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Abstract 

In an increasingly connected digital era, social media has become the primary 
platform where brands and consumers interact directly. However, these 
interactions don't always go smoothly, especially when brands engage in 
inappropriate remarks on social media. This research aims to identify the impact 
of inappropriate brand remarks on social media on consumers' engagement 
behavior and their purchase intentions. Through literature analysis and discussion, 
it was found that consumers tend to respond negatively to brands that engage in 
inappropriate behavior on social media, which can result in a decrease in 
consumer trust, loyalty and engagement towards the brand. Additionally, this 
negative impact can also influence consumer purchase intentions, with consumers 
becoming hesitant to purchase products or services from brands that engage in 
inappropriate behavior. Effective communications strategies, including a focus on 
transparency, responsiveness and consumer education, can help brands reduce the 
risk of inappropriate speech and maintain or increase consumer engagement and 
trust in their brand. Therefore, it is important for brands to pay attention to how 
they interact with consumers on social media and ensure that every word they 
make reflects the brand's values and is sensitive to consumers' needs and desires. 
 
Keywords: Social Media, Brand Sayings, Consumer Engagement, Purchase Intent, 
Impact. 
 

 
Introduction 

In the increasingly digital era, social media has become one of the main 
platforms where brands interact with their consumers. However, with the great 
power it has, social media also brings new challenges for brands in maintaining 
positive relationships with consumers. One possible impact is inappropriate brand 
speech on social media, which can hinder purchase intentions and significantly 
influence consumer engagement behavior. This phenomenon reflects the 
complexity of the relationship between brands and consumers in an ever-changing 
digital environment. 

The importance of positive brand interactions on social media cannot be 
underestimated. Social media is not only a place where consumers look for 
information about products and services, but it is also a platform where they share 
experiences, recommend products to others, and build emotional connections with 
brands. Therefore, when a brand engages in inappropriate speech on these 



 

KRIEZACADEMY Volume 1, No. 4, March, 2024                                                         www.kriezacademy.com     2 

platforms, the impact can be devastating. For example, insensitive or derogatory 
comments about consumers can generate negative reactions that damage a brand's 
overall reputation. This can lead to a decrease in consumer confidence, which in 
turn hinders their purchase intentions. 

One aspect that needs to be considered is how inappropriate brand remarks 
on social media can affect consumers' perceptions of the brand itself. Consumers 
tend to form their opinions about a brand based on their interactions with that 
brand on social media. If consumers feel disrespected or ignored by a brand due to 
inappropriate remarks, they may consider switching to another brand that displays 
a more responsive and respectful attitude towards consumers. In this case, this 
negative impact can have a direct impact on consumer purchasing decisions. 

Additionally, inappropriate brand speech on social media can also 
influence consumer engagement behavior more broadly. Consumer engagement 
includes a number of activities, from providing positive or negative feedback, to 
participating in discussions about the brand. When consumers feel that a brand 
does not treat them with respect or does not value their opinions, they may 
become less motivated to engage in further interactions with the brand. This can 
result in decreased consumer interactions with brands on social media, which in 
turn can affect brand awareness and consumer loyalty. 

Additionally, the impact of inappropriate brand remarks on social media 
can also affect the overall brand image. Brand image is consumers' perception of 
the brand, which includes various aspects such as product quality, brand value and 
brand reputation. Inappropriate or insensitive remarks can significantly damage a 
brand's image. For example, if a brand is involved in a controversy or scandal on 
social media, it can change consumers' perception of the brand from positive to 
negative. The impact can be very detrimental, as a damaged brand image can be 
difficult to repair and can have long-term impacts on overall brand performance. 

Apart from that, it is important to remember that social media has a wide 
reach and is fast in disseminating information. Inappropriate brand remarks can 
quickly go viral on these platforms, spreading to thousands or even millions of 
people in a short time. This means that the dangers of inappropriate speech on 
social media are not only limited to its impact on the individuals directly involved 
in the interaction, but can also influence much broader consumer perceptions. 
Therefore, brands must be very careful in interacting with consumers on social 
media and ensure that every word they make reflects the brand's values and is 
sensitive to consumers' needs and desires. 

In facing these challenges, it is important for brands to develop effective 
communication strategies on social media. This involves not only paying attention 
to what brands are saying, but also how they are saying it and how they are 
responding to comments and feedback from consumers. Brands should strive to 
remain consistent in conveying their brand message, while also demonstrating 
empathy and sensitivity to consumer needs and desires. This can help build 
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positive relationships with consumers, increase their trust, and minimize the risk 
of inappropriate speech on social media. 

