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Abstract

This research aims to analyze the impact of rumor dissemination and information equivocality on
discontinuance behavior when influencers face negative rumors. As an influencer’s follower count decreases,
their credibility weakens, thereby reducing the effectiveness of product representation through brand ambassadors.
The study adopted a quantitative approach with a purposive sampling criteria, comprising a total sample
size of 191 participants. The test results indicate that rumor dissemination does not significantly affect social
media fatigue, while information equivocality does influence it. Additionally, the study demonstrates a positive
association between rumor dissemination, information equivocality, and discontinuance behavior. Social media
fatigue does not mediate the effect of rumor dissemination on discontinuance behavior; however, information
equivocality partially mediates this relationship. The study highlights the relevance of the agenda-setting theory
when influencers face negative rumors and information equivocality. In conclusion, negative rumors contribute
to a decrease in followers due to rumor dissemination and information equivocality on social media.
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Menguji Penyebaran Rumor dan Ketidakjelasan
Informasi pada Perilaku Bermedia Sosial

Abstrak

Penelitian ini bertujuan untuk menganalisis dampak penyebaran rumor dan ketidakjelasan
informasi terhadap perilaku berhenti menggunakan media sosial ketika influencer menghadapi
rumor negatif. Ketika jumlah pengikut seorang influencer berkurang, kredibilitasnya menjadi
lemah, sehingga mengurangi keefektifan untuk merepresentasikan sebuah produk. Penelitian ini
mengadopsi pendekatan kuantitatif dengan kriteria pengambilan sampel yang ditentukan secara
sengaja, dengan total sampel sebanyak 191 peserta. Hasil pengujian menunjukkan bahwa penyebaran
rumor tidak signifikan mempengaruhi kelelahan media sosial, sedangkan ketidakjelasan informasi
mempengaruhi kelelahan media sosial. Selain itu, penelitian turut menunjukkan hubungan positif
antara penyebaran rumor, ketidakjelasan informasi, dan perilaku penghentian penggunaan.
Kelelahan media sosial tidak memediasi pengaruh penyebaran rumor terhadap perilaku berhenti
menggunakan media sosial, sehingga ketidakjelasan informasi memediasi secara parsial. Penelitian
ini menekankan relevansi teori agenda setting, yakni ketika influencer menghadapi rumor negatif
dan ketidakjelasan informasi. Dapat disimpulkan, rumor negatif berkontribusi pada penurunan
pengikut yang disebabkan oleh penyebaran rumor dan ketidakjelasan informasi di media sosial.

Kata-kata Kunci: Penyebaran Rumor; Ketidakjelasan Informasi; Kelelahan Media Sosial; Perilaku Discontinuance
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INTRODUCTION

