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Abstract—In the modern digital environment, 

specifically short-form video features of social media 

platforms like Instagram Reels and YouTube Shorts have 

greatly redefined the formation and maintenance of 

individual digital reputation. This paper examines a 

newer idea of aura debt, a popular cultural construct that 

is applied to describe the loss of perceived social 

credibility, confidence, or coolness due to online 

embarrassment, negative feedback or viral blunders. 

With the rise of digital interactions in the personal 

identity and social perceptions of an individual, aura 

debt is seen as the intensified pressure that people 

experience in ensuring they are perfect and socially 

confirmed online. The abstract analyses the role played 

by sustained exposure, visibility, and assessment by 

viewers to enhance reputational vulnerability in the reel 

era. Even such simple errors as awkward expressions, 

content that is poorly received or unintended 

controversies can quickly spread like wildfire, causing 

reputational tension and emotional impact. The article 

points to the importance of performative self-

presentation, quantifiable metrics of validation, 

including likes and comments, and meme culture as some 

of the factors that increase both the gains and losses of 

digital reputation. Moreover, it explains how users 

willingly follow the aura recovery strategies, such as 

content curation, humour, authenticity, and strategic 

silence to rebuild credibility and trust among the 

audience. This paper has demonstrated the importance 

of aura debt in terms of digital culture, social psychology, 

and management of online identity, and it concludes that 

aura debt is a phenomenon to be studied due to the fact 

that reputation management has ceased to be a 

prerogative of high-profile personalities and has become 

a pressing issue across the board when it comes to dealing 

with an ever-present and increasingly interconnected 

online society. 

 

 

 

 

 

 

I. INTRODUCTION 

 

There has been an accelerated development of digital 

technologies that have significantly changed how 

people create, express and even control their identities 

in the modern society. Social media sites are no longer 

mere communication tools, but strong arenas of self-

presentation, social affirmation and the establishment 

of a reputation. This has been further changed in recent 

years by the domination of short-form video platforms 

like Instagram Reels, TikTok, and YouTube Shorts. 

These platforms are more focused on visibility, 

immediacy and algorithmic interaction, inviting users 

to constantly create edited versions of themselves in 

front of a potentially huge and unpredictable audience 

(Kaye et al., 2022). Consequently, the issue of digital 

reputation has emerged as a key issue among not only 

influencers and other public figures but also everyday 

users in their daily social life on the internet. 

Digital reputation is a collective rating concerning an 

individual depending on his online actions, 

publications, and relations within digital platforms. 

Likes, comments, shares, views, and the number of 

followers is the metrics used as a visible sign of social 

approval and credibility, which define how people are 

regarded by their peers, employers, and the online 

community, in general (Duffy and Schwartz, 2023). 

With the emergence of the reel era, such indicators are 

magnified by recommendation algorithms, which 

quickly spread content, sometimes not even to the 

target audience of the creator. Although this system 

allows visibility and social mobility, it also forms a 

reputational flammability, as one misstep or an 

awkward statement, received poorly, can result in 

massive scrutiny and judgement. In this very 

performative digital landscape, the new concept of 

aura debt has spread, especially in the digital space of 

Gen-Z and youth circles. The perceived loss of social 
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credibility, confidence, or coolness after embarrassing 

or negatively received online moment is a colloquial 

term referred to as aura debt. Even though aura debt 

can be presented with humour, by memes and short 

videos, the anxieties are deeper in terms of social 

approval, belonging and the fear of being publicly 

shamed in networked space. The fact that this term is 

gaining popularity indicates that the digital culture has 

created new words to describe reputational loss in a 

manner that appeals to the current online experience 

(Abidin, 2024). 

Aura debt can be theoretically based on both classical 

and modern views on self-presentation. The theory of 

impression management by Goffman (1959) also 

stressed that people are active participants in the 

performance of roles in order to manage the perception 

of their interactions with other people in society. Social 

media platforms bring this performance to an ongoing 

and very visible digital stage, where performances are 

documented, repeated and appraised by familiar and 

unfamiliar audiences. This dynamic is further 

amplified by the work of short-form video platforms, 

which promote active engagement, following trends, 

and conforming to aesthetics, making users utterly 

conscious of the increase or decrease in reputational 

value when they decide to follow the trends and other 

users (Vaterlaus et al., 2023). Aura debt, therefore, is a 

contemporary form of reputational anxiety that is 

informed by algorithmic visibility and participatory 

media. 