Overall, the impact of inappropriate brand speech on social media on 
consumer engagement behavior should not be overlooked. This phenomenon 
reflects the complexity of the relationship between brands and consumers in an 
ever-changing digital environment. To overcome this challenge, brands must pay 
attention to how they interact with consumers on social media, ensuring that every 
word they make reflects the brand's values and is sensitive to consumers' needs 
and desires. In doing so, they can build positive relationships with consumers, 
increase their trust, and minimize the risk of inappropriate speech on social media. 
 
Method 

Qualitative research methods can be used to investigate the impact of 
inappropriate brand remarks on social media on consumer engagement behavior. 
Literature study will be the first step in understanding the existing conceptual 
framework and previous research relevant to this topic. It involves analyzing 
literature, journal articles, and other publications that discuss the relationship 
between brand interactions on social media and consumer behavior. The 
population in this study are consumers who actively use social media and are 
exposed to inappropriate brand remarks. The sample can be selected through a 
purposive sampling technique, where respondents are selected based on certain 
characteristics that are relevant to the research objectives. Data collection 
techniques in this research may include in-depth interviews, participant 
observation, and content analysis from certain social media platforms. In-depth 
interviews will allow researchers to gain a deep understanding of consumers' 
perceptions, experiences, and reactions to inappropriate brand remarks on social 
media. 

Participant observation allows researchers to directly understand 
consumers' interactions with brands and their activities on social media. Content 
analysis will help in identifying and analyzing types of inappropriate brand speech 
and their impact on consumer engagement behavior. With this combination of 
methods, qualitative research can provide a comprehensive understanding of how 
inappropriate brand speech on social media influences consumer engagement 
behavior. This will provide valuable insight for brands in understanding how they 
can increase positive interactions with their consumers on social media platforms, 
as well as reduce the risk of inappropriate speech that can harm brand reputation 
and hinder consumer purchase intentions. 
 
Results and Discussion 

In an increasingly connected digital era, social media has become the 
primary platform where brands and consumers interact directly. However, these 
interactions don't always go smoothly, especially when brands engage in 



 

KRIEZACADEMY Volume 1, No. 4, March, 2024                                                         www.kriezacademy.com     4 

inappropriate remarks on social media. In this context, it is important to 
understand how inappropriate brand remarks influence consumers' engagement 
behavior and their purchase intentions. To explain this, we will describe the 
results of the three discussions that have been carried out. 
 

Aspect Impact 
Consumer Perception l Negative perceptions of brands 

that engage in inappropriate 
speech on social media. 

l Decreased trust in the brand. 
l Potential decrease in consumer 

loyalty to the brand. 
Purchase Intent l Decreased purchase intent for 

products or services from brands 
that engage in inappropriate 
speech. 

Consumer Engagement l Decline in consumer engagement 
with brands on social media. 

l The potential for consumers to 
withdraw from interactions with 
the brand. 

 
From the results of the above analysis, it can be concluded that 

inappropriate brand remarks on social media have a significant impact on 
consumers' engagement behavior and their purchase intentions. Consumers' 
negative perceptions of brands that engage in inappropriate behavior can result in 
decreased trust and loyalty to those brands. As a result, consumers may become 
hesitant to purchase products or services from the brand, and may even withdraw 
from interacting with the brand on social media. This shows how important it is 
for brands to pay attention to how they interact with consumers on social media 
and ensure that every word they make reflects the brand's values and is sensitive 
to consumers' needs and desires. By adopting the right communication strategies, 
brands can minimize the risk of inappropriate speech and maintain or increase 
consumer engagement and trust in their brand. 
 
Consumer engagement behavior on social media is influenced by 
inappropriate brand speech 

Consumer engagement behavior on social media is a reflection of the 
interactions between consumers and brands on those platforms. Inappropriate 
brand remarks can have a significant impact on consumers' engagement behavior, 
influencing their interactions with the brand and changing their perception of the 
brand. Consumer engagement behavior on social media covers a wide range of 
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activities, from providing feedback and recommendations, to participating in 
brand discussions and promotions. When a brand engages in inappropriate speech, 
it can trigger a variety of responses from consumers, all of which have significant 
implications for the brand's reputation and engagement. 

