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Abstract: Celebrity endorsements that mislead Generation Z consumers were 

analysed regarding their effects on both consumer perception and fashion market 

conduct through this narrative research. The research analysed the effects of fashion 

promotions distributed through Instagram and YouTube. The research evaluated the 

social media behaviours of Generation Z users who use online platforms to discover 

trends and make purchasing choices and their reactions to celebrity endorsements. 

The secondary data from 2016 to 2025 revealed that Indian fashion e-commerce 

consumers did not have adequate insights about misleading celebrity endorsements 

that influence Gen Z decisions. There are exaggerated product displays in misleading 

advertisements on social media that have caused brands to lose their credibility.  This 

loss of credibility led the consumers to develop a declination of trust in the brands. The 

review showed that authenticity and transparency are essential marketing factors 

also fashion brands should use ethical practices to gain consumer loyalty. Future 

research on celebrity influencers requires extensive exploration, and it needs cultural 

analysis of marketing performance. 
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1. Introduction 

Social media revolutionises consumer behaviour 

patterns among Generation Z (Gen Z) in the 

fashion sector. Generation Z includes people 

who were born from 1997 to 2012 [1]. The 

active digital lifestyle of Gen Z depends on 

social media platforms such as Instagram, 

YouTube, and Facebook because they want to 

notice new trends and maintain influencer 

connections during purchase decisions [2]. The 

fashion sector utilises celebrity endorsements as 

a marketing strategy to draw and retain this 

target demographic [3]. Social media marketing 

growth introduced new challenges to advertisers 

through the spread of misleading promotional 

content in various digital platforms. These kinds 

of advertisements create improper product 

expectations because they manipulate consumer 

trust that affect younger consumers [4]. 

Generation Z can identify misleading marketing 

approaches so brands must maintain full 

transparency together with authenticity while 

promoting their products.  

The high social media activity of Generation Z 

on Instagram, YouTube, and Facebook strongly 

impacts their purchase behaviour in the fashion 

e-commerce industry. The preference for 

authentic content makes them open to 

collaborations with influencers and celebrities in 

endorsement deals [5]-[6]. Fashion brands need 

to understand how Generation Z interacts with 

digital platforms when they wish to target this 

demographic. Generation Z makes significant 

fashion choices after viewing celebrity 

endorsements on social media networks, 

including Instagram, Facebook, and YouTube 

[7]. Several celebrities endorse brands by 

posting sponsored content with product 

placements and streaming videos that create 

attractive promotional resources that engage 

consumers. 

Social media when used in improper, 

misleading advertisements that undermines 

consumer trust, especially for Generation Z. 

When celebrities and brands use exaggerated 

promotional activities, they generate 

expectations that consumers cannot fulfill after 

discovering the reality behind the marketed 

product. This demographic user actively uses 

Instagram and YouTube platforms and they 

prioritize authentic and transparent content [8]. 

The loss of trust resulting from misrepresented 

products leads young consumers to develop 

mistrust toward both influencers and brand 

companies. Wrongful advertising reduces the 

market trustworthiness of brands, while Indian 

digital consumer engagement becomes difficult 

for businesses [9]. 
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The narrative review investigates global social 

media impact in combination with celebrity 

promotional activities that shape Indian 

Generation Z consumer fashion preferences. 

The common use of celebrities in fashion 

marketing has been an accepted approach. The 

misleading advertising practices showcases 

unrealistic presentations of products have 

become a major trust issue for consumers. The 

existing literature lacks adequate investigation 

of how celebrity-endorsed misleading 

promotions shape Generation Z's brand 

perception as well as their brand loyalty in the 

global fashion e-commerce industry in India. 

The available research does not provide 

sufficient insights into the role that celebrity 

endorsements and misleading promotions play 

in changing Generation Z's brand perception 

and brand loyalty within global fashion e-

commerce markets across India. This review 

explores the way celebrity endorsement 

functions together with misleading 

advertisements to affect purchasing behaviour. 

The review provides key insights that fashion 

businesses need to develop brand trust and 

loyalty in their competitive e-commerce market 

segment. 

2. Literature Review 

2.1 Social Media and Consumer 
Behaviour  
Consumer behaviour in India is significantly 

influenced by social media networks. Young 

people from Generation Z allow digital 

platforms to determine their buying patterns and 

attitude formation [10]. Young Indian 

consumers are exposed to multiple marketing 

approaches because Facebook, Instagram, 

YouTube, and WhatsApp continue growing in 

terms of dominance in the Indian digital 

marketplace. The decision-making process of 

consumers is significantly impacted by social 

media platforms causing a change in traditional 

marketing practices [11]. [12] explored that 

Instagram plays a significant role in impulsive 

purchasing among Generation Z females in the 

fashion segment. Visual content plays an 

essential role in the United Kingdom study 

when it comes to creating positive emotional 

responses through advertising and user-

generated content that leads to impulsive buying 

behaviour. The influence of micro-celebrities 

continues to decline, but user-generated content 

maintains strong credibility with this consumer 

group. The purchasing behaviour of men 

depends on rational decision-making 

approaches when buying fashion products. 

