors of consumers [46,47,49]. From this point of
view, influencers based on empathy, familiarity, and credibility can have a greater impact
than traditional mass media. This is also why many companies use influencers as part of
their marketing strategies [26–28]. In particular, as the marketing environment changes
rapidly, influencers’ influence is increasing to the extent that they threaten existing Internet
shopping malls and TV home shopping, and influencers’ influence is expected to increase
further as they emerge as new distribution channels [26–28,101].

The third factor is authenticity. Authenticity has previously demonstrated consider-
able influence on celebrity reputation. Influencers induce direct consumer participation by
providing the information consumers want [43]. Consumers have no rejection or negative
perception of the information and evaluations provided by influencers who communicate
with them on the network, and they trust and rely on their content. Information is perceived
as if it was directly conveyed by acquaintances, and real experiences shared by influencers
are accepted as genuine content. After all, authenticity is the strength of influencers over
celebrities and is why consumers subscribe to influencer content. From a consumer’s
perspective, influencers appear to genuinely use the products and brands they talk about
and to be communicating their candid opinions and assessments to consumers; this is
why consumers feel familiarity with influencers, believe them to be credible, and believe
their words and actions are authentic. However, to truly reach consumers, the emotional
elements of authenticity and trustworthiness must be supported with practical knowledge.
Popular influencers on TikTok recently uploaded an “Anti-Trump” video that omitted paid
advertisements. After the BBC’s report, TikTok deleted the content, but it caused negative
controversy as it became known that influencers paid a certain amount of money from the
marketing company to produce the video. This example shows why influencer authenticity
is so important [102].

The fourth factor is expertise. In addition to communication skills, influence, and
authenticity, we also identified expertise as a component of social media influencers’ repu-
tations. Expertise also had previously demonstrated considerable influence on celebrity
reputation. It has become an environment where users can easily obtain information
through SNS. In the past, consumers who used to depend only on mass media now search
and share information on their own, making it easy for anyone to have expertise. Therefore,
influencers with a lack of expertise not only cannot satisfy consumers, but they can also be
ignored. From this point of view, influencers must support their credibility with knowledge,
associating emotional elements with ability, and an influencer with expertise in specialized
content can have a significant impact on consumer awareness and purchasing. This is be-
cause authenticity is possible only when the influencer has not only the emotional elements
but also the ability. However, side effects are occurring recently due to the fact that some
influencers are running shopping malls or businesses only with their own reputation and
without specialized knowledge. Influencer Imvely from Korea found mold in pumpkin
juice sold in online shopping malls, which caused controversy over the side effects of
cosmetics sales and design plagiarism. Eventually, influencers lost consumer confidence
and negatively affected sales [103]. In order to truly approach consumers from this point
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of view, the emotional component of authenticity and reliability must be supported by
practical knowledge [48].

Next, we validated the dimensions and measurement items of the social media influ-
encer’s reputation. In this study, for validity verification, we verified that the convergent
validity should be consistent among items measuring the same composition concept and
for discriminant validity that there should be exclusivity between items measuring hetero-
geneous composition concepts. Convergence validity was verified as a high correlation
among measurement items that measure the components of social media influencers’ repu-
tations such as communication skills, influence, authenticity, and expertise. In other words,
it turns out that the items measured for each component had a high correlation with each
other [99]. It was confirmed that there was discriminant validity due to the existence of
exclusivity between social media influencer’s reputation components. In other words,
it was found that the variables used in this study were independently classified [100].
Through this, the reputation of social media influencers was characterized by a concept
consisting of 27 measures in four dimensions: communication skills, influence, authenticity,
and expertise.

Therefore, it can be said that the measures of a social media influencer’s reputation,
including the four dimensions of communication skills, influence, authenticity, expertise,
displayed adequate construct reliability and validity. In addition, the statistical data all
confirmed that the social media influencer’s reputation items in this study can be used as
consistent measurement tools for each factor. From this perspective, we established a theo-
retical foundation for social media influencers’ reputations and verified practical findings,
and by expanding the research scope of personal reputation, we lay the groundwork for
future social media influencer’s reputation research.

With the advancement of digital technology, we are living in an era of information
explosion, newly created and distributed by the explosive growth of social media. In this
environment, there is a growing demand for information monitoring and technology as
suggested by the system proposed in Reference [104]. This information monitoring is the
basis for effectively managing reputation. Hundreds of influencer contents are posted on
social media every day, and influencers often post provocative titles to get their customer’s
attention. In this situation, the social media Influencer’s Reputation score can serve as an
indicator of the general quality of the influencer. Therefore, the social media Influencer’s
Reputation scale does not just collect accurate marketing-related information on its own,
it helps you easily identify influencer content with integrity. The social media Influencer’s
Reputation scale has a variety of potential applications for consumers, influencers, and mar-
keters and can serve as a theoretical framework for future empirical research in this new
and emerging area. After all, reputation is critical to both companies, which need effective
marketing, and influencers, who need profitability and sustainability.