First of all, inappropriate brand remarks can lead to a decrease in 
consumer trust in the brand. Trust is one of the key factors in influencing 
consumer behavior, and interactions on social media can play a very important 
role in building or destroying consumer trust in a brand. When a brand engages in 
inappropriate speech, consumers may feel that the brand does not appreciate or 
respect them. This may result in a decrease in consumer trust in the brand, which 
in turn may inhibit further interactions with the brand. When consumers don't trust 
a brand, they tend to be reluctant to interact further with that brand on social 
media, and may even choose not to purchase products or services from that brand. 

Additionally, inappropriate brand remarks can also trigger negative 
responses from consumers, which can affect their perception of the brand. 
Consumers impacted by inappropriate remarks may feel angry, disappointed, or 
offended by the brand's behavior. This can result in adverse reactions, such as the 
spread of negative information about the brand on social media, brand boycotts, or 
even negative comments posted openly on social media platforms. In extreme 
cases, negative consumer responses can go viral, causing major damage to brand 
reputation and reducing overall consumer engagement. 

Another impact of inappropriate brand remarks is a decrease in consumer 
loyalty to the brand. Consumer loyalty is an important factor in the long-term 
success of a brand, because loyal consumers tend to buy products or services from 
the same brand consistently and recommend the brand to others. However, when a 
brand engages in inappropriate speech, it can damage the relationship between the 
brand and consumers, and reduce the level of consumer loyalty towards the brand. 
Consumers may feel that the brand is not worthy of their trust or support, and as a 
result they may seek out alternative brands that offer a more positive and 
supportive experience. 

In addition, inappropriate brand remarks can also hinder consumers' 
purchase intentions. Purchase intent is the stage in the purchasing process where 
consumers are actively considering purchasing a particular product or service. 
When a brand engages in inappropriate speech on social media, it can disrupt 
consumers' decision-making processes and hinder their purchase intentions. 
Consumers may become hesitant to purchase a product or service from the brand, 
because they are unsure about the quality of the product or service or because they 
do not want to support a brand that engages in inappropriate behavior. As a result, 
the brand's sales may decline, and the brand may lose market share to competitors 
who offer a more positive and supportive experience for consumers. 

In addition to its direct impact on consumer engagement behavior, 
inappropriate brand remarks can also impact the overall brand image. Brand 
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image is consumers' perception of the brand, which includes various aspects such 
as product quality, brand value and brand reputation. When a brand engages in 
inappropriate speech, it can significantly damage the brand image. Consumers 
may begin to perceive the brand as unprofessional, irresponsible, or even 
unethical, which can reduce the brand's appeal to consumers. The impact can have 
a long-term impact on brand performance, by reducing consumer loyalty, limiting 
brand growth, and even damaging overall brand reputation. 

In addressing the impact of inappropriate brand speech on social media on 
consumer engagement behavior, it is important for brands to take steps to repair 
their reputation and repair their relationships with consumers. One step that can be 
taken is to apologize openly and honestly to consumers affected by inappropriate 
remarks, and demonstrate a commitment to improving the brand's behavior in the 
future. Additionally, brands can also adopt better communication strategies on 
social media, focusing on positive interactions and providing added value to 
consumers. This way, brands can improve their image, rebuild consumer trust, 
and increase overall consumer engagement. 
 
Consumer perceptions of brands that engage in inappropriate speech on 
social media 

Consumers' perceptions of brands that engage in inappropriate speech on 
social media have a significant impact on consumers' purchase intentions and 
loyalty to those brands. Consumers tend to respond negatively to brands that 
engage in inappropriate behavior on social media. They may feel offended, angry, 
or disappointed by the behavior, and feel that the brand does not appreciate or 
respect them as consumers. This perception can result in a decrease in consumer 
trust in the brand, because consumers may feel that the brand is not worthy of 
their trust or support. When consumers feel unappreciated or ignored by a brand, 
they tend to lose trust and a sense of attachment to the brand. This can lead to 
decreased purchase intent, where consumers may become hesitant to purchase 
products or services from brands they do not trust or support. In addition, negative 
perceptions of brands that engage in inappropriate speech can also reduce the 
level of consumer loyalty to that brand. Consumers who feel annoyed or offended 
by a brand's behavior may be inclined to seek out alternative brands that offer a 
more positive and supportive experience. This may result in a decline in consumer 
loyalty to that brand, with consumers choosing not to purchase products or 
services from that brand in the future or even actively seeking alternative brands 
that better align with their values and preferences. In some extreme cases, 
negative perceptions of a brand that engages in inappropriate speech can have a 
long-term impact on the brand's overall image, by reducing the brand's appeal to 
consumers and hindering the brand's growth in the market. 