In addition, the digital reputation within the reel-based 

platforms is not necessarily dominated by creators of 

the content but is constructed in collaboration with the 

audience. The presence of comments, duets, stitches, 

remixes, and meme culture is enabling users to create 

new interpretations and share them with others, which 

can strengthen or weaken the image of the original 

producer. Online reputation as proposed by Marwick 

(2013) is an outcome of networked audiences whose 

responses are at the center of creating the social value. 

In this regard, aura debt is a group opinion and not a 

personal feeling and it demonstrates how the online 

community can create a reputational meaning quickly 

and in a public way. 

Meanwhile, users proactively take courses aimed at 

coping with and paying off aura debt. These are self-

depreciating jokes, content based on authenticity, 

strategic silence, or reframe embarrassing experiences 

as experiences to which people can relate. These 

practices are in line with the emerging studies that 

verify that authenticity and vulnerability are more and 

more regarded as the instruments of reputation 

mending in the digital area (Banet-Weiser, 2023). 

Nevertheless, the omnipresent nature of a social 

normative burden and the need to be visible through 

algorithms poses threats to the emotional and self-

esteem status as well as to the concept of digital fatigue 

in users. 

In that regard, the analysis of digital reputation and 

aura debt provides essential information on how 

people navigate identity, visibility, and social 

judgment in the era of reels. This phenomenon was the 

key to understanding the modern digital culture, the 

trends in youth communication, and the overall 

consequences of this pattern of social interaction 

facilitated by algorithms in an ever more connected 

online realm. 

 

II. LITERATURE REVIEW 

 

21st-century Short-Form Media Digital Reputation 

Digital reputation can be defined as the perception that 

other people or brands hold about an individual or 

brand because of actions and contents posted online. 

Reputation dynamics are more urgent and socially 

decisive in the modern digital culture on short-video 

platforms such as Tik Tok and Instagram Reels. 

Studies indicate that short-form videos can greatly 

influence the use of the internet and the feeling of trust 

and engagement with the user, shaping views of the 

content creators in the digital world (Ahmed, 2025). 

The structure of these platforms focuses on fast-

consumption, algorithmic curation and social feedback 

systems like likes, shares, and comments, which are 

real-time reputation signals. Thus, individuals and 

organizations have been compelled to create content 

that not only attends to the audience, but also expresses 

credibility and authenticity, which supports the 

significance of the digital reputation in the modern 

media ecology. 

Research on the topic of digital reputation exposes that 

in addition to entertaining digital reputation, short 

video content actively shapes the perceptions and 

decisions of the audience. Indicatively, a study by 

Scientific Reports has discovered that content 

attributes in short videos (e.g., usefulness and 

entertainment) are crucial in influencing consumer 

trust, thus indicating that authenticity is needed to 
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achieve positive reputation performances in social 

media marketing. In this respect reputation is not fixed 

but a result of continuous engagements and 

algorithmic feedback loops that encourage content that 

meets the requirements of the platform and the 

expectation of the audience. 

Furthermore, scholars observe that reputation 

construction on social media is necessarily relational 

and emergent, subject to user generated content and 

patterns of interrelationships. With platforms 

becoming increasingly dynamic, the visibility and 

symbolic capital types of online value related to 

influence and credibility turn out to be key predictors 

of the strength of the reputation, and therefore digital 

reputation is now a kind of social capital available 

within the social networks (Annaki et al., 2025). This 

highlights the importance of reputational dynamics to 

users that interact in highly visible communities and 

supports the importance of why online reputation 

management is an informative theme in digital 

communication literature. 

 

Algorithms and their impact on the form of online 

reputation. 

One of the most important aspects of dealing with the 

digital reputation in the short-term platforms is the 

governance of the content visibility by the algorithm. 

The distribution of posts is dictated by algorithms and 

is in essence, an influence on reputational outcomes of 

creators. Recent studies about the reproducibility of 

algorithms emphasize the dynamism and 

unpredictability of dynamic and uncontrollable 

recommendation systems such as the one used by Tik 

Tok that makes it difficult to analyse or regulate the 

exposure of content to users (Mosnar et al., 2025). 

