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Abstract
Though efforts have been made to understand the concept of celebrity hatred, ambiguity still exists 
about why some people feel intense contempt, antagonism, and fear directed at celebrity culture. 
This study (N = 1175) aimed to reveal the indirect impact of skepticism toward celebrities on 
celebrity culture hate by introducing perceived celebrity deception (the perception that celebrities 
are deceptive) and dark triad traits of celebrities (the perception that celebrities possess dark triad 
personality characteristics, including Machiavellianism, narcissism, and psychopathy) as potential 
mediators. The study introduces the Perceived Celebrity Deception Inventory and establishes its 
psychometric properties. Perceived deception of celebrities and perceived deception of others were 
relatively high compared to that of one’s immediate family, with social media influencers being 
seen as the most deceptive category of celebrities. Celebrities were perceived as Machiavellian, 
narcissists, and psychopaths at the same time, but at dissimilar levels. Skepticism toward celebrities 
was weakly correlated with celebrity culture hate in the correlation analysis. This relationship was 
mediated by perceived celebrity deception and perceived dark triad of celebrities in the structural 
analysis. Results suggest that perceived celebrity deception and dark triad characteristics of 
celebrities tend to breed celebrity culture hate rooted from skepticism toward celebrities and may 
provoke “behavioral” component of celebrity culture hate (e.g., celebrity bashing).
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Highlights
This study establishes the psychometric properties of a scale measuring perceived 
celebrity deception and investigates predictors of celebrity culture hatred. Celebrity 
skepticism was found weakly correlated with celebrity culture hatred and was mediated by 
the perception that celebrities are deceptive and possess dark triad personality 
characteristics (Machiavellianism, narcissism, and psychopathology). Results imply that 
mild levels of celebrity skepticism may be protective for consumers (e.g., reducing blind 
trust to celebrities), while celebrity skepticism combined with the perception of celebrity 
deception and dark triad characteristics may result in high levels of celebrity culture hate 
which could potentially cultivate celebrity bashing.

Recent studies suggest that celebrity culture can be perceived as repulsive and disgusting 
(Shabahang et al., 2023; Shabahang et al., 2021). People who hate celebrities often feel 
contempt, anger, and fear. As a result, some individuals seek distance from celebrities 
who may be regarded as menacing. However, others appear motivated to seek out celeb
rities to express hate-motivated behaviors (e.g., real and online celebrity bashing; see 
Shabahang et al., 2023). In recent years, celebrities have often been targets of aggression 
and hate (Ouvrein et al., 2018). For example, celebrity hate websites focus on negative 
information about celebrities (Soukup, 2006). Ouvrein and colleagues (2017) suggest that 
negative and scandal-driven criticisms of celebrities are increasing, as evidenced by 
the large number of aggressive comments in the context of celebrity news (Ouvrein 
et al., 2018). These negative behavioral reactions are relatively common and extreme 
(Ouvrein et al., 2019), highlighting the importance of examining this intergroup (celebrity 
class-community) conflict.

Intergroup conflicts are the “problem of the century” (Fiske, 2002). Such conflicts can 
be particularly menacing (Condor & Brown, 1988) and bring about substantial societal 
changes (Cárdenas & de la Sablonnière, 2020). Intergroup conflicts fuel adverse emotions 
(e.g., fear), cognitions (e.g., stereotyping), and behaviors (e.g., aggression) in individuals 
involved (Böhm et al., 2020).

Negative in-group and out-group consequences of intergroup conflict have been 
documented in the in-group and the out-group. For example, Silva and Mace (2015) ex
amined the impact of intergroup conflict on in-group altruism and out-group hostility by 
investigating trends in charitable donations before, during, and after violent sectarian ri
ots between Catholics and Protestants in Belfast, Northern Ireland. Results revealed that 
the conflict was linked to a decline of philanthropic cooperation in both the in-group and 
the out-group. Cooperation increased only after the conflict had been resolved. Indeed, 
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in-group challenges associated with inter-group conflict can occur within the lifetime of 
individuals or extend across generations (De Dreu & Triki, 2022).

Accordingly, widespread public hatred of celebrities and their culture could lead to in
tergroup conflict between the community and celebrity class. This may encourage hyper
vigilant focus on the conflict itself, resulting in troublesome distractions and decline of 
functionality of both groups, which may fuel the conflict. Furthermore, disputes between 
the public and the celebrity class are likely to dilute the positive impacts of celebrity 
support for communities (e.g., promoting health-related knowledge using endorsements, 
advice, and medical guidance; see Hoffman et al., 2017 for review), and reduce celebrities' 
desire for engagement in humanitarian and charity issues. A decline in celebrity giving 
tends to decrease community philanthropic contribution (the celebrity-lift hypothesis; 
Harris & Ruth, 2015). Therefore, investigating the nature of celebrity culture hate repre
sents a step toward harmonizing relations between community and celebrity groups, 
which could result in reduced intergroup conflict. The present study aims to provide a 
comprehensive understanding of celebrity culture hate by dissecting the links between 
skepticism toward celebrities, perceived celebrity attributes (i.e., perceived deception and 
dark triad characteristics), and celebrity culture hate.

Diverse media content may be perceived as deceiving. Hancock (2009) explains the 
notion of the Digital Deception, or perceived deception that emerges in the context of 
information and communication technology. Distribution of fabricated news has acceler
ated in contemporary media (e.g., Khan et al., 2021), and a subjective feeling of mistrust 
toward the mainstream news media has increased (known as media skepticism; see 
Tsfati & Cappella, 2003). Media skeptics often believe that journalists sacrifice precision 
in reporting for personal or commercial benefits (Tsfati & Cappella, 2003). Along with 
journalists, advertisements, and news, celebrities are often perceived as deceptive and 
manipulative (e.g., Bailey, 2007; Ouvrein et al., 2023).

Interpersonal deception is perceived in both face-to-face and distant communica
tions (e.g., online interactions and media; Sharabi & Caughlin, 2019). Misleading and 
deceptive endorsements by celebrities and social influencers have been reported (e.g., 
Balasubramanian et al., 2016; Harris, 2018). Interpersonal Deception Theory (Buller & 
Burgoon, 1996) details the reciprocal relationship between social interactions and decep
tion. Drawing on this theoretical model, perceived deception in the celebrity class (as 
deceiver) can breed intergroup conflict, as individuals (the deceived) become motivated 
to aggress against the deceiver (“celebrity bashing”). The main purpose of this study is 
to unravel some of the mysteries surrounding the process of the celebrity culture hate 
by introducing the Perceived Celebrity Deception Inventory (PCDI). To date, studies in 
the field of perceived media deception have mainly focused on media content such as 
advertisements (e.g., Chaouachi & Ben Rached, 2012; Darke & Ritchie, 2007; Lim et al., 
2020), news (e.g., Vaccari & Chadwick, 2020), and shopping websites (e.g., Riquelme et 
al., 2016; Román, 2010). However, little attention has been paid to perceived celebrity 
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deception. Furthermore, there is no reliable and validated measure of perceived celebrity 
deception. The PCDI developed in this study will provide a new tool for investigating the 
processes underlying intergroup conflict between the community and celebrity classes.