Purchase intention is a stage in the purchasing process where consumers 
are actively considering purchasing a particular product or service. When a brand 
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engages in inappropriate speech on social media, it can disrupt consumers' 
decision-making processes and hinder their purchase intentions. Consumers may 
become hesitant to purchase a product or service from the brand, because they are 
unsure about the quality of the product or service or because they do not want to 
support a brand that engages in inappropriate behavior. As a result, the brand's 
sales may decline, and the brand may lose market share to competitors who offer 
a more positive and supportive experience. When consumers lose trust in a brand, 
they also lose the desire to interact or make transactions with that brand. This 
shows how important trust is in influencing consumer purchasing intentions. If 
consumers do not have enough trust in a brand, they tend to be reluctant to buy 
the products or services offered by that brand. 

Consumer loyalty is an important factor in the long-term success of a 
brand, because loyal consumers tend to buy products or services from the same 
brand consistently and recommend the brand to others. However, when a brand 
engages in inappropriate speech on social media, it can damage the relationship 
between the brand and consumers, and reduce the level of consumer loyalty 
towards the brand. Consumers may feel that the brand is not worthy of their trust 
or support, and as a result they may seek out alternative brands that offer a more 
positive and supportive experience. This negative impact can cause a decrease in 
consumer loyalty to the brand, which in turn can reduce sales and brand growth in 
the market. Additionally, consumers who feel offended or annoyed by a brand's 
behavior may withdraw from future interactions with that brand, resulting in 
missed opportunities to build stronger, more sustainable relationships with those 
consumers. 

It is important to note that consumers' perceptions of brands that engage in 
inappropriate speech may vary depending on the specific context of the speech, 
previous experiences with the brand, and the consumer's personal values. It is 
possible that some consumers may be more tolerant of inappropriate speech than 
others, especially if they have a strong relationship with the brand or if they 
perceive that the brand has taken steps to correct their errors or omissions. 
However, in general, consumers tend to respond negatively to brands that engage 
in inappropriate behavior on social media. This is because inappropriate behavior 
is often perceived as unprofessional, unethical, or even derogatory by consumers, 
which can result in a decrease in trust and loyalty to the brand. Therefore, it is 
important for brands to pay attention to how they interact with consumers on 
social media and ensure that every word they make reflects the brand's values and 
is sensitive to consumers' needs and desires. 

To overcome the negative impact of inappropriate speech on social media, 
brands can adopt various effective communication strategies. One approach that 
can be used is to focus on transparency and responsiveness. Brands that openly 
acknowledge errors or omissions in their remarks, and quickly respond to issues 
or concerns raised by consumers, tend to gain more support and trust from 
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consumers. This creates the impression that the brand values their consumers, 
listens to their feedback, and is willing to learn and grow from the experience. 
Additionally, building strong relationships with consumers through constant and 
open interaction on social media can help brands reduce the risk of inappropriate 
speech. By understanding consumer needs, wants and preferences, brands can 
produce relevant and engaging content that increases consumer engagement and 
strengthens brand-consumer relationships. 

Additionally, brands can also adopt a proactive approach in managing 
their reputation on social media. This includes actively monitoring conversations 
taking place about the brand, both positive and negative, and responding quickly 
to emerging issues or concerns from consumers. By responding to situations 
quickly and efficiently, brands can avoid escalation of small issues into larger 
crises, and maintain control over the evolving narrative on social media. 
Additionally, brands can also use sentiment analysis and other social media 
monitoring tools to identify trends and patterns in consumer conversations, which 
can help them anticipate issues that may arise in the future and take appropriate 
countermeasures. 

In addition to strengthening brand-consumer relationships and proactively 
managing brand reputation, an effective communications strategy must also 
consider the importance of consumer education and awareness. Brands can take 
the initiative to provide consumers with clear and accurate information about their 
products, services and brand values, thereby reducing the risk of 
misunderstandings or misinterpretations. This also includes educating consumers 
about the importance of appropriate behavior on social media, and the 
consequences of inappropriate behavior for brands and consumers themselves. By 
increasing consumer awareness of these issues, brands can create more aware and 
responsible communities on social media, which in turn can reduce the risk of 
inappropriate speech and strengthen brand reputation. 