6. Conclusions and Limitations

Although building and managing reputation is considered an important factor in
the success of influencers, research on reputation in the context of influencers is lacking.
Therefore, it makes sense to develop a multidimensional scale to assess the influencer’s
reputation. This study derived social media influencers’ reputation measurement items and
empirically verified the effectiveness of marketing communications targeting influencers
whose influence was increasing due to the recent changes in the media communications
environment. These findings suggest the following theoretical implications.

First, this study is meaningful in that we applied the concept of personal reputation,
which has been widely discussed in previous studies, to social media influencers and
validated items for use in measuring influencers’ reputations. Influencer studies have been
conducted in various fields, but existing studies have been limited in terms of influencer
attributes and images. In particular, no previous researchers have presented generalized
measurement items for influencer’s reputation. We used the existing literature to identify
potentially relevant measurement items and refined the items following expert interviews
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and consumer surveys to derive an accurate scale for measuring the construct. Second,
the contribution of this study, therefore, lies in conceptualizing multidimensions of social
media influencers’ reputation and developing a reliable tool that measure these dimensions.
This study was meaningful in that the research was conducted without prior research
related to influencers’ reputations and the importance of reputation was emphasized.
From this perspective, we have built a theoretical foundation for influencer’s reputation,
validated practical findings, and expanded the research scope of personal reputation to lay
the foundation for future social media influencer reputation research.

New platforms are constantly being released in the changing media environment,
and consumers’ media consumption patterns are changing accordingly. Existing social
media platforms, such as YouTube and Instagram, are constantly introducing new functions
or services to consumers. For consumers, these changes are simply a new way to commu-
nicate with brands, but for marketing practitioners, it means that the number of options to
consider when choosing media continues to grow. Therefore, marketing practitioners are
bound to be sensitive to social media trends, and it is paramount to see the latest trends.
With this study, we intended to provide practical implications for incorporating influencers
into marketing strategies.

First, the social media influencer’s reputation dimensions and measurement items,
derived from this study, are an effective tool for assessing the value of a particular influ-
encer in a particular marketing campaign; marketing managers can determine the features
that should be highlighted and target influencers who appear to possess the combination
of reputation that might highlight those features. Second, the social media influencer’s
reputation scale aids influencers in managing their reputation. Influencers need to de-
termine their evaluation of themselves through the reputation scale from their related
stakeholders and strive to build a better reputation. They can strategically improve their
overall reputation by emphasizing their strengths among the four different dimensions.
Therefore, the findings are meaningful in that they provide a more systematic and strate-
gic approach to managing social media influencers’ reputations. Third, the social media
influencer’s reputation scale will also be useful for customers. Customers relied heavily
on the reputation of influencer’s opponents in the decision-making process. Therefore,
these findings can be useful for designing influencer content on social media platforms.
This is especially useful if reputation bias represents a factor that reduces the effectiveness
of the system [105]. Therefore, the social media Influencer’s Reputation scale can function
as an indicator ensuring the general quality of the influencer content.

Notwithstanding the above conclusions, this study had some limitations that we dis-
cuss here, along with directions for future research. First, the surveys asked the respondents
to respond on their own, recalling recent memories of influencers’ SNS platforms they had
visited. However, due to this being highly subjective, the respondents all thought of differ-
ent influencers, and thus, the selection criteria were not completely controlled. To avoid
errors, we suggest designating specific influencers based on research and collecting data
on shared experiences and evaluations of the same set of influencers. We also propose that
experimental research rather than surveys could give useful data. Second, the concept of
influencer’s reputation has many variables that can affect reputation, because it targets
individuals, unlike traditional corporate reputation concepts. Items have been refined
through three preliminary surveys, verification of the reliability and validity of survey
questions, and expert reviews, but some items may have been excluded from the process.
However, if research continues on influencers’ reputations, we expect to build a more
scientific and objective evaluation scale. In a follow-up study, it is necessary to establish a
more scientific and objective evaluation scale in consideration of these areas. In addition,
various follow-up studies on how the social media Influencer’s Reputation scale derived
through this study can be applied to the actual marketing environment are considered
necessary. Third, the social media Influencer’s Reputation scale extracted in this study
was derived by considering only the situation in Korea, and it is questionable whether
generalization is possible. Therefore, the social media Influencer’s Reputation scale can
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derive a model of measurement of celebrity reputation, generalized standards, from a much
larger sample than that conducted in this current study. That is, practical verification that
can be applied to other countries is required, and through this, it is necessary to develop
an objective measure that can be standardized globally.

Despite the existence of these limitations, this study is meaningful in that we derived
components and measurement items of a social media influencer’s reputation. At a time of
great social and economic transformation, reputation management is an important value
that should take priority. In particular, in an era when relationships are perceived to be
important, consumers will think more about an influencer’s reputation because companies
are more focused on social value and sustainability. From this perspective, we hope that the
results from this study will contribute both academically and practically to future research
in influencer marketing communications.
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