Hypothesis 1: The Perceived Celebrity Deception Inventory (PCDI) is 
a robust measure of the perceived deception from celebrities.

Drawing on previous evidence concerning age and gender variations in the ability to 
detect deception (e.g., female deceivers are more apt to be detected; see Sweeney & 
Ceci, 2014), and hatred toward celebrities (e.g., age is associated with celebrity/celebrity 
culture hatred; see Shabahang et al. 2021; Shabahang et al., 2023), we examine the age 
and gender differences on perceived celebrity deception. Moreover, considering that in 
some cases individuals with high levels of engagement with celebrities can feel very 
close to celebrities and even see them as close friends or family members (see Brown et 
al., 2003), another goal of the research is to examine whether perceived deception from 
celebrities is similar to or different from perceived deception from family and others.

Hypothesis 2: Age and gender are associated with perceived celeb
rity deception.

Hypothesis 3: Individuals perceive varying levels of deception 
from family, others, and celebrities.

There is evidence that cognitive skills such as critical thinking and skepticism may 
predict people’s attitudes toward celebrities. Inordinate attachment to celebrities is as
sociated with low cognitive skills (e.g., arithmetic, creativity, crystallized intelligence, 
critical thinking, spatial ability, and an attitudinal need to think; see McCutcheon et 
al., 2003). Previous research on perception of celebrity credibility and belief in a just 
world show that people who are critical of celebrity status often question whether 
celebrities deserve their places in society (Shabahang et al., 2021). Skeptical attitudes 
toward celebrities and celebrity culture hate may be protective for consumers. Employ
ing critical thinking about celebrities may help people avoid blind trust and careless 
consumption (Kleinig, 2018). People who are skeptical toward celebrities will question 
whether celebrities deserve their status and privileges by substantially contributing to 
society, whether celebrity wellbeing results in negative consequences for communities, 
and whether celebrities help create or help solve community problems. Considering the 
impact of skepticism on negatively responding to suspicious targets (e.g., advertisement; 
Obermiller et al., 2005), it is logical to assume that skepticism will be associated with 
celebrity culture hate.

Hypothesis 4: Skeptical attitudes toward celebrities is associated 
with celebrity culture hate.
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The perceived negative personality traits of celebrities may mediate the possible link 
between public’s skepticism toward celebrities and celebrity culture hate. Studies have 
investigated the impact of perceived deception on negative attitudes toward the deceiver 
and support for limiting the deceiver’s influence. For instance, Chaouachi and Ben 
Rached (2012) reported that perceived deception in advertisement engenders negative 
attitudes toward the brand and a decline in purchase intention among consumers. Lim et 
al. (2020) showed that perceived deception in online advertising of weight loss products 
appears to predispose consumers to support government supervision and regulative 
activities of such products. Darke and Ritchie (2007) argue that deceptive advertisements 
cultivate a cynical outlook leading to loathing of subsequent promotion from both the 
same source and similar sources. Moreover, deceptive advertisements make individuals 
believe that they have been fooled, which evokes self-protective goals to guard against 
later deceptions. Building on previous arguments explaining the link between perceived 
deception and negative attitudes toward deceptive targets, this investigation aims to 
shine new light on the association between skepticism toward celebrities and celebrity 
culture hate by probing the impact of perceived celebrity deception as an aggravating 
factor.

Hypothesis 5: Perceived celebrity deception mediates the associ
ation between skeptical attitudes toward celebrities and celebrity 
culture hate.

The attribution of dark triad characteristics (narcissism, psychopathy, and Machiavellian
ism) has been associated with dislike of popular media figures (Snyder et al., 2019). 
Young and Pinsky (2006) indicate that celebrities are significantly more narcissistic than 
the general population. Celebrity scandals, such as drug (Tiger, 2013) and philanthropy 
scandals (Jeffreys, 2011), also indicate signs of Machiavellian and psychopathic behaviors 
in celebrities. People who exhibit dark triad traits are considered to be deceptive, socially 
aversive, and have the potential for malevolent behaviors. It makes sense that one who 
perceives dark triad traits among celebrities might be skeptical of celebrities because 
they are viewed as potentially dangerous. Therefore, we predict that skepticism toward 
celebrities may affect celebrity culture hate through the mediator of perceived dark triad 
of celebrities.

Hypothesis 6: Perceived dark triad of celebrities mediates the asso
ciation between skeptical attitude toward celebrities and celebrity 
culture hate.

The Seven-Stage Hate Model suggests that hate progresses from hateful thoughts 
towards the target to behaviors that harm the target (e.g., see; Schafer & Navarro, 
2003). Celebrity culture hate has previously been shown to predict celebrity bashing 
(Shabahang et al., 2023). Skepticism toward celebrities might result in relatively low 
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levels of hate, for example a hatred characterized by repulsion and disgust, without a be
havioral component. However, when skeptical attitudes toward celebrities are combined 
with perceived celebrity deception, narcissism, Machiavellianism, and psychopathology, 
the hatred of celebrity culture may go beyond devaluing celebrities to include behaviors 
such as celebrity bashing. Accordingly, we evaluate a model predicting how celebrity de
ception and dark triad characteristics mediate the association between skeptical attitude 
toward celebrities and celebrity culture hate. Furthermore, considering diverse attitudes 
of individuals toward celebrities with different fields of expertise (e.g., celebrities in the 
fields of music, acting, and video-making are viewed as favorable to other fields; Zsila et 
al., 2018), participants' perspectives concerning the fields containing the most deceptive 
celebrities was investigated.

Hypothesis 7: Celebrities with various fields of expertise will elicit 
different levels of perceived deception and skepticism.

Method

Participants
A convenience sample of Iranian internet users (N = 1175; 904 females and 271 males; 
age 14–63; Mage = 29.20, SDage = 9.76) was recruited from two Iranian online shopping 
websites by posting an advertisement inviting cooperation in a celebrity-related study. 
The study was approved by the Institutional Review Board (IRB) at the University of 
Guilan. Ethical practices were observed in accordance with the World Medical Associa
tion Declaration of Helsinki. All respondents completed written informed consent before 
participating in the study.

Measures
The Perceived Celebrity Deception Inventory (PCDI) was developed for the present study 
to capture the perception that celebrities use manipulative and deceptive practices with 
the intent of misleading and/or deluding people into errantly believing a lie or inaccura
cy. The seven items were based on published perceived deception measures (Chaouachi 
& Ben Rached, 2012; Riquelme et al., 2016; Román, 2010): 1) Celebrities tell us what they 
want, which may not reflect reality; 2) Reality is different from what celebrities say; 3) 
Celebrities mislead us by manipulating the truth; 4) Celebrities use clever manipulation 
about the truth to get their way; 5) Celebrities attempt to deceive society; 6) It isn’t 
a surprise that celebrities often lie; and 7) If you want the truth about a topic, you 
shouldn’t listen to a celebrity. The five-point response scale ranged from 1 (strongly 
agree) to 5 (strongly disagree).
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In order to distinguish the difference between perception of celebrity deceptiveness 
from general deceptiveness other people, the items of the PCDI were reworded to exam
ine perceived falsehood from family (7 items; e.g., “My family attempts to deceive me”) 
and others (7 items; e.g., “People around me attempt to deceive me”). The items had the 
same score range (7-35) and response options as the PCDI.