The rapid growth of social media in
the present era has given rise to a multitude
of new influencers on various platforms.
These influencers, who come from diverse
backgrounds, contribute to the vast array of
content available on these platforms. Their
presence makes it easier to gain recognition
and become viral through social media. As
individuals gain popularity on social media,
their follower count tends to increase (Kay
et al., 2020). Social media platforms such
as Instagram, YouTube, and TikTok are
currently experiencing a high influx of
users, resulting in increased engagement
and prolonged usage. Influencers on
platforms like Instagram and TikTok exert
their influence through a variety of videos
and photos. YouTube, as a video streaming
channel, is used to influence other people.
When a influencer in YouTube has many
subscribers, they hold a significant role
in shaping public opinion (Girsang, 2020;
Ishihara & Oktavianti, 2021). The ability
of influencers to shape public opinion
through their communication holds a
significant role in the process of framing
(Balaban & Mustatea, 2019; Hudders et
al., 2021). Influencers who achieve fame
through viral social media content are often
quickly utilized as brand ambassadors.
The utilization of these influencers as key
opinion leaders (KOL) serves the purpose
of shaping public opinion and influencing
consumer behavior, aligning with the
agenda-setting theory (Kumar et al., 2013;
Kumar & Mirchandani, 2012; Poddar &
Agarwal, 2019). Influencers, who have a
significant following and impact on their
audience, can utilize message framing
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techniques to communicate and persuade
their followers (Istania et al., 2019). They
have the ability to strategically frame
messages in a way that aligns with their
personal brand and desired outcomes.
Influencers often use their platforms to
endorse products, promote certain causes,
or shape public opinion by framing
messages in a manner that resonates with
their audience and elicits specific responses.
Framing can be considered as a
manifestation of the agenda-setting theory. It
represents the process by which influencers,
through their effective communication,
have the ability to shape and influence
public opinion, thereby influencing the
formation of specific perspectives or
viewpoints (Kapuscinski & Richards,
2016). Influencers on social media play a
crucial role in shaping frames, particularly
when it comes to promoting products.
Social media serves as a powerful platform
for communicating and amplifying the
value of products, especially when utilized
by influencers with a substantial following.
Through social media, information about
products can be disseminated to enhance
trust and foster positive perceptions among
consumers (Hearn & Schoenhoff, 2016).
Social media influencers are
susceptible to the circulation of negative
rumors, which can significantly damage
their reputation and public image. It is
vital for influencers to proactively address
and skillfully manage these negative
rumors to mitigate their adverse impact
on both their personal brand and the
products they endorse (Thwaites et al.,
2012), such as family conflicts, marital
problems, unlawful crimes, to allegations of
dishonesty acts (Hock & Raithel, 2020; Um
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& Lee, 2015; Zhou & Whitla, 2013). Some
influencers intentionally create sensational
acts to sustain their existence, resulting in
viral attention. These acts are designed to
generate substantial buzz and capture the
attention of a wide audience (Saaksjarvi
et al.,, 2016). The study highlights the
prevalence of content creators prioritizing
device literacy over digital ethics in their
practices, indicating a higher level of
proficiency and focus on technical aspects
rather than ethical considerations.

The company aims to maintain a
strong brand image in order to increase
sales and gain public trust. However, when
the company chooses influencers who
have negative rumors surrounding them,
the implications for the company’s image
remain uncertain (Djafarova & Trofimenko,
2019; McCormick, 2016). Doyle et al., (2014)
found that when a familiar and well-known
product is associated with influencers who
face negative rumors, it does not have
a significant impact on the corporate or
brand image.

Conversely, when influencers face
negative rumors regarding unfamiliar
brands, it has a significant impact on
the brand image. On the contrary,
Osei-Frimpong et al., (2019) show that
when influencers are associated with
negative rumors, it does not significantly
influence consumer behavior towards the
product. Rumor dissemination through
social media has become a widespread
phenomenon, leading to an accelerated
flow of information. Social media serves
as a powerful tool for the rapid spread of
information, including unverified rumors.
The rumors dissemination plays a role in
predisposing influencers to both positive

and negative perceptions (Kim et al., 2015).

The dissemination of information
through social media, particularly rumors
and ambiguous information, creates a
complex web of information, leading to
its widespread propagation. Credible
media sources are often trusted as reliable
references when evaluating negative
influencer information. On the other
hand, an account with a large following
but lacking credibility is more likely to
generate panic and spread exaggerated
false information (Zhao et al., 2012). The
extensive dissemination of information,
coupled with the spread of misinformation,
leads to numerous discussions about
negative influencers on social media.
Prolonged and prolonged discussions
surrounding specific influencers can result
in social media fatigue. The development
of social media fatigue is an ongoing
process that often deviates from addressing
the core issues arising from the rumor
dissemination and ambiguous information
(Lee et al., 2016).