These systems are dynamic and might be rewarding 

and punishing specific behaviours in the long term and 

therefore users may find it hard to maintain their 

reputational image on the basis of a static content 

policy. Algorithms in 2025 will focus on genuine and 

original content and punish repetitive or shallow posts 

and reward originality and relevance. Digital 

marketing sources point to platforms shifting towards 

content prioritization, which, however, is based on 

actual creative work, not just high engagement 

statistics, which again further integrates algorithmic 

processes with reputational values. Platforms of short 

videos are starting to pay greater rewards to content 

that drives users to become actively engaged members 

of the community and adds value to their experience, 

which is an indicator to users that reputation is closely 

intertwined with interactions with the audience and 

algorithmic promotion. This complexity in algorithms 

also leads to reputational risk: what might have been 

highly visible might not stagnate, or even decrease, 

upon system updates that are out of control. The more 

unpredictable reputational consequences are, the more 

users have to adjust according to the principles of 

content originality and involvement in communities 

instead of trying to play the system. All these 

tendencies explain that digital reputation management 

under the conditions of reels is technical and socio-

cultural, based on changing algorithmic logics and 

expectations of the audience. 

 

III. PERCEPTION OF MANAGEMENT AND 

AUTHENTICITY IN THE DIGITAL WORLD 

 

One of the concepts of online reputation that can be 

considered as one of the central concepts in 

comprehending online reputation is impression 

management, which is a process whereby individuals 

can position themselves strategically in order to 

influence the evaluation of the audience. Recent 

studies of impression management behavior determine 

that self-presentation behavior within a platform and 

situation differs, such as academic social networking 

and digital communities in general (Elkhattat and 

Anter, 2025). The present study identifies the 

complications of sustaining reputational validity, 

especially in the context of users trading in a 

relationship between their own identity and the 

expectations and standards of their audiences. The 

impression management in the online setting is also 

continuous and repeatable, where the users 

continuously modify their information based on the 

feedback and the trends. One of the constructs related 

to the reputation is authenticity. Research indicates 

that content that is perceived to be authentic is more 

likely to receive increased trust and interest thereby 

improving reputational legitimacy Nevertheless, that 

does not necessarily make authenticity a natural 

phenomenon, as in most instances, it is a calculated 

and negotiated aspect in social media spaces where 

viewers equally deem relatability and persona control 

as valuable. The authenticity performance finds a rich 

breeding ground in short-form video content because 

unedited, raw, or unpolished storytelling videos tend 



© January 2026 | IJIRT | Volume 12 Issue 8 | ISSN: 2349-6002 

IJIRT 190468 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 3795 

to create more powerful relationships with their 

viewers compared to the highly polished productions. 

This change towards more real forms brings out a bit 

more general cultural trend: audiences are more and 

more rewarding content that feels human and 

trustworthy, which has an effect on how producers 

build reputational identities. Only authenticity has a 

twofold role, both as an internal incentive of the user 

to create content and as an external expectation of the 

audience that will have an impact on the reputation-

evaluation process and its sustainability. 

 

IV. REPUTATIONAL RISKS AND PRACTICES IN 

RECOVERY. 

 

On the one hand, positive interaction may contribute 

to reputation, whereas on the other hand, unfavorable 

reactions or content that is poorly received may harm 

reputation as it is expressed within the concept of aura 

debt. Aura debt is the social cost or reputational loss 

that follows embarrassing, embarrassing and 

embarrassing internet incidents. Even though aura 

debt is a young person coined term, the term echoes 

with the academic germination of reputational harm 

being a tangible psychological and social issue in 

Internet existence. Feelings of stress, embarrassment, 

or social anxiety are common reactions by users to 

unfavourable reception, particularly failure by content 

to match the norms or expectations of the community. 

 

The reputation management practices usually 

emphasize on recovery measures that reduce the 

reputational losses. Research in professional settings 

indicates that apology, correction, content deletion, 

and narrative reframing are proactive responses that 

could be used to rebuild reputation. On an individual 

level, humour, vulnerability and demonstrating 

improvement following errors are typical tactics that 

have been seen among the users of social networks to 

salvage the reputation. Although scholarly work shows 

that aura debt is not a formalized psychological 

concept, such practices are consistent with larger 

reputational recovery processes reported in the field of 

digital communication. Since reputation is so central 

to online well-being, future studies may be valuable in 

exploring how people manage reputational losses, 

especially in short-form content where virality 

receives greater reward both positive and negative. 