Three items were adopted from the Professional Skepticism Scale (Hurtt, 2010) to 
measure skeptical attitude toward celebrities (i.e., “I don't accept celebrity statements 
and explanations without further thoughts,” “I like to understand the reason for celebrity 
behaviors,” and “I don't tend to immediately accept what celebrities say”). Response 
options were on a 6-point scale (1 = strongly disagree, 6 = strongly agree).

Hatred toward celebrity culture was measured using the 17-item Celebrity Culture 
Triangular Hate Scale (Shabahang et al., 2023; e.g., “Celebrity culture is repugnant to 
me”) capturing three components of hatred of celebrity culture (i.e., negation of intimacy, 
passion, & commitment). The items were rated from 1 (not at all) to 9 (extremely).

Perceived dark triad personality characteristics of celebrities were assessed using 
three adapted items from the Short Dark Triad Scale (SD3; Jones & Paulhus, 2014). The 
original SD3 consists of 27 items divided into three domains (Machiavellianism, narcis
sism, and psychopathy). Items are presented in Likert-type format with anchors ranging 
from 1 (strongly disagree) to 5 (strongly agree). For the purpose of this study, three 
items from the SD3 were adapted to assess perception that celebrities are Machiavellian, 
narcissistic, and psychopathic, respectively: 1) “Celebrities talk and behave in a specific 
way to have important people on their side”; 2) “Celebrities insist on getting the respect 
they deserve”; and 3) “Celebrities are out of control.” The three adapted items were 
selected from the items that best described each aspect of dark triad in the SD3 (based on 
explained variances). When constructs are well-defined and narrow in scope, single-item 
measures are viable (Fuchs & Diamantopoulos, 2009). Extant evidence has confirmed the 
usefulness of single-item measures (e.g., Bergkvist & Rossiter, 2007; Gardner et al., 1998; 
Wanous et al., 1997).

The participants were also asked to respond to following questions: 1) “Which group 
of celebrities do you perceive as the most deceptive?” and 2) “Which group of celebrities 
are you most skeptical toward?” Response options were Actors, Musicians, Artists, Social 
media influencers, TV/Radio presenters, Athletics, Authors, Scientists, and Others.

Procedure
The items of pilot PCDI were generated by reviewing previous theoretical and empirical 
literature on perceived deception (see Held & Germelmann, 2018 for a review) and hatred 
toward celebrities (Shabahang et al., 2021) and celebrity culture (Shabahang et al., 2023). 
Three researchers with extensive knowledge of celebrity psychology and experiences 
with validation of media psychology measures evaluated the items for their conceptual 
scope, clarity, simplicity, and relevance. After considering experts’ suggestions and an 
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online pilot study (n = 30), minor revisions to the wording of the inventory were 
completed, resulting in the final version of the PCDI. The final online survey including 
the PCDI and additional measures was assembled and interested individuals were able 
to access the survey by clicking on the online ad which provided a link to the survey 
on Google® Forms. Factor (i.e., exploratory factor analysis—EFA & confirmatory factor 
analysis—CFA) and item (i.e., corrected item-total correlation, & Cronbach's alpha) analy
ses were conducted to examine the psychometric characteristics of the Perceived Celebrity 
Deception Inventory. Furthermore, Pearson correlation analysis, regression analysis, Wil
coxon signed-rank test, and structural equation modeling were employed for addressing 
the remaining research hypotheses regarding the differences in perceived deception from 
celebrities, family, and others, correlations between research variables, and the mediating 
role of perceived negative personality traits of celebrities. Data analysis was performed 
using SPSS statistical software (IBM SPSS Statistics 25.0; IBM Corp., 2017) and lavaan 
package (Rosseel, 2012) in R software (R Core Team, 2020).

Results

Psychometric Validation of the Perceived Celebrity Deception 
Inventory (PCDI; H1)
We first evaluated whether any item pairs were excessively correlated. The initial unidi
mensional EFA revealed that items 1 and 6 were suspected to be redundant with others. 
After eliminating the problematic two items, the Cronbach’s α with the remaining 5 
items remained high (.87, 95% CI [.86, .88]). Next, we conducted EFA with the randomly 
split data (n = 587) to confirm the factor structure and implemented CFA with the 
remaining data (n = 588) to cross-validate the suggested factor structure. The results of 
Horn’s (1965) parallel analysis (see Figure 1) suggested up to one latent factor, and which 
was supported by EFA (see Table 1). The suggested one-factor model explained 55.86% of 
the total variance.

The results of the CFA (see Table 2) satisfied the recommended values for good fit 
(CFI = .994, TLI = .988, RMSEA = .056). In addition, we evaluated item characteristics 
using the full sample (N = 1175). The results (see Table 3) indicated that the internal 
consistency of the scale was acceptable: Ranges of corrected item-total correlations: [.62, 
.75], and Cronbach’s α if item deleted: [.83, .86].
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Figure 1

Scree Plot From the Parallel Analysis of the Perceived Celebrity Deception Inventory (N = 587)

Table 1

Exploratory Factor Analysis of Items in the Perceived Celebrity Deception Inventory

Item Perceived Celebrity Deception Inventory h2 u2 M SD

2 .69 .48 .52 3.72 1.00

3 .80 .64 .36 3.44 1.06

4 .78 .61 .39 3.86 1.05

5 .80 .64 .36 3.18 1.11

7 .65 .42 .58 3.50 1.16

Note. N = 587. h2 = communality; u2 = specific variance.

Table 2

Goodness-of-Fit Indices for the One-Factor Model of the Perceived Celebrity Deception Inventory

χ2 df p CFI TLI RMSEA

14.076 5 < .05 .994 .988 .056

Note. N = 588. The comparative fit index (CFI; cutoff  ≥  .90; Bentler, 1990), the Tucker Lewis index (TLI; cutoff  ≥  
.90; Bentler & Bonnet, 1980), and the root mean square error of approximation (RMSEA; cutoff  ≤  .08; Browne & 
Cudeck, 1993).
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Table 3

Item Characteristics of the Perceived Celebrity Deception Inventory

Item M VAR
Scale mean if 
item deleted

Scale variance if 
item deleted

Corrected item-
total correlations

Cronbach’s α if 
item deleted

2 3.71 0.98 13.81 13.92 .64 .85

3 3.44 1.16 14.08 12.77 .74 .83

4 3.78 1.13 13.74 13.01 .72 .83

5 3.13 1.27 14.39 12.46 .75 .83

7 3.46 1.46 14.06 12.84 .62 .86

Note. N = 1175. Cronbach’s α = .87; 95% CI [.86, .88].

Gender and Age Variations in Perceived Celebrity Deception (H2) and Differen
ces in Perceived Deception From Celebrities, Family, and Others (H3)

We initially conducted a multiple regression analysis to investigate whether per
ceived celebrity deception varies by age and gender. We created a composite score by 
averaging the perceived celebrity deception items. The minimum age was subtracted 
from each age to interpret the intercept with regard to a minimum age in our data (i.e., 
14). The regression results (see Table 4) showed that perceived celebrity deception was 
not significantly related to gender nor age.