The research conducted by [13] investigated the 

practice of Generation Z to avoid both 

influencers and brands within the United States. 

Users who engage with Instagram and YouTube 

platforms encounter new perspectives because 

of branded content control and misled 

advertisements. The study revealed that 

consumers develop avoidance attitudes toward 

both brands and influencers when they feel 
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brands dictate the content production of 

influencers at the macro-influencer level. Gen Z 

developed negative emotions including anger 

towards brands because they detected false 

promotional material and suspected financial 

motivations behind influencer endorsements. 

Brand control related manipulations of 

sponsored content triggered increased avoidance 

of influencers and brands by consumers. 

Consumer trust through authentic and 

transparent practices stands crucial for 

influencer marketing since these practices end 

up preventing negative reactions from 

customers. 

A study conducted by [14] examined the live-

stream shopping preferences of Generation Z 

consumers in Ipoh, Perak, Malaysia, particularly 

among Indian consumers. The study discovered 

that Indian consumers along with other ethnic 

participants bonded strongly with Shopee and 

Lazada as well as Instagram and TikTok so that 

information gratification together with live-

stream seller attractiveness and expertise 

affected their purchase intentions. The study 

shows that live-streaming has become essential 

to online shopping and Generation Z in India is 

actively engaging with this platform because it 

creates interactive purchasing experiences. 

2.2 Celebrity Endorsement in Marketing 

The fashion industry widely uses endorsement 

campaigns through celebrities and influencers as 

an influential marketing strategy. Brand 

endorsements made by celebrities stimulate 

consumer perceptions and purchasing choices 

regarding fashion products. Brands use celebrity 

reputation to enhance their visibility and 

credibility through which they achieve better 

consumer engagement along with increased 

sales. According to [15], United States (US) 

research analysed the effect of brand influencer 

advertising and lifestyle marketing on 

Generation Z users through Instagram. Brand 

influencer advertising proved more effective 

than lifestyle marketing because it generated 

stronger attention and better advertisement-

related attitudes. The evaluation responses from 

the study showed that gender, along with 

personality characteristics, influenced 

participant responses by making males and 

extroverts interact and develop favourable 

attitudes toward promotional content. The 

research study proved the importance of 

delivering extrovert-oriented online promotions 

to produce better marketing results among 

Generation Z users. Research data delivers 

important marketing recommendations for 

Instagram creators to reach younger individuals 

with a key focus on the credibility and 

engagement of influencers. 

According to [16], both Instagram 

Advertisements and celebrity endorsements 

created positive effects on anticipated purchase 

behaviour. The focused and interactive content 

of Instagram Ads effectively impacted 

Indonesian consumers toward sustainable 
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fashion products. Consumers strongly consider 

buying a product when a credible celebrity 

represents trustworthy brands with expertise in 

environmentally friendly fashion. Research 

findings demonstrate that social media 

marketing continues to gain significance in 

consumer behaviour transformation across the 

fashion industry within Indonesia. 

According to [17], Indian companies 

experienced positive abnormal stock returns 

from celebrity endorsements and three elements 

of celebrity reputation, endorsement specificity 

and celebrity type created a significant impact 

on these returns. Niche celebrities produced 

stronger positive returns than mainstream 

celebrities because they maintained less brand 

connection and were less visible to consumers. 

The positive financial impact of endorsements 

can only be maximized when celebrities have 

established a strong reputation because it creates 

credibility for the brand. Research findings 

established that celebrity endorsements in India 

were increasing in influence over the market. 

The cultural value of celebrities, along with 

their individual attributes and the way they 

announce endorsements, influences financial 

investor reactions to a significant degree. 

 

2.3 Generation Z: Consumer Behaviour 

and Digital Habits 

The Indian Generation Z population stands out 

for its exceptional digital engagement level. 

Social media marketing professionals consider 

Generation Z a vital target market because they 

seek to shape consumer behaviour and purchase 

decisions. According to [18], celebrity 

influencers showed significant outcomes on 

consumer emotions toward products along with 

motivation to buy but these results differed 

according to product involvement degrees. 