When social media fatigue sets in,
it has implications for the effectiveness
of influencers as brand ambassadors
representing the company. According
to Bright et al., (2015), social media
fatigue serves as a predictor for users
to stop following influencers, thereby
avoiding exposure to rumors or negative
information. Previous research, Das et al.,
(2020), demonstrates that the intention
to discontinue usage is directed at the
social media platform itself, rather than
specifically targeting the influencer as a
brand ambassador.

Based on the existing research gap,
it is evident that no study has specifically
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examined the impact of social media fatigue
on discontinuance behavior at the individual
level. On the other hand, communication
analysis used by influencers as an agenda-
setting theory is important for companies.
Discontinuance behavior refers to the act
of ceasing to follow influencers. When
this behavior occurs among social media
users, it leads to ineffective communication
(Lin et al., 2020). Considering the urgency
and the gaps in previous research, there
is a need for a comprehensive study that
analyzes the behavior of social media users
when exposed to rumors and ambiguous
information associated with influencers.
This study would investigate the overall
impact of rumor dissemination and
information equivocality on discontinuance
behavior, specifically focusing on the role
of social media fatigue.

Social media influencers attract a
large number of followers, leading to
increased scrutiny of their activities.
When influencers engage in actions that
are deemed unfavorable or embarrassing,
these incidents tend to spread rapidly and
become topics of negative conversations
associated with the influencers (Chao et
al., 2021). The extensive reach of social
media grants individuals the freedom to
utilize their respective accounts. However,
unfocused discussions that revolve around
rumors about specific influencers can
prolong these discussions, resulting in
social media fatigue. This fatigue brings
negative consequences, such as frustration
and a reluctance to engage with social
media due to the overwhelming abundance
of influencer-related information (Thwaites
et al., 2012). The prolonged discussions on
social media contribute to the amplification
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and wider rumor dissemination. As rumors
spread, they play a significant role in
shaping viral topics on social media. The
continuous rumor dissemination leads to
an abundance of unverified information,
ultimately contributing to social media
fatigue. Given these observations, the
hypothesis can be formulated as follows:

H1: rumor dissemination influence user
social media fatigue

Information pertaining to influencers
plays a crucial role in shaping their
credibility. When influencers are associated
with positive information, they tend to
receive favorable ratings from the public.
Conversely, when influencers are linked
to negative information, their ratings are
negatively impacted. The information
equivocality surrounding influencers
creates ambiguity in people’s judgments,
leading to a vast amount of information
available on the internet. (Lee et al., 2016).
Social media platforms play a significant
role in the dissemination of information
equivocality, particularly when the
information is incomplete or lacking clarity.
This information asymmetry contributes
to an increase in information equivocality,
leading to social media fatigue (Aben et
al., 2021). Discussions regarding these
influencers continue unabated, resulting in
an increase in the circulation of information
on social media. The growing availability
of information on social media has the
potential to cause social media fatigue,
which carries negative implications. Users
who are exposed to excessive information
are prone to experiencing social media
fatigue in relation to the influencers’
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information (Flores-Garcia et al., 2020).
Based on these observations, the hypothesis
can be formulated as follows:

H2: information equivocality rumor
dissemination influence user social media
fatigue

Rumor dissemination involves the
spread of information on social media
pertaining to certain influencers, resulting
in an increase in uncontrolled and
potentially inaccurate information. Social
media platforms serve as powerful tools
for rapidly spreading rumors, thereby
exerting a significant influence on public
perception, including perceptions of specific
influencers (Ilicic et al., 2018). Furthermore,
positive rumors can also contribute to the
admiration and appreciation of certain
influencers, garnering praise from social
media users. Conversely, negative rumors
can serve as a means of retribution, leading
followers to unfollow an influencer on
social media. Influencers who are perceived
to disregard values and norms may face
consequences from their followers, such
as losing followers or being unfollowed
on social media platforms (Um, 2016). For
followers, when an influencer is perceived
to have made a mistake, there is often a
tendency to unfollow the influencer to
avoid receiving further information from
them. Followers of specific influencers
typically anticipate receiving valuable and
beneficial information, but when negative
information becomes associated with these
influencers, it tends to overshadow their
overall behavior (Wang & Kim, 2020). For
an influencer, having a growing number of
followers is a source of pride and validation.