 

V. METHODOLOGY 

 

The research design followed in this study was 

descriptive and analytical in nature to understand how 

digital reputation is formed and controlled within the 

short-form video hosting platforms and how the new 

phenomenon of aura debt measures the reputational 

vulnerability in the reel era. Mixed-method research 

design helped to reveal the quantitative trends and 

qualitative data regarding online self-presentation, its 

perception by an audience, and the subsequent 

reputation. 

 

VI. SAMPLE AND DATA COLLECTION 

 

The primary data were gathered using an online survey 

of 300 active social media users, mostly aged 18 to 30 

years, who are also referred to as Gen-Z and young 

millennials because it is the group that is the most 

active user of such platforms as Instagram Reels and 

You tube reels. Purposive sampling was employed to 

identify the respondents, which means that every 

respondent was a regular consumer of short-form 

video content or a regular content creator. The survey 

instrument included a set of structured questions that 

will capture the variables in terms of frequency of reel 

use, awareness of digital reputation, perceived social 

pressure, experience of embarrassment or negative 

response and coping mechanisms following setbacks 

in reputational terms. In order to supplement such 

survey data, a qualitative content analysis of 50 

publicly available reels and comment threads, which 

illuminated the themes of embarrassment, social 

judgment, meme culture, and the recovery of 

reputation, was performed. This qualitative aspect 

aided in putting the idea of aura debt in digital 

discourse into perspective. 

 

VII. RESEARCH INSTRUMENTS AND 

ANALYSIS. 

 

The questionnaire was based on the five-point Likert 

scale that measured the perceptions of respondents 

towards the concept of digital reputation management, 

emotional reactions to online comments, and the 

applied strategies to restore the social image. 

Cronbach alpha was used to test the reliability of the 

instrument and this revealed that there was acceptable 

internal consistency. To determine prevailing patterns 
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and trends, quantitative data were processed using 

descriptive statistics consisting of percentages, mean, 

and standard deviation. The thematic analysis of the 

qualitative data was used to conduct the identification 

of recurrent narratives based on aura debt, authenticity, 

and reputation repair. 

 

VIII. RESULTS AND DISCUSSION 

 

It was found that digital reputation has a very strong 

role in affecting users’ behaviour in the short-form 

video platform. Most of the respondents (more than 

70% of them) concurred that likes, comment and 

shares have a great impact on their online social worth. 

The outcomes also revealed that the algorithmic 

visibility increased the reputational sensitivity, with 

the users being afraid that the poorly received content 

may reach wrong people, and influence their online 

reputation adversely. A significant percentage (around 

65) of respondents said that they had had experiences 

of being online in embarrassing or negative judgment, 

which they linked to lack of confidence and social 

credibility. These experiences are highly correlated 

with the vision of the aura debt, which was reported by 

the respondents as a short-term yet profound loss of 

the online coolness or respect due to the presence of 

awkward or unpopular postings. The aura debt on one 

hand, despite being traditionally used in memes and 

comments rather humorously, was revealed to have 

real emotional connotations, such as anxiety and self-

doubt. The research also found out that authenticity 

and relatability were perceived as useful in 

reputational recovery. Consumers who reacted to 

negative comments with humour, sincerity or a sense 

of self-awareness recorded quicker recovery of 

audience loyalty and trust. On the other hand, the over-

curation or the excessive deletion of content was 

linked to heightened stress and the fear of eventual 

reputation depletion. In general, the findings indicate 

that aura debt is a modern manifestation of 

reputational risk in computerized digital setting. The 

results indicate that strategic self-presentation, 

emotional resilience and adaptive reputation 

management practices are increasingly important in 

online identity navigation in the era of reels. 

