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Abstract

Social media is more important in a field of advertisement as consumers spend
most of their time online making marketers and brands turn to use influencers as
marketing strategies which online influencers have many followers on social media from

sharing comments and stories that inspire and provide knowledge and entertainment to

! dnAnymangnsumsgsnonuf Undia unninerdesivigilaseainsal E-mail : yamape_2534@hotmail.com

2 91n39UsEdmangnsuIMsInnuivadin i Inedusvdgilageainsal E-mail : preecha.aj@gmail.com



214 | Journal of Management Science Review Vol. 22 No. 1 January - June 2020

have influence on trust and credibility of followers as well as ability to know brands that

they support. However, for choosing influencers, it is needed to consider an image of the

brand and the communication techniques with consumers as what they need the most

is credibility and trust which cannot be gained easily in the old style advertisement.

Marketers should be aware of the sent content whether it affects society, youths or

cultures negatively. Therefore, it is important that the marketers and the influencers

should be aware of the marketing ethics. The marketers and the influencers are required

to be honest, sincere, and thoughtful as some products can affect the health and life of

others. At the same time, the followers or consumers should use more judgment while

accessing online media.

Keywords: ethics, Marketing, Online influencers
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