However, if the influencer experiences a
decline in their follower count, it can be
seen as a form of punishment for their
actions or behaviors that are not deserving
of praise. Building upon these observations,
the hypothesis can be formulated as
follows:

H3: rumor dissemination influence user
discontinuance behavior

Information plays a crucial role
in shaping follower judgments about
influencers on social media. Influencers
who engage in controversial or sensational
actions often attract attention from various
parties. However, it is important to note
that the impact of such actions can be
both positive and negative, depending
on the perception and values of the
followers (Phillips et al., 2021). Social
media platforms that are inundated with
unclear and asymmetric information
can have significant implications for the
behavior of unfollowing influencers.
Followers who are bombarded with
excessive amounts of information may
experience information overload, leading
to fatigue in processing the information
and eventually deciding to unfollow
influencers (Aben et al., 2021). Information
equivocality can indeed lead to confusion
among followers, prompting them to avoid
excessive information and ultimately stop
following the influencer (Flores-Garcia et
al., 2020). The abundance of inaccurate
information disseminated through various
media and social media platforms can
contribute to this phenomenon. Based on
these observations, the hypothesis can be
formulated as follows:
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H4: Information equivocality influence
user discontinuance behavior

Social media fatigue is the result of
being exposed to an overwhelming amount
of widely available information, leading
social media users to become overwhelmed.
The information found on social media is
often spread extensively, turning it into a
platform for sharing information that may
not necessarily be accurate or reliable. The
dissemination of inaccurate information
results in a multitude of clarifications,
biased content, and ultimately an excessive
influx of information (Xiao & Mou, 2019).
The topics discussed on social media often
revolve around influencers, whose news
spreads widely on these platforms, but
they tend to become monotonous. The
excessive dissemination of information on
social media contributes to social media
fatigue, which is characterized by users
feeling bored with the constant influx of
viral content (Dhir et al., 2019). When social
media repeatedly focuses on specific topics
over an extended period, social media
fatigue plays a significant role in influencing
users to unfollow viral influencers (Zhang
et al., 2022). Based on these observations,
the proposed hypothesis:

H5: Social media fatigue influence user
discontinuance behavior

Influencers are influential people on
social media, so any information related
to these influencers will be easily spread.
Influencers play an important role in
maintaining a good reputation. However,
on the other hand, influencers sometimes
receive news that carries negative
implications for their personal image (Hock

ETTISAL: Journal of Communication

& Raithel, 2020). The constant discussion
of negative rumors about influencers on
social media plays a significant role in
causing social media fatigue. Influencers
who are well-known to the public often
face negative news, which leads to the
widespread dissemination of information
that is both extensive and biased (Djafarova
& Rushworth, 2017). In the current era, the
rapid spread of information, particularly
negative information, is significantly
increasing through social media. News
that quickly circulate plays a crucial role in
contributing to user fatigue on social media
(Saaksjarvi et al., 2016). When users receive
negative news about influencers, they often
tend to focus on the negative aspects and
distance themselves from these influencers.
The stigma attached to influencers who
receive negative news leads social media
users to avoid them. Additionally, when
social media users actively participate in
spreading and sharing potentially false
news, it further complicates the situation,
creating a need for clarification of the
news (Um, 2016). Information ambiguity
contributes to information asymmetry,
resulting in uncertainty and confusion
regarding influencers. When an influencer
receives negative news, the rapid spread
of information amplifies the equivocality,
making users more inclined to discontinue
following that influencer (Kang et al., 2020).
The desire to disengage is caused by social
media fatigue, which has implications for
social media users who are reluctant to
engage with current viral news. Therefore,
the hypotheses based on the explanation are:
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H6: rumor dissemination influence user
discontinuance behavior through social
media fatigue