Traditional celebrity endorsers (TCEs) 

demonstrated maximum power to encourage 

purchase intention, especially with high-

involvement products, through their established 

credibility and physical attractiveness. Micro-

celebrities achieved better results when they 

advertised products in areas where their expert 

status had been established. Virtual influencers 

show increasing popularity but lack the same 

credibility that results in weakened purchasing 

intention. Endorser credibility and emotional 

attachment jointly mediated consumer 

behaviour change through these relationships 

primarily because endorser credibility 

maintained importance in consumer behaviour. 

 According to [19], the influence of social media 

celebrity endorsements on impulsive consumer 

purchases in Malaysian social commerce 

markets has its significance. Research results 

showed that consumers develop impulsive 

purchase behaviour through their trust in social 

commerce activities and the commitment they 

feel toward social media celebrities. The 

research showed that consumer commitment to 

relationships and social commerce trust grew 
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when consumers had alternative options, 

obtained benefits from relationships, and shared 

the same values while experiencing parasocial 

interaction between them and creators. As a 

result, these factors increased impulse purchases 

in social commerce. Social commerce 

environments require trust along with 

commitment from consumers because 

celebrities serve as influential factors in 

generating Gen Z buying decisions and 

consumer loyalty. 

The research from [20] shown that 

@the_press_tour Instagram account of Emma 

Watson effectively promoted sustainable 

fashion understanding among users who did not 

possess much background information about 

this topic. Higher-level participants who started 

with knowledge about sustainable fashion 

demonstrated greater interaction but the study 

revealed Watson's endorsements caused 

modifications in sustainable fashion 

perspectives that made them more appealing to 

those lacking basic sustainable fashion 

knowledge. The research analysis showed that 

enhanced knowledge did not result in 

substantial purchase decision changes despite 

raised sustainability awareness. The study 

shows that Consumer Innovation Engagement 

creates opportunities for influencing sustainable 

fashion perceptions and engagement but 

additional action is needed to transform these 

changes into favourable purchase behaviour. 

The survey conducted by [21] examined young 

consumers from Kathmandu and Lalitpur urban 

areas. Research results showed that younger 

consumers allowed social leaders to have a 

strong impact than celebrities or opinion leaders 

when it comes to brand-switching behaviour. 

Consumer choices are influenced by social 

media platforms where genuine influencers 

reach their community of followers effectively. 

Social leaders demonstrate a stronger ability 

than celebrity endorsements to guide consumer 

decisions even though brand perception changes 

heavily depend on such endorsements. The 

research findings caused marketers to produce 

influencer content that reflects genuine 

community stories during the rise of digital 

media. 

2.4 Fashion E-commerce in India 

Digital literacy with government Digital India 

initiatives and rising investment, create the 

primary forces for e-commerce expansion in 

India. Mobile-enabled shopping combined with 

expanding internet access especially in rural 

areas constitutes important factors in retail 

expansion [22]. Online shopping has surged to 

become a major consumer behaviour alteration 

because of the COVID-19 pandemic. The 

success of demand generation requires specific 

improvement measures on the supply side 

because infrastructure investments combined 

with policy backing will aid sustainable 

expansion. 
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According to [23], Amazon and Flipkart utilised 

online media with celebrity endorsements to 

increase their fashion products' visibility and 

sales through digital platforms including 

websites, mobile applications and social media 

platforms which helped them reach large 

audiences at affordable costs. The research 

established that recommendation systems, 

together with stylist modules, help customers 

stay engaged and discover more products 

effectively. The research shows that celebrity 

endorsements together with promotional periods 

primarily drive brand awareness levels and 

consumer interactions at the customer base. 

Amazon and Flipkart succeeded in the Indian 

fashion market through their effective use of 

digital retailing methods and celebrity-driven 

advertising even though they encountered 

aggressive market competition and changing 

customer trends. 

According to [24], many Haryana women carry 

out substantial online advertisement responses 

especially through Instagram Facebook and 

YouTube as well as Myntra and Sephora retail 

websites and mobile applications. The research 

shows celebrity advertising drives customer 

buying behaviour toward selecting different 

beauty brands. Social media influencers and the 

increasing trend of online shopping along with 

their widespread popularity both influence 

buying choices of women who are between 26 

and 40 years old. The study establishes that 

online advertising now stands as a vital tool for 

modifying consumer responses while traditional 

media has shifted more consumers to digital 

advertising of cosmetic products. 

2.5 Celebrity-Endorsed Fashion Brands 
in India 

Public figures have a significant impact on 

Indian fashion brand success because Indian 

consumers frequently follow their preferences. 

A celebrity endorsement works best when their 

public popularity matches with the cultural 

background of the audience they are targeting. 