Table 4

The Effect of Age and Gender on Perceived Celebrity Deception

Variable B SE β

Intercept 3.75*** 0.08 0

Female -0.06 0.07 -0.03

Age 0.00 0.00 0.01

Note. N = 1169 because 6 observations were deleted due to missing in the age variable. B = unstandardized 
coefficient; β = standardized coefficient.
*p < .05. **p < .01. ***p < .001.

We also compared differences between perceived deception of celebrities and those of 
family and others. The means (SDs) of perceived deception of celebrities, family, and 
others were 3.71 (0.99), 1.99 (1.05), and 3.19 (0.98), respectively. The results of Levene’s 
test (Levene, 1960) and the Shapiro-Wilk test (Shapiro & Wilk, 1965) supported neither 
the assumptions of homogeneity of variance (p < .05) nor normality (p < .05). Thus, we 
performed Wilcoxon signed-rank tests (Wilcoxon, 1945). In addition, we implemented 
the Bonferroni correction (Bonferroni, 1936), which offers adjusted p-values to avoid 
the elevated risk of Type I error. The results (see Table 5) indicated the three types of 
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perceived deception were significantly different from each other (ps < .001). The largest 
difference occurred at the celebrity – family (MDif f  = 1.72), which were followed by 
others – family (MDif f  = 1.20), and celebrity – others (MDif f  = 0.52). When we consider 
that the range of the three types of perceived deception was [1, 5], it is notable that the 
mean perceived celebrity deception and mean perceived deception of other people were 
relatively high, while that of the family was relatively low.

Table 5

Mean Differences Between Perceived Deception of Celebrities, Family, and Others

Comparison

MG1  SDG1 MG2  SDG2
Mean 

Difference
Adjusted p-

valueGroup1 Group2

Celebrity Family 3.71 (0.99) 1.99 (1.05) 1.72 < .001

Celebrity Others 3.71 (0.99) 3.19 (0.98) 0.52 < .001

Others Family 3.19 (0.98) 1.99 (1.05) 1.20 <.001

Note. N = 1175.

In addition, we investigated to what extent people perceived celebrities as Machiavellian, 
narcissistic, and psychopathic. Considering the range of each variable [1, 6], there was 
general consensus that celebrities are Machiavellian (M = 3.93, SD = 1.05), narcissistic 
(M = 4.11, SD = 1.03), and psychopathic (M = 3.30, SD = 1.22). Since both the Levene’s 
test and the Shapiro-Wilk test did not satisfy the assumptions (ps < .05), we conducted 
Wilcoxon signed-rank tests with the Bonferroni correction and compared the differences 
between perceived dark triad personality characteristics of celebrities. According to the 
results (see Table 6), there were significant differences between how people perceive 
the dark personality of celebrities (ps < .001). The largest difference occurred between 
narcissistic and psychopathic (MDif f  = 0.81), which was followed by Machiavellian and 
psychopathic (MDif f  = 0.63), and narcissistic and Machiavellian (MDif f  = 0.18). Overall, 
celebrities are perceived as Machiavellian, narcissistic, and psychopathic at the same time 
by respondents of this study, but at different levels.
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Table 6

Mean Differences Between Perceived Dark Triad Personalities of Celebrities

Comparisons

MG1  SDG1 MG2  SDG2
Mean 

Difference
Adjusted p-

valueGroup1 Group2

Narcissists Machiavellian 4.11 (1.03) 3.93 (1.05) 0.18 < .001

Machiavellian Psychopath 3.93 (1.05) 3.30 (1.22) 0.63 < .001

Narcissists Psychopath 4.11 (1.03) 3.30 (1.22) 0.81 <.001

Note. N = 1175.

Correlates of Perceived Celebrity Deception (H4)
We investigated correlations between perceived celebrity deception and other measures 
of interest: skepticism toward celebrities, perceived dark triad personality of celebrities 
(Machiavellianism, narcissism, psychopathy, and total), and celebrity culture hate (nega
tion of intimacy, passion, commitment, and total). The correlation matrix (see Table 7) 
indicated that perceived celebrity deception was positively correlated with skepticism to
ward celebrities (r = .10, p < .001), perceived celebrity Machiavellianism (r = .34, p < .001), 
perceived celebrity narcissism (r = .29, p < .001), perceived celebrity psychopathy (r = .31, 
p < .001), perceived dark personality of celebrity (r = .39, p < .001), negation of intimacy 
(r = .32, p < .001), passion (r = .20, p < .001), commitment (r = .24, p < .001), and celebrity 
culture hate (r = .28, p < .001).
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Mediating Role of Perceived Celebrity Deception and Perceived 
Dark Triad of Celebrities (H5 and H6)
Finally, we investigated the mediating role of perceived celebrity deception and perceived 
dark triad of celebrities in the relationship between skepticism toward celebrities and 
celebrity culture hate. As discussed earlier, perceived negative personality traits of celeb
rities (i.e., perceived celebrity deception and perceived dark triad of celebrities) seem to 
aggravate the skepticism toward celebrities that results in elevated celebrity culture hate. 
This assumption was evaluated by conducting structural equation modeling.

Descriptive statistics of each variable are in Table 7. As the first step, we checked 
the normality assumption of each indicator using the univariate and multivariate tests. 
The results did not support a normal distribution (ps < .05). To address this issue, we em
ployed the maximum likelihood method (MLM), which provides robust standard errors 
and helps to resolve the multivariate normality violation issue. Gender and age variables 
significantly explained only celebrity culture hate, and thus they were considered as 
covariates for celebrity culture hate. Results of structural equation modeling (Figure 2) 
illustrated that skepticism toward celebrities influenced celebrity culture hate through 
the mediators of perceived celebrity deception and perceived dark triad of celebrities.

Figure 2

Structural Equation Modeling

Note. Standardized coefficients (standard errors) are reported. The dashed line indicates a non-significant 
coefficient. Six observations were deleted due to missing age data (N = 1169).
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Mediation analysis results (see Table 8) supported significant mediation effects of per
ceived celebrity deception (B = 0.01, p < .05) and perceived dark triad of celebrities 
(B = 0.19, p < .05).

Table 8

Mediation Analyses and Indirect Effect With 95% Confidence Interval

Mediator
Path a
B (SE)

Path b
B (SE)

Indirect Effect Direct 
Effect
B (SE)

Overall 
Effect
B (SE)B 95% CI

Perceived celebrity 
deception

0.102***
(0.031)

0.107*
(0.050)

0.011* [0.001, 0.025] -0.089 (0.048) 0.116* (0.051)

Perceived dark triad of 
celebrities

0.184***
(0.028)

1.056***
(0.086)

0.194* [0.131, 0.262]

Note. Path a: Skeptical toward celebrities → Mediator; Path b: Mediator→ Celebrity culture hate. Six observa
tions were deleted due to missing the age variable (N = 1169). B = unstandardized coefficient.
*p < .05. **p < .01. ***p < .001.