 

 

 

 

IX.DISCUSSION 

 

The results of the current research indicate that the 

concept of digital reputation in the era of short-video 

apps such as Instagram reels and YouTube shorts has 

not only to do with the visibility but is closely related 

to the emotional reactions and social-validation 

systems. With the use of social media taking an 

unprecedented turn in the short-form video in 2025, 

accounting to unmatched standards of interactivity and 

audience engagement, short-form videos have a potent 

impact on the way people see themselves and others 

within the digital networks. This hegemony increases 

the stakes of reputation: the content that fits the 

platform standards and user anticipations is likely to 

be rewarded by algorithmic systems, and the content 

seen as inauthentic, clumsy, or bad can receive 

negative feedback and reputation-related backlash. 

The aura debt concept is used to describe this backlash, 

an infallibility but culturally appealing, loss of 

reputation after a social media blunder or misguided 

response. 

One of the push factors of this phenomenon is the 

algorithmization of short-form video platforms, which 

have been optimized in terms of immediate 

engagement and high circulation. Reputation is 

somewhat dependent on system logics that are 

complex and even opaque since algorithms filter 

content on the basis of user interaction patterns. The 

studies of the algorithms of the platform demonstrate 

that the system of recommendations is dynamic and 

conditional, and the content will always have different 

visibility as the algorithm changes, and the reputation 

is hard to stabilize with the course of time. This 

inconsistency adds to the anxiety of users about the 

performance of their content since the creators cannot 

be sure that a particular post is promoted or restricted 

despite the efforts made to make it go viral. As a result, 

this increases the emotional burden of digital 

reputation management as users start to be hyper-

conscious of the potential reputational consequences 

that emergent mechanisms can produce outside of their 

influence. 

Algorithms Influence Interwoven with the effect of 

algorithms is the influence of the social validation and 

feedback loops. Online spaces promote a desire to 

make comparisons with idealized models and the 

responses of viewers in the shape of likes, comments, 

and shares are the direct indicators of social 
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acceptance or lack of it. Studies on the digital self-

perception outlines the influence that reliance on 

social reactions can have on the distortion of self-

esteem and self-worth especially in the youth by 

attaching the value of a person to the success or failure 

of the online material. This effect resembles the 

experience of aura debt: in case the content does not 

receive a positive response or is faced with ridicule, 

users can internalize evaluative judgments, which 

have negative emotional impacts and increase their 

self-monitoring in subsequent posts. 
 

Moreover, the aspect of authenticity and relatability is 

revealed as the relevant strategies to improve the 

image and decrease the debt of auras. According to the 

studies on digital media, consumers are becoming 

more appreciative of user-created content that seems 

unedited, open, and authentic, as opposed to posts they 

consider too polished or commercial. This favor 

towards authenticity indicates that those users that 

create content that is seen as authentic are more likely 

to receive greater trust and attention which 

subsequently helps increase reputational capital. 

Nevertheless, authenticity is itself a persuasive act: 

users are the ones who are always in a constant process 

of determining to what extent they do disclose a part 

of their actual identity and yet still remain acceptable 

to the audience and conform to the platform trends. 

This conflict of vulnerability and presentation 

highlights the main reason why reputational risks 

emerge as salient within digital communities. 

Research indicates that prolonged exposure to curated 

online lifestyles fosters comparison that can 

undermine self-esteem when individuals perceive 

themselves as falling short of social ideals. This social 

comparison heightens users’ sensitivity to negative 

feedback and increases the psychological cost when 

reputational setbacks occur. Aura debt, though often 

framed humorously in memes and informal discourse, 

reflects real anxieties tied to social validation and 

digital identity negotiation. These interconnected 

factors algorithmic uncertainty, social feedback 

dependence, authenticity pressures, and social 

comparison collectively shape how users construct and 

protect their digital reputations. The present findings 

affirm that reputation in reel-dominated environments 

is not simply about popularity but involves complex 

emotional and cognitive processes tied to visible 

audience reactions and systemic curation. 

X. CONCLUSION AND FUTURE DIRECTIONS 

 

Given the pervasive influence of short-form videos on 

identity and reputation, future research should more 

systematically examine the psychological mechanisms 

underlying aura debt, including longitudinal studies on 

long-term effects of reputational swings. Additionally, 

there is an urgent need to investigate how algorithmic 

transparency and digital literacy interventions might 

empower users to manage reputational risks more 

effectively. As digital environments continue to 

evolve, understanding the interplay between content 

creation, audience evaluation, and reputation will 

remain critical for both academic inquiry and platform 

governance. 
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