In addition to the approaches mentioned above, an effective 
communications strategy should also pay attention to the content shared by brands 
on social media. Brands should strive to produce content that is relevant, engaging 
and useful for consumers, that reflects brand values and inspires consumer 
engagement. High-quality content can help brands build strong consumer trust 
and engagement, as well as strengthen the overall brand image. Apart from that, 
brands must also pay attention to the style and tone used in their communication 
on social media. Using language that is friendly, polite and respectful to 
consumers can help brands minimize the risk of inappropriate speech, while 
strengthening their relationships with consumers. By adopting the right 
communication strategies, brands can create a positive and supportive 
environment on social media, allowing them to succeed in an increasingly 
connected and trusted world. 
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Effective communication strategies can help brands reduce the risk of 
inappropriate speech on social media 

Effective communications strategies can be key in reducing the risk of 
inappropriate speech on social media, while maintaining or increasing consumer 
engagement and trust in the brand. One approach that can be used is to focus on 
transparency and responsiveness. Brands that openly acknowledge errors or 
omissions in their remarks, and quickly respond to issues or concerns raised by 
consumers, tend to gain more support and trust from consumers. This creates the 
impression that the brand values their consumers, listens to their feedback, and is 
willing to learn and grow from the experience. Additionally, building strong 
relationships with consumers through constant and open interaction on social 
media can help brands reduce the risk of inappropriate speech. By understanding 
consumer needs, wants and preferences, brands can produce relevant and 
engaging content that increases consumer engagement and strengthens brand-
consumer relationships. 

Additionally, brands can also adopt a proactive approach in managing 
their reputation on social media. This includes actively monitoring conversations 
taking place about the brand, both positive and negative, and responding quickly 
to emerging issues or concerns from consumers. By responding to situations 
quickly and efficiently, brands can avoid escalation of small issues into larger 
crises, and maintain control over the evolving narrative on social media. 
Additionally, brands can also use sentiment analysis and other social media 
monitoring tools to identify trends and patterns in consumer conversations, which 
can help them anticipate issues that may arise in the future and take appropriate 
countermeasures. 

In addition to strengthening brand-consumer relationships and proactively 
managing brand reputation, an effective communications strategy must also 
consider the importance of consumer education and awareness. Brands can take 
the initiative to provide consumers with clear and accurate information about their 
products, services and brand values, thereby reducing the risk of 
misunderstandings or misinterpretations. This also includes educating consumers 
about the importance of appropriate behavior on social media, and the 
consequences of inappropriate behavior for brands and consumers themselves. By 
increasing consumer awareness of these issues, brands can create more aware and 
responsible communities on social media, which in turn can reduce the risk of 
inappropriate speech and strengthen brand reputation. 

In addition to the approaches mentioned above, an effective 
communications strategy should also pay attention to the content shared by brands 
on social media. Brands should strive to produce content that is relevant, engaging 
and useful for consumers, that reflects brand values and inspires consumer 
engagement. High-quality content can help brands build strong consumer trust 
and engagement, as well as strengthen the overall brand image. Apart from that, 
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brands must also pay attention to the style and tone used in their communication 
on social media. Using language that is friendly, polite and respectful to 
consumers can help brands minimize the risk of inappropriate speech, while 
strengthening their relationships with consumers. 

Overall, an effective communications strategy can help brands reduce the 
risk of inappropriate speech on social media, while maintaining or increasing 
consumer engagement and trust in the brand. Through a transparent, responsive, 
and proactive approach, as well as a focus on consumer education and awareness, 
brands can build strong relationships with their consumers on social media, reduce 
the risk of inappropriate speech, and strengthen overall brand reputation. By 
adopting the right communication strategies, brands can create a positive and 
supportive environment on social media, allowing them to succeed in an 
increasingly connected and trusted world. 
 
Conclusion 

In conclusion, it can be concluded that inappropriate brand remarks on 
social media have a significant impact on consumers' engagement behavior and 
their purchase intentions. Consumers' negative perceptions of brands that engage 
in inappropriate behavior can result in decreased trust and loyalty to those brands, 
as well as a potential decrease in consumer engagement with the brand on social 
media. Therefore, it is important for brands to pay attention to how they interact 
with consumers on social media and ensure that every word they make reflects the 
brand's values and is sensitive to consumers' needs and desires. By adopting the 
right communications strategies, brands can minimize the risk of inappropriate 
speech and maintain or increase consumer engagement and trust in their brand, 
thereby strengthening their position in an increasingly connected and trusted 
marketplace. 
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