Perceived Celebrity Deception and Skepticism Toward Celebrities 
by Field of Celebrity (H7)
In addition, we compared perceived celebrity deception and skepticism toward celebrities 
by field of celebrity (see Figure 3). Participants perceived the most deception from and 
were most skeptical toward 'social media influencers' (deception: 38.81%, skepticism: 
36.34%) followed by ‘actors’ (deception: 29.28%, skepticism: 29.19%), and ‘TV/Radio pre
senters’ (deception: 16.25%, skepticism: 16.34%).
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Figure 3

Bar Plots Presenting the Expertise of Celebrities Perceived as Most Deceptive (Left) and the Expertise of Celebrities 
Who Elicit the Greatest Skepticism (Right)

Discussion
The present study examined whether perceived celebrity deception and dark triad char
acteristics of celebrities mediated the relationship between skepticism and celebrity 
culture hate. After establishing the psychometric properties of the PCDI, we evaluated a 
model predicting how celebrity deception and dark triad characteristics mediated the link 
between skepticism toward celebrities and celebrity culture hate.

The PCDI showed good reliability and validity (H1). After eliminating redundant 
items, the resulting 5-item inventory demonstrated high internal consistency and validi
ty, explaining most of the variability in scores using exploratory and confirmatory factor 
analyses. The PCDI will be useful in future investigations gauging the extent to which 
people perceive that celebrities are motivated to deceive the public. Future research 
could use the scale to examine whether perceived celebrity deception predicts consumer 
behavior and active aggression toward celebrity culture (celebrity bashing).

The results did not confirm the hypothesis that participant age and gender predict 
perceived celebrity deception (H2). Similarly, Chaouachi and Ben Rached (2012) did 
not find a significant impact of consumer gender and age on perceived deception in 
advertising.

Individuals perceived deception from celebrities as similar to perceived deception 
from others (H3). Perceived deception of celebrity and non-family (others) were relative
ly high while perceived deception from family was relatively low. Furthermore, celebri
ties were perceived as Machiavellian, narcissistic, and psychopathic at the same time, 
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but at different levels. Above all, celebrities were more perceived as narcissistic by the 
participants.

In accordance with the Seven-Stage Hate Model (e.g., see; Schafer & Navarro, 2003), 
we hypothesized that skepticism toward celebrities would result in mild levels of celebri
ty hatred. However, we predicted that celebrity culture hatred would be magnified when 
skepticism is combined with perceived celebrity deception and dark triad characteristics 
(narcissism, psychopathy, and Machiavellianism). The result of the correlation analysis 
confirmed the weak direct association of the skepticism and celebrity culture hate (H4). 
However, this link was insignificant in the structural analysis. Furthermore, perceived 
celebrity deception (H5) and dark triad characteristics (H6) were found to mediate the 
relationship between celebrity skepticism and celebrity culture hate. These results sug
gest that disdain for celebrities is related to the extent to which celebrities are seen as 
deceptive, selfish, and manipulative.

Skepticism of celebrities could be merely correlated with mild levels of celebrity 
hatred. However, this link seems to be indirect rather than direct. At this mild level of 
hatred, people may divert attention away from celebrity news and advertising. These 
skeptical attitudes toward celebrities and celebrity culture may be protective for consum
ers. Employing critical thinking about celebrities may help people avoid blind trust 
and careless consumption (Kleinig, 2018). Skepticism toward celebrities may result in 
negative evaluations of celebrity endorsements which may reduce intention to purchase 
products. In this sense, celebrity skepticism may be protective for consumers in avoiding 
unnecessary expenditures. That said, advertisers would be wise to consider the variable 
of celebrity skepticism when employing celebrities to increase positive affect toward 
brands and purchase intention.

Our results support previous research showing that people who attribute dark triad 
characteristics to celebrities tend to dislike celebrities more than others (Snyder et al., 
2019). The characterization of celebrities as deceptive, selfish, and manipulative is not 
surprising insofar as many people are aware of celebrity scandals (Jeffreys, 2011; Tiger, 
2013) and misleading celebrity endorsements (e.g., Balasubramanian et al., 2016; Harris, 
2018). Celebrities are often viewed as narcissistic (Young & Pinsky, 2006) and undeserv
ing of their stature in society (Shabahang et al., 2021).

The Seven-Stage Hate Model (Schafer & Navarro, 2003) proposes that low levels of 
hate are confined to hateful thoughts, while higher levels of hate are more likely to 
be manifested in hateful behaviors. While skepticism toward celebrities might result in 
relatively low levels of hate, when skeptical attitudes toward celebrities are combined 
with perceived celebrity deception, narcissism, Machiavellianism, and psychopathology, 
celebrity hatred may progress beyond diminutive thoughts about celebrities. Self-repor
ted celebrity hatred predicts celebrity bashing (Shabahang et al., 2023) which is often 
manifested through posting aggressive comments online, many of which can result in 
considerable distress (Ouvrein et al., 2019).
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In this study, social media influencers elicited the most skepticism and were judged 
to be the most deceptive (H7). A possible explanation for this result may be the marked 
contribution of influencers in false and conspiracy theory promotion (e.g., misinforma
tion regarding COVID-19; see Harff et al., 2022). Furthermore, compared to traditional ce
lebrities who are highly regulated, micro-celebrities (e.g., influencers) are more inclined 
to reveal intimate details of their thoughts and behaviors, representing themselves as 
more honest and less manipulative (Marwick, 2015). This frank and unregulated expres
sion may increase suspiciousness toward influencers. Moreover, contrary to other types 
of celebrities, popularity of influencers is dependent upon generating eye-catching con
tent and gaining paralinguistic digital affordances (e.g., “likes”; see Ruiz-Gomez, 2019), 
which may appear to elevate influencers’ probability of using manipulative fame-seeking 
behaviors. Aside from the public skepticism of social media influencers, investigations 
have documented societal contributions of this celebrity class in areas of public health 
communication (Pöyry et al., 2022) and promotion of health campaigns (Kostygina et 
al., 2020). Further research should investigate whether the influencer-public conflict, 
rooted in skeptical views toward influencers, has the potential to debilitate influencers’ 
constructive impacts on communities.

A number of noteworthy limitations need to be considered. Data were collected on a 
sample of internet users in Iran. Recently, Iranians have expressed higher levels of hatred 
toward native celebrities and their lifestyles in comparison to Americans (Shabahang et 
al., 2023). Considering the generally negative perspective of Iranians toward celebrities, 
we are unable to assess the degree to which our findings generalize to other populations 
and cultures. Most of the participants in the current investigation were women (904 
women versus 271 men). Though age and gender were not associated with any of the 
constructs of the present study except celebrity culture hate (this effect was covariated in 
the SEM), further studies with an equal number of participants from each gender would 
be worthwhile. In current investigation, most of the participants were young adults 
(Mage = 29.20) with a small number of adolescents and older adults. Further research 
should compare a population that is more diverse in age to provide generation-related 
estimates. The design of this study was correlational. Therefore, we can only speculate 
about cause-and-effect relationships between variables. A three-item scale was used to 
capture perceived celebrity dark triad traits. Though single-item measures have been 
psychometrically supported in the literature (e.g., Bergkvist & Rossiter, 2007; Gardner 
et al., 1998; Wanous et al., 1997), further study with a multiple-item scale of perceived 
dark triad of celebrities is recommended. Finally, we did not measure behavioral aspects 
of hate such as celebrity bashing. However, celebrity culture hate has previously been 
shown to predict celebrity bashing (Shabahang et al., 2023). Nonetheless, future research 
should include measures of celebrity bashing to examine whether the perception of 
deception and dark triad attributes in celebrities predict celebrity bashing.