H7: information equivocality influence
user discontinuance behavior through
social media fatigue

METHODS

The research employs a quantitative
approach to examine the relations between
variables. The selection of a quantitative
approach enables the analysis of extensive
data sets, ensuring that the research
outcomes accurately reflect the targeted
population (Hair et al., 2014). This study
incorporates four variables: rumor
dissemination, information equivocality,
social media fatigue, and discontinuance
behavior. To measure rumor dissemination,
a scale is employed, including items such
as “social media facilitates the rapid spread
of rumors,” which has been adopted from
previous research (Um, 2016; Xie & Tsai,
2021). Information equivocality is assessed
through statements such as “information
shared on social media may not always be
accurate,” which have been adopted from
previous research (Arriagada & Bishop,
2021; Lee et al., 2016). Social media fatigue
is gauged using measurements such as
“occasionally, viral news on social media
leads to feelings of frustration,” which have
been adopted from previous studies (Dhir
etal., 2019; Xiao & Mou, 2019; Zhang et al.,
2022). Discontinuance behavior is assessed
through measurements such as “I have
no interest in encountering viral news on
social media,” which have been adopted

from previous research (Kang et al., 2020;
Shokouyar et al., 2018)

This study focuses on a population
of social media users aged between 17
and 30 years, who follow well-known
influencers on social media. The research
does not involve any specific influencer;
therefore, it is anonymous. The influencers
being followed have been involved in
negative viral conversations on social
media. In Indonesia, some of the viral
negative rumors surrounding influencers
include allegations of criminal activities,
involvement in pornography, gambling, or
family issues. The study utilized a sample
size of 191 respondents. Structural Equation
Modeling (SEM) is a statistical analysis
technique used to examine relationships
between observed and latent (unobserved)
variables.

RESULT AND DISCUSSION

The research examines the data by
using the inner model and outer model.
The inner model refers to the relationships
among latent variables within a specific
theoretical framework, while the outer
model relates to the indicators or observed
variables used to measure the latent
variables. The results first test the validity
and reliability of the outer model and
proceed with testing the hypothesis on the
inner model.

The results of the validity test are
shown in Figure 1, where each indicator
is presented with a loading factor value >
0.7, according to the rule of thumb. It can
be observed that all indicators meet the
criteria, as they have loading factors that
fulfill the validity test.
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Figure 1. Loading Factor Test Results

RD1
RD2
RD3
Rumor
Dissemination 0,104 0.176
SMF1 DE1
0728
SMF2 —0.827—p  DB2
0.753
SMF3 T oes
Social Media Discontinuance
Fatigue Behavior
0.423 0.428
e |
-
IE2 FEE“““
=
s
IE4 | Information
Equivocality
Source: Author’s Statistical Findings
Table 1 provides a detailed description factor values for all variables, indicating
of the loading factors for each variable that their level of association with the construct
meet the criteria. It presents the loading being measured.
Table 1. Loading Factor Each variable
Variable Indicators  Discontinuance  Information Rumor Social Media
Behavior Equivocality Dissemination Fatigue
Discontinuance DB1 0.728
behavior DB2 0.827
DB3 0.753
Information IE1 0.791
equivocality IE2 0.804
IE3 0.709
IE4 0.799
Rumor RD1 0.808
dissemination RD2 0.828
RD3 0.701
Social media SMF1 0.844
fatigue SMF2 0.890
SMF3 0.848

Source: Author>s Statistical Findings
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Table 2 displays the results of
the reliability test, demonstrating the
consistency of variable results across
different data sets. The table indicates
that all variables have successfully met
the reliability criteria as assessed through
Cronbach Alpha and composite reliability.