[25] revealed that power distance, 

individualism, collectivism and long-term 

orientation create substantial changes in 

consumer responses toward celebrity marketing 

campaigns. According to the research the strong 

admiration in Indian society has for famous 

individuals. This makes celebrity endorsements 

more effective because the power distance in 

India is high. Studies showed that consumer-

brand matching emerges as a critical factor in a 

collectivist culture where consumers tend to 

engage better with local celebrities to strengthen 

brand loyalty. The research indicates that 

marketers should analyse cultural factors before 

choosing celebrity endorsers because these 

aspects form integral parts of effective 

endorsement strategies in India beyond Western 

approaches such as those practiced in USA 

markets. 
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The research made by [26] establishes that 

consumers form stronger relationships with 

influencers when they share similar lifestyles or 

values. Thus, it creates enough significance for 

purchase intention among consumers. Influencer 

marketing effectiveness depends on trust 

between groups together with loyal customer 

relationships. This brand loyalty and brand trust 

serve as mediating factors in this context. The 

research study found that followers consider 

emotional connections between influencers and 

their followers to be crucial. The initial impact 

of attractive influencers on audience 

engagement drops off when loyalty develops 

since authenticity connects better with 

consumers than outward attractiveness. The 

research delivers important recommendations to 

companies that wish to work with social media 

influencers in India's digital marketing 

environment. 

2.6 Misleading Advertising and its Impact 
on Consumer Trust 

Sponsored social media content remains 

undisclosed from consumers since it skips 

ethical identification marking as commercial 

material. This unfair practice misleads 

customers regarding the commercial purpose of 

the content. Marketing messages through 

advertisements typically use false statements 

which produce excessive consumer 

expectations. Advertising messages become 

more harmful by using celebrity endorsements 

since they enhance the misleading quality of the 

promotional content. These types of 

advertisements present products through 

benefits that differ from what consumers truly 

experience during use. Consumer dissatisfaction 

along with decreased brand trust leads to legal 

complications for companies that are operating 

in this manner. The research conducted by [27] 

evaluated how advertising disclosure laws affect 

social media networks by studying Instagram 

influencers operating in Germany and Spain. 

Disclosure regulations in Germany intensified 

which resulted in a significant increase of 

disclosed sponsored posts as measured through 

an increase of 10 percentage points. The 

research demonstrated an unintended effect 

when stronger regulations fostered elevated 

consumption of financially supported content 

without identification. The new regulations 

failed to achieve their purpose because they 

caused undisclosed content to become more 

visible in the market even though they were 

meant to lower its presence. The research 

showed that mandated disclosure on sponsored 

posts resulted in the decreased total follower 

engagement. 

3. Methodology 

The narrative review methodology involves the 

use of complete searches across secondary data 

databases such as Wiley Online, ScienceDirect 

and Google Scholar. The search criteria targeted 

peer-reviewed journal articles that appeared 
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between 2016 and 2025 and examined social 

media with celebrity endorsements as well as 

Generation Z in India alongside misleading 

advertisements in fashion e-commerce. The 

research used the keywords "misleading 

advertising," "celebrity endorsement," and 

"fashion e-commerce" to identify analyses on 

consumer perception and behaviour responses 

toward celebrity endorsements. The research 

evaluation process focused on analysing chosen 

academic sources to identify misleading ad 

effects on purchasing decisions among fashion 

e-commerce consumers regarding social media 

marketing. Research indicated how misleading 

advertising strategies combined with celebrity 

endorsements affect the way Generation Z 

consumers perceive and purchase fashion items 

within the Indian market. 

4. Conclusion 

Social media marketing using celebrity 

endorsements serves as an essential factor for 

influencing Generation Z consumers in their 

fashion-related purchasing habits. The 

Generation Z shows growing interest in 

Instagram and YouTube because of its strong 

online presence. Consumer trust declined 

because of the increasing number of misleading 

advertisements that show celebrity-endorsed 

products being different from promotional 

depictions. The Generation Z consumer segment 

rejects false marketing representations which 

makes them prone to negative beliefs about 

advertising practices. Misleading 

advertisements create extensive damage in the 

marketplace because they damage brand trust 

while generating increased consumer mistrust. 

Fashion brands must implement true, 

transparent and moral marketing strategies to 

keep their consumer relationships strong.  

Brands that show authentic representations and 

present their products by regulations will build 

better relationships with Generation Z 

consumers. Advertising ethics remain crucial in 

modern business since brands confront the 

critical market response while handling 

influencer and celebrity marketing initiatives. 

5. Future Research 

Academic research needs to study current 

celebrity endorsements while analysing their 

interaction with new social media channels 

together with virtual influencers. The research 

benefits from studying how different cultural 

elements impact influencer reliability through 

an analysis of the Indian consumer market. 

Research into both the long-term effects of 

misleading advertising against brand loyalty and 

consumer trust recovery approaches against 

unethical marketing practices would generate 

essential knowledge for brands that want to 

reduce misleading advertising risks. 
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