Shabahang, Aruguete, Shim et al. 105

Interpersona
2023, Vol. 17(1), 88–110
https://doi.org/10.5964/ijpr.9221

https://www.psychopen.eu/


Funding: The authors have no funding to report.

Acknowledgments: The authors have no additional (i.e., non-financial) support to report.

Competing Interests: The authors have declared that no competing interests exist.

Ethics Statement: Ethical practices were observed in accordance with the World Medical Association Declaration of 

Helsinki.

Data Availability: The datasets used and/or analyzed during the current study available from the first author on 

reasonable request.

References

Bailey, A. A. (2007). Public information and consumer skepticism effects on celebrity 
endorsements: Studies among young consumers. Journal of Marketing Communications, 13(2), 
85–107. https://doi.org/10.1080/13527260601058248

Balasubramanian, P., Gopal, A. V., & Reefana, S. (2016). A case study on misleading celebrity 
endorsements and its impact on consumer behavior. Bonfring International Journal of Industrial 
Engineering and Management Science, 6(3), 93–95. https://doi.org/10.9756/BIJIEMS.7464

Bentler, P. M. (1990). Comparative fit indexes in structural models. Psychological Bulletin, 107(2), 
238–246. https://doi.org/10.1037/0033-2909.107.2.238

Bentler, P. M., & Bonnet, D. C. (1980). Significance tests and goodness of fit in the analysis of 
covariance structures. Psychological Bulletin, 88(3), 588–606. 
https://doi.org/10.1037/0033-2909.88.3.588

Bergkvist, L., & Rossiter, J. R. (2007). The predictive validity of multiple-item versus single-item 
measures of the same constructs. JMR, Journal of Marketing Research, 44(2), 175–184. 
https://doi.org/10.1509/jmkr.44.2.175

Böhm, R., Rusch, H., & Baron, J. (2020). The psychology of intergroup conflict: A review of theories 
and measures. Journal of Economic Behavior & Organization, 178, 947–962. 
https://doi.org/10.1016/j.jebo.2018.01.020

Bonferroni, C. E. (1936). Teoria statistica delle classi e calcolo delle probabilità. Pubblicazioni del R 
Istituto Superiore di Scienze Economiche e Commerciali di Firenze, 8, 3–62. 

Browne, M. W., & Cudeck, R. (1993). Alternative ways of assessing model fit. In K. A. Bollen & J. S. 
Long (Eds.), Testing structural equation models (pp. 136–162). Sage.

Brown, W. J., Basil, M. D., & Bocarnea, M. C. (2003). social influence of an international celebrity: 
responses to the death of Princess Diana. Journal of Communication, 53(4), 587–605. 
https://doi.org/10.1111/j.1460-2466.2003.tb02912.x

Buller, D. B., & Burgoon, J. K. (1996). Interpersonal deception theory. Communication Theory, 6(3), 
203–242. https://doi.org/10.1111/j.1468-2885.1996.tb00127.x

From Skepticism Toward Celebrities to Celebrity Culture Hate 106

Interpersona
2023, Vol. 17(1), 88–110
https://doi.org/10.5964/ijpr.9221

https://doi.org/10.1080/13527260601058248
https://doi.org/10.9756/BIJIEMS.7464
https://doi.org/10.1037/0033-2909.107.2.238
https://doi.org/10.1037/0033-2909.88.3.588
https://doi.org/10.1509/jmkr.44.2.175
https://doi.org/10.1016/j.jebo.2018.01.020
https://doi.org/10.1111/j.1460-2466.2003.tb02912.x
https://doi.org/10.1111/j.1468-2885.1996.tb00127.x
https://www.psychopen.eu/


Cárdenas, D., & de la Sablonnière, R. (2020). Intergroup conflict and the process of social change: 
Similar conflicts, different intragroup processes. Peace and Conflict, 26(3), 303–313. 
https://doi.org/10.1037/pac0000455

Chaouachi, S. G., & Ben Rached, K. S. (2012). Perceived deception in advertising: Proposition of a 
measurement scale. Journal of Marketing Research & Case Studies, 2012, Article 712622. 
https://doi.org/10.5171/2012.712622

Condor, S., & Brown, R. (1988). Psychological processes in intergroup conflict. In W. Stroebe, A. W. 
Kruglanski, D. Bar-Tal, & M. Hewstone (Eds.), The social psychology of intergroup conflict. 
Springer Series in Social Psychology (pp. 3–26). Springer. 
https://doi.org/10.1007/978-3-642-52124-9_1

Darke, P. R., & Ritchie, R. J. B. (2007). The defensive consumer: Advertising deception, defensive 
processing, and distrust. JMR, Journal of Marketing Research, 44(1), 114–127. 
https://doi.org/10.1509/jmkr.44.1.114

De Dreu, C. K., & Triki, Z. (2022). Intergroup conflict: Origins, dynamics and consequences across 
taxa. Philosophical Transactions of the Royal Society B, 377(1851), Article 20210134. 
https://doi.org/10.1098/rstb.2021.0134

Fiske, S. T. (2002). What we know about bias and intergroup conflict, the problem of the century. 
Current Directions in Psychological Science, 11(4), 123–128. 
https://doi.org/10.1111/1467-8721.00183

Fuchs, C., & Diamantopoulos, A. (2009). Using single-item measures for construct measurement in 
management research: Conceptual issues and application guidelines. Die Betriebswirtschaft, 
69(2), 195–210. 

Gardner, D. G., Cummings, L. L., Dunham, R. B., & Pierce, J. L. (1998). Single-item versus multiple-
item measurement scales: An empirical comparison. Educational and Psychological 
Measurement, 58(6), 898–915. https://doi.org/10.1177/0013164498058006003

Hancock, J. T. (2009). Digital deception: Why, when and how people lie online. In A. Joinson, K. Y. 
A. McKenna, T. Postmes, & U.-D. Reips (Eds.), Oxford handbook of internet psychology (pp. 289–
302). Oxford University Press. https://doi.org/10.1093/oxfordhb/9780199561803.013.0019

Harff, D., Bollen, C., & Schmuck, D. (2022). Responses to social media influencers’ misinformation 
about COVID-19: A pre-registered multiple-exposure experiment. Media Psychology, 25(6), 831–
850. https://doi.org/10.1080/15213269.2022.2080711

Harris, L. (2018). Too little, too late: FTC guidelines on deceptive and misleading endorsements by 
social media influencers. Howard Law Journal, 62(3), 947–988. 