Table 2. Reliability Test and AVE

169

Information  0.783 0.859 0.603

Equivocality

Rumor 0.734 0.823 0.610

Disseminat

ion

Social 0.827 0896 0.742

Media
Fatigue

Source: Author>s Statistical Findings

Variable Cronbach>s  Composite  Average
, p,, V, 8 Table 3 presents the results of the
Alpha Reliability Variance . L. L . .
Exteactod discriminant validity analysis, which
Xtracte
(AVE) assesses the validity of each variable. The
results of the validity test indicate higher
Discontinua  0.716 0814 0.614 .
variable values compared to the other
nce . . . . . . .
variables, indicating strong discriminant
Behavior . 1s
validity.
Table 3. Discriminant validity test results
Variable Discontinuance Information Rumor Social Media
Behavior Equivocality Dissemination Fatigue
Discontinuance Behavior 0.770
Information Equivocality 0.674 0.777
Rumor Dissemination 0.557 0.653 0.781
Social Media Fatigue 0.544 0.491 0.380 0.861

Source: Author»s Statistical Findings

Table 4 exhibits the results of the direct
influence test between variables, employing
the rule of thumb of +1.96 and a significance
level of <0.05. The hypothesis regarding the

influence of rumor dissemination on social
media fatigue is not supported (sig 0.289 >
0.05). However, the remaining hypotheses
regarding direct effects are supported.

Table 4. Direct Effect Test Results

Original ~ Sample Standard o
. L T Statistics
Hypothesis Sample  Means Deviation P Values
(IO/STDEVI)
©O) ™M) (STDEV)
Information Equivocality —
) ) ) 0.428 0.413 0.094 4.537 0.000
Discontinuance Behavior
Information Equivocality —
. i ) 0.423 0.424 0.101 4.188 0.000
Social Media Fatigue
Rumor Dissemination —
0.176 0.184 0.078 2.257 0.024

Discontinuance Behavior
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Rumor Dissemination — Social 0.104
Media Fatigue ]

0.112 0.098 1.062 0.289

Social Media Fatigue — 0.968
Discontinuance Behavior ’

0.276 0.083 3.235 0.001

Source: Author»s Statistical Findings

Table 5 illustrates the examination
of indirect effects between variables
mediated by social media fatigue.
Specifically, it assesses the impact of
information equivocality and rumor
dissemination on discontinuance behavior
through the mediation of social media
fatigue. The hypothesis regarding rumor

dissemination>s influence on discontinuance
behavior through social media fatigue is
not supported (sig 0.341 >0.050). However,
the hypothesis concerning information
equivocality>s impact on discontinuance
behavior through social media fatigue is
supported (sig 0.020 < 0.050).

Table 5. Indirect Influence Test Results

Original Sample Standard .
Hvoothesi S 1 M Deviati T Statistics P
othesis ample eans eviation
YP p (I0/STDEV ) Values
(O) M) (STDEV)
Inf tion Equi lit
rormation Bquivocatity = 0113 0118 0.048 2337 0.020
Discontinuance Behavior
Rumor Dissemination —
0.028 0.030 0.029 0.953 0.341

Discontinuance Behavior

Source: Author»s Statistical Findings

Based on the test results, this study
concludes that there is no significant
effect of rumors on social media fatigue.
Ouvrein et al., (2017) state that rumors
play a significant role in determining social
media fatigue because social media users
are inundated with excessive information
about the influencers they follow. Previous
research, Zhou & Whitla (2013), has
elaborated on the concept of social media
fatigue as an indication of an overload
of information in users’ social media
experiences. These studies suggest that
the excessive focus on specific influencers
and the persistence of rumors contribute to
social media fatigue. However, the results of
the current study contradict these previous
findings, demonstrating that rumors donot