Harris, E. E., & Ruth, J. A. (2015). Analysis of the value of celebrity affiliation to nonprofit 
contributions. Nonprofit and Voluntary Sector Quarterly, 44(5), 945–967. 
https://doi.org/10.1177/0899764014546428

Held, J. & Germelmann, C. (2018). Deception in consumer behavior research: A literature review on 
objective and perceived deception. Projectics / Proyéctica / Projectique, 21, 119–145. 
https://doi.org/10.3917/proj.021.0119

Shabahang, Aruguete, Shim et al. 107

Interpersona
2023, Vol. 17(1), 88–110
https://doi.org/10.5964/ijpr.9221

https://doi.org/10.1037/pac0000455
https://doi.org/10.5171/2012.712622
https://doi.org/10.1007/978-3-642-52124-9_1
https://doi.org/10.1509/jmkr.44.1.114
https://doi.org/10.1098/rstb.2021.0134
https://doi.org/10.1111/1467-8721.00183
https://doi.org/10.1177/0013164498058006003
https://doi.org/10.1093/oxfordhb/9780199561803.013.0019
https://doi.org/10.1080/15213269.2022.2080711
https://doi.org/10.1177/0899764014546428
https://doi.org/10.3917/proj.021.0119
https://www.psychopen.eu/


Hoffman, S. J., Mansoor, Y., Natt, N., Sritharan, L., Belluz, J., Caulfield, T., Freedhoff, Y., Lavis, J. N., 
& Sharma, A. M. (2017). Celebrities’ impact on health-related knowledge, attitudes, behaviors, 
and status outcomes: Protocol for a systematic review, meta-analysis, and meta-regression 
analysis. Systematic Reviews, 6(1), Article 13. https://doi.org/10.1186/s13643-016-0395-1

Horn, J. L. (1965). A rationale and test for the number of factors in factor analysis. Psychometrika, 
30(2), 179–185. https://doi.org/10.1007/BF02289447

Hurtt, R. K. (2010). Development of a scale to measure professional skepticism. Auditing, 29(1), 
149–171. https://doi.org/10.2308/aud.2010.29.1.149

IBM Corp. (2017). IBM SPSS Statistics for Windows (Version 25.0) [Computer software]. IBM Corp.
Jeffreys, E. (2011). Zhang Ziyi and China’s celebrity - philanthropy scandals. Portal : Journal of 

Multidisciplinary International Studies, 8(1), 1–21. 
https://search.informit.org/doi/10.3316/informit.027420491727533

Jones, D. N., & Paulhus, D. L. (2014). Introducing the Short Dark Triad (SD3): A brief measure of 
dark personality traits. Assessment, 21(1), 28–41. https://doi.org/10.1177/1073191113514105

Khan, T., Michalas, A., & Akhunzada, A. (2021). Fake news outbreak 2021: Can we stop the viral 
spread? Journal of Network and Computer Applications, 190, Article 103112. 
https://doi.org/10.1016/j.jnca.2021.103112

Kleinig, J. (2018). Trust and critical thinking. Educational Philosophy and Theory, 50(2), 133–143. 
https://doi.org/10.1080/00131857.2016.1144167

Kostygina, G., Tran, H., Binns, S., Szczypka, G., Emery, S., Vallone, D., & Hair, E. (2020). Boosting 
health campaign reach and engagement through use of social media influencers and memes. 
Social Media + Society, 6(2), 1–12. https://doi.org/10.1177/2056305120912475

Levene, H. (1960). Robust tests for equality of variances. In I. Olkin (Ed.), Contributions to 
probability and statistics (pp. 278–292). Stanford University Press.

Lim, J. S., Chock, T. M., & Golan, G. J. (2020). Consumer perceptions of online advertising of weight 
loss products: The role of social norms and perceived deception. Journal of Marketing 
Communications, 26(2), 145–165. https://doi.org/10.1080/13527266.2018.1469543

Marwick, A. E. (2015). You may know me from YouTube (micro-) celebrity in social media. In S. 
Redmond & P. D. Marshall (Eds.), A companion to celebrity (pp. 333–349). John Wiley & Sons.

McCutcheon, L. E., Ashe, D. D., Houran, J., & Maltby, J. (2003). A cognitive profile of individuals 
who tend to worship celebrities. The Journal of Psychology, 137(4), 309–322. 
https://doi.org/10.1080/00223980309600616

Obermiller, C., Spangenberg, E., & MacLachlan, D. L. (2005). Ad skepticism: The consequences of 
disbelief. Journal of Advertising, 34(3), 7–17. https://doi.org/10.1080/00913367.2005.10639199

Ouvrein, G., De Backer, C. J., & Vandebosch, H. (2018). Online celebrity aggression: A combination 
of low empathy and high moral disengagement? The relationship between empathy and moral 
disengagement and adolescents’ online celebrity aggression. Computers in Human Behavior, 89, 
61–69. https://doi.org/10.1016/j.chb.2018.07.029

From Skepticism Toward Celebrities to Celebrity Culture Hate 108

Interpersona
2023, Vol. 17(1), 88–110
https://doi.org/10.5964/ijpr.9221

https://doi.org/10.1186/s13643-016-0395-1
https://doi.org/10.1007/BF02289447
https://doi.org/10.2308/aud.2010.29.1.149
https://search.informit.org/doi/10.3316/informit.027420491727533
https://doi.org/10.1177/1073191113514105
https://doi.org/10.1016/j.jnca.2021.103112
https://doi.org/10.1080/00131857.2016.1144167
https://doi.org/10.1177/2056305120912475
https://doi.org/10.1080/13527266.2018.1469543
https://doi.org/10.1080/00223980309600616
https://doi.org/10.1080/00913367.2005.10639199
https://doi.org/10.1016/j.chb.2018.07.029
https://www.psychopen.eu/


Ouvrein, G., Pabian, S., Machimbarrena, J. M., Erreygers, S., De Backer, C. J. S., & Vandebosch, H. 
(2019). Setting a bad example: Peer, parental, and celebrity norms predict celebrity bashing. The 
Journal of Early Adolescence, 39(7), 937–961. https://doi.org/10.1177/0272431618797010

Ouvrein, G., Vandebosch, H., & De Backer, C. J. S. (2023). “They are wallowing in luxury, but 
complain about the struggles of lockdown”: A field study of audiences’ responses to celebrity 
COVID-19 posts. Journal of Media Psychology, 35(1), 40–54. 
https://doi.org/10.1027/1864-1105/a000344

Ouvrein, G., Vandebosch, H., & De Backer, C. J. (2017). Celebrity critiquing: Hot or not? Teen girls’ 
attitudes on and responses to the practice of negative celebrity critiquing. Celebrity Studies, 
8(3), 461–476. https://doi.org/10.1080/19392397.2017.1307126

Pöyry, E., Reinikainen, H., & Luoma-Aho, V. (2022). The role of social media influencers in public 
health communication: Case COVID-19 pandemic. International Journal of Strategic 
Communication, 16(3), 469–484. https://doi.org/10.1080/1553118X.2022.2042694

R Core Team. (2020). R: A language and environment for statistical computing [Computer software]. 
R Foundation for Statistical Computing, Vienna, Austria. https://www.R-project.org/

Riquelme, I. P., Román, S., & Iacobucci, D. (2016). Consumers’ perceptions of online and offline 
retailer deception: A moderated mediation analysis. Journal of Interactive Marketing, 35(1), 16–
26. https://doi.org/10.1016/j.intmar.2016.01.002

Román, S. (2010). Relational consequences of perceived deception in online shopping: The 
moderating roles of type of product, consumer’s attitude toward the internet and consumer’s 
demographics. Journal of Business Ethics, 95, 373–391. https://doi.org/10.1007/s10551-010-0365-9

Rosseel, Y. (2012). lavaan: An R package for structural equation modeling. Journal of Statistical 
Software, 48(2), 1–36. https://doi.org/10.18637/jss.v048.i02

Ruiz-Gomez, A. (2019). Digital fame and fortune in the age of social media: A classification of 
social media influencers. aDResearch ESIC International Journal of Communication Research, 
19(19), 8–29. https://doi.org/10.7263/adresic-019-01

Schafer, J. R., & Navarro, J. (2003). Seven-stage hate model: The psychopathology of hate groups. 
FBI Law Enforcement Bulletin, 72(3), 1–8. 
https://www.ojp.gov/ncjrs/virtual-library/abstracts/seven-stage-hate-model-psychopathology-
hate-groups

Silva, A. S., & Mace, R. (2015). Inter-group conflict and cooperation: Field experiments before, 
during and after sectarian riots in Northern Ireland. Frontiers in Psychology, 6, Article 1790. 
https://doi.org/10.3389/fpsyg.2015.01790

Shabahang, R., Aruguete, M. S., Huynh, H. P., & Shim, H. (2023). Measurement and correlates of 
celebrity culture hate. Psychology of Popular Media, 12(1), 10–19. 
https://doi.org/10.1037/ppm0000369

Shabahang, R., Rezaei, S., Madison, T. P., Aruguete, M. S., & Bagheri Sheykhangafshe, F. (2021). 
Celebrity hate: Credibility and belief in a just world in prediction of celebrity hate. Psychology 
of Popular Media, 10(4), 500–504. https://doi.org/10.1037/ppm0000333

Shabahang, Aruguete, Shim et al. 109

Interpersona
2023, Vol. 17(1), 88–110
https://doi.org/10.5964/ijpr.9221

https://doi.org/10.1177/0272431618797010
https://doi.org/10.1027/1864-1105/a000344
https://doi.org/10.1080/19392397.2017.1307126
https://doi.org/10.1080/1553118X.2022.2042694
https://www.R-project.org/
https://doi.org/10.1016/j.intmar.2016.01.002
https://doi.org/10.1007/s10551-010-0365-9
https://doi.org/10.18637/jss.v048.i02
https://doi.org/10.7263/adresic-019-01
https://www.ojp.gov/ncjrs/virtual-library/abstracts/seven-stage-hate-model-psychopathology-hate-groups
https://www.ojp.gov/ncjrs/virtual-library/abstracts/seven-stage-hate-model-psychopathology-hate-groups
https://doi.org/10.3389/fpsyg.2015.01790
https://doi.org/10.1037/ppm0000369
https://doi.org/10.1037/ppm0000333
https://www.psychopen.eu/


Shapiro, S. S., & Wilk, M. B. (1965). An analysis of variance test for normality (complete samples). 
Biometrika, 52(3–4), 591–611. https://doi.org/10.1093/biomet/52.3-4.591

Sharabi, L. L., & Caughlin, J. P. (2019). Deception in online dating: Significance and implications for 
the first offline date. New Media & Society, 21(1), 229–247. 
https://doi.org/10.1177/1461444818792425

Snyder, G. K., Smith, C. V., Øverup, C. S., Paul, A. L., & Davis, T. M. (2019). Characters we love to 
hate: Perceptions of dark triad characters in media. Psychology of Popular Media Culture, 8(4), 
420–428. https://doi.org/10.1037/ppm0000200

Soukup, C. (2006). Hitching a ride on a star: Celebrity, fandom, and identification on the World 
Wide Web. The Southern Communication Journal, 71(4), 319–337. 
https://doi.org/10.1080/10417940601000410

Sweeney, C. D., & Ceci, S. J. (2014). Deception detection, transmission, and modality in age and sex. 
Frontiers in Psychology, 5, Article 590. https://doi.org/10.3389/fpsyg.2014.00590

Tiger, R. (2013). Celebrity drug scandals, media double standards. Contexts, 12(4), 36–41. 
https://doi.org/10.1177%2F1536504213511214

Tsfati, Y., & Cappella, J. N. (2003). Do people watch what they do not trust? Exploring the 
association between news media skepticism and exposure. Communication Research, 30(5), 504–
529. https://doi.org/10.1177/0093650203253371

Vaccari, C., & Chadwick, A. (2020). Deepfakes and disinformation: Exploring the impact of 
synthetic political video on deception, uncertainty, and trust in news. Social Media + Society, 
6(1), 1–13. https://doi.org/10.1177/2056305120903408

Wanous, J. P., Reichers, A. E., & Hudy, M. J. (1997). Overall job satisfaction: How good are single-
item measures? The Journal of Applied Psychology, 82(2), 247–252. 
https://doi.org/10.1037/0021-9010.82.2.247

Wilcoxon, F. (1945). Individual comparisons by ranking methods. Biometrics, 1(6), 80–83. 
https://doi.org/10.2307/3001968

Young, S. M., & Pinsky, D. (2006). Narcissism and celebrity. Journal of Research in Personality, 40(5), 
463–471. https://doi.org/10.1016/j.jrp.2006.05.005

Zsila, Á., McCutcheon, L. E., & Demetrovics, Z. (2018). The association of celebrity worship with 
problematic Internet use, maladaptive daydreaming, and desire for fame. Journal of Behavioral 
Addictions, 7(3), 654–664. https://doi.org/10.1556/2006.7.2018.76

From Skepticism Toward Celebrities to Celebrity Culture Hate 110

PsychOpen GOLD is a publishing service by
Leibniz Institute for Psychology (ZPID), Germany.
www.leibniz-psychology.org

https://doi.org/10.1093/biomet/52.3-4.591
https://doi.org/10.1177/1461444818792425
https://doi.org/10.1037/ppm0000200
https://doi.org/10.1080/10417940601000410
https://doi.org/10.3389/fpsyg.2014.00590
https://doi.org/10.1177%2F1536504213511214
https://doi.org/10.1177/0093650203253371
https://doi.org/10.1177/2056305120903408
https://doi.org/10.1037/0021-9010.82.2.247
https://doi.org/10.2307/3001968
https://doi.org/10.1016/j.jrp.2006.05.005
https://doi.org/10.1556/2006.7.2018.76
https://www.leibniz-psychology.org/
https://www.psychopen.eu/

	From Skepticism Toward Celebrities to Celebrity Culture Hate
	(Introduction)
	Method
	Participants
	Measures
	Procedure

	Results
	Psychometric Validation of the Perceived Celebrity Deception Inventory (PCDI; H1)
	Correlates of Perceived Celebrity Deception (H4)
	Mediating Role of Perceived Celebrity Deception and Perceived Dark Triad of Celebrities (H5 and H6)
	Perceived Celebrity Deception and Skepticism Toward Celebrities by Field of Celebrity (H7)

	Discussion
	(Additional Information)
	Funding
	Acknowledgments
	Competing Interests
	Ethics Statement
	Data Availability

	References