ETTISAL: Journal of Communication

have a significant influence on social media
fatigue. This suggests that social media
users perceive rumors as a normal part of
their online experience and do not consider
them excessive or disruptive information.
Moreover, the research suggests that social
media users often choose to disregard
rumors with negative connotations related
to specific influencers. Consequently,
social media users may feel indifferent
and unaffected by the topics associated
with these influencers, leading to a lack of
fatigue. Influencers, as brand ambassadors,
who encounter negative rumors, tend to
strategically frame overlooked aspects and
emphasize authenticity to generate positive
effects (Ilicic et al., 2018)
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The results of the study revealed a
significant positive relationship between
information equivocality and social media
fatigue. These findings highlight the crucial
role of information equivocality in shaping
the discomfort experienced by social media
users. When the credibility of information
disseminated across different media
platforms is uncertain, the continuous
engagement with discussions and news
related to specific influencers on social
media leads to feelings of boredom and
tatigue (Lee et al., 2016). Influencers
who have negative information and are
extensively discussed on social media
among users can contribute to social media
fatigue, resulting in negative implications
(Abenetal., 2021). The study results provide
evidence that unverifiable information has
implications for social media fatigue. These
findings support previous research that has
also suggested a link between information
equivocality and the experience of social
media fatigue.

The study results demonstrate that
rumor dissemination directly influences the
intention of social media users to unfollow
specific influencers. This research further
supports the notion that users tend to
disengage from discussions surrounding
influencers who are associated with
negative information or rumors. The
findings suggest that users are more
inclined to take prompt action by choosing
to stop following such influencers. Social
media platforms serve as spaces for diverse
discussions, including the exploration
of influencers’ negative aspects, which
are extensively elaborated upon by
various media outlets and other users
on social media (Hock & Raithel, 2020).

When social media users choose to stop
following certain influencers, it can have
negative implications for the influencers’
popularity. The results of this study indicate
that information equivocality directly
influences discontinuance behavior. This
research highlights that when social media
users encounter unclear or ambiguous
information, they are more likely to swiftly
develop a discontinuance behavior towards
the influencers. This research confirms
that when influencers are associated with
news that requires verification, they are
more likely to attract a significant number
of detractors. Consequently, the volume
of news and discussions related to these
influencers diminishes. The decrease in
followers can be attributed to information
equivocality surrounding the circulating
rumors on social media (Tan, 2021)

Social media fatigue has been found
to have a positive and significant impact on
the desire of social media users to unfollow
influencers. This research suggests that
when users feel tired and fatigued due
to the constant circulation of information
and rumors associated with influencers,
it leads to discontinuance behavior (Jin &
Mugaddam, 2019).

Regarding indirect influence, the effect
of rumor dissemination on discontinuance
behavior through social media fatigue
has not been proven. However, research
does demonstrate a direct influence on
discontinuance behavior. This study
suggests that social media fatigue does
not serve as a mediating factor in the
relationship between rumor dissemination
and discontinuance behavior. Social
media users tend to disregard or ignore
news and information that lacks clarity,
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resulting in the unfollowing of influencers
associated with such rumors (Istania et al.,
2019). When social media users choose to
unfollow certain influencers, the visibility
of rumors on social media diminishes.
The study’s results also provide evidence
that information equivocality influences
discontinuance behavior through the
mediation of social media fatigue.

CONCLUSION

This study investigates the impact
of rumor dissemination and information
equivocality on discontinuance behavior
through the lens of social media fatigue. It
specifically examines the negative portrayal
of influencers resulting from rumor
dissemination and increasing information
equivocality on social media. The findings
reveal that while rumor dissemination has
no significant effect on social media fatigue,
information equivocality does influence
it. Moreover, both rumor dissemination
and information equivocality directly
impact discontinuance behavior. Notably,
social media fatigue does not mediate the
relationship between rumor dissemination
and discontinuance behavior, but it does
partially mediate the effect of information
equivocality. The research uncovers that
social media users tend to disengage
from influencers due to their reluctance to
interact with unclear information. These
insights hold significance for companies
employing brand ambassadors, especially
those associated with controversial
influencers, and can inform marketing
strategies accordingly.
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