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ABSTRACT 

Consumers tend to pay attention to the information shared by influencers due to the 

influencers’ first-hand knowledge of products or services. In Malaysia, women consumers 

prefer to seek information from beauty influencers on YouTube since they rely more on the 

recommendations made by those influencers. Therefore, the aim of this study is to examine 

the effect of influencer attributes on information credibility, thus has a significant impact on 

women consumers’ information adoption and purchase intention towards cosmetic products 

in Malaysia. In this study, the data was collected by distributing an online questionnaire 

using purposive and snowball sampling that yielded a total of 393 responses for data 

analysis. Data were analysed using the structural equation modelling (SEM) method via 

IBM-SPSS-AMOS version 24.0. All the influencer attributes were found to have significant 

effects on information credibility. In addition, information credibility had a significant direct 

effect on information adoption and purchase intention. Information adoption also had a 

significant effect on purchase intention. Apart from analysing the direct effects among the 

constructs, the mediating effects were also analysed. Information credibility acted as a partial 

mediator of the relationships between expertise and information adoption, expertise and 

purchase intention, information quality and information adoption, and information quality 

and purchase intention. Besides, information credibility fully mediated the relationships 

between other influencer attributes (attractiveness, trustworthiness, and homophily) and 

information adoption and purchase intention. This study has found evidence on the influence 

of information credibility on the relationships between the influencer attributes and 

consumers’ information adoption and purchase intention. Marketing practitioners could refer 

to this study’s findings in building relationships with social media influencers. For future 

studies, the conceptual model could be expanded through modification or the inclusion of 
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new constructs. Furthermore, examining the influence of social media influencers on the 

adoption of information and purchase intention in both genders by looking at the influence 

on men and women could gauge the model’s effectiveness across diverse contexts. 

Keywords: Information adoption, information credibility, purchase intention, social 

media influencer, user generated content 
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Pengaruh Atribut Pempengaruh Media Sosial terhadap Penerimaan Maklumat dan Niat 
Membeli Pengguna: Kesan Pengantara Kredibiliti Maklumat 

ABSTRAK 

Pengguna lebih cenderung menumpukan perhatian kepada maklumat yang dikongsi oleh 

pempengaruh kerana mereka mempunyai pengetahuan langsung berkenaan dengan produk 

atau perkhidmatan. Di Malaysia, pengguna lebih suka mendapatkan maklumat daripada 

pempengaruh kecantikkan di YouTube kerana mereka meletakkan tahap kepercayaan yang 

lebih tinggi terhadap cadangan yang diberikan oelh pempengaruh. Oleh itu, tujuan 

penyelidikan ini adalah untuk mengkaji pengaruh atribut pempengaruh media sosial 

terhadap kredibiliti maklumat, sekali gus mempunyai kesan yang signifikan terhadap 

penerimaan maklumat dan niat pembelian pengguna wanita terhadap produk kosmetik di 

Malaysia. Dalam penyelidikan ini, data dikumpul dengan mengedarkan soal selidik dalam 

talian menggunakan persampelan bertujuan dan bola salji yang menghasilkan sejumlah 393 

maklum balas untuk analisis data. Data dianalisis melalui kaedah yang dikenali sebagai 

Pemodelan Persamaan Struktur (SEM) dengan menggunakan IBM-SPSS-AMOS versi 24.0. 

Semua penentu ciri-ciri pempengaruh media sosial didapati mempunyai kesan yang ketara 

terhadap kebolehpercayaan maklumat. Di samping itu, kebolehpercayaan maklumat 

mempunyai kesan langsung yang ketara terhadap penggunaan maklumat dan niat 

pembelian. Selain itu, penggunaan maklumat juga mempunyai kesan yang ketara terhadap 

niat pembelian. Selain daripada menganalisis kesan langsung antara konstruk, kesan 

pengantara juga dianalisis. Kebolehpercayaan maklumat memainkan peranan sebagai 

pengantara separa bagi hubungan antara Kepakaran dengan Penggunaan Maklumat, 

Kepakaran dengan Niat Pembelian, Kualiti Maklumat dengan Penggunaan Maklumat dan 

akhirnya menjadi pengantara separa bagi hubungan antara Kualiti Maklumat dengan Niat 
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Pembelian. Sementara itu, Kebolehpercayaan Maklumat juga menjadi pengantara 

sepenuhnya bagi hubungan antara penentu lain ciri-ciri pempengaruh media sosial (daya 

tarikan, kebolehpercayaan, dan homofili) dengan penggunaan maklumat dan niat 

pembelian. Penyelidikan membuktikan bahawa kebolehpercayaan maklumat merupakan 

salah satu faktor yang mempengaruhi hubungan antara penentu ciri-ciri pempengaruh 

media sosial dengan penggunaan maklumat pengguna dan niat pembelian. Penemuan ini 

boleh dimanfaatkan oleh pengamal pemasaran sebagai garis panduan untuk menjalinkan 

hubungan dengan pempengaruh media sosial. Untuk kajian akan datang, model konsep 

boleh dikembangkan melalui pengubahsuaian atau kemasukan konstruk baharu. Tambahan 

pula, mengkaji pengaruh pengaruh media sosial terhadap penerimaan maklumat dan niat 

membeli dalam kedua-dua jantina dengan melihat pengaruh ke atas lelaki dan wanita boleh 

mengukur keberkesanan model merentas pelbagai konteks. 

Kata kunci: Penerimaan maklumat, kridibiliti maklumat, niat membeli, pempengaruh 

media sosial, kandungan janaan penguna 
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CHAPTER 1  
 
 

INTRODUCTION 

1.1 Introduction 

The growing popularity of the internet has promoted user generated content to be a 

resource for consumers that are seeking product information. User generated content 

includes consumers’ feedback in which consumers share their experiences on the internet 

and those experiences are made available to others, including potential buyers, to read and 

learn from (Bahtar & Muda, 2016). Due to the rise of social media, consumers have begun 

to utilise social media sites as a means of exchanging information (Dimitriu & Guesalaga, 

2017). YouTube is one of the popular platforms frequented by consumers to find product 

information before making purchasing decisions due to the vast amount of user-generated 

content uploaded there (Yüksel, 2016). However, misleading and inaccurate information 

affects consumers’ adoption of information, driving them to scrutinise the credibility of the 

information they receive (Jiang et al., 2021). Credible information will boost consumers’ 

confidence to adopt user-generated content, such as product review videos or postings, as a 

source of information to guide their purchase decisions (Rahim et al., 2015). The credibility 

of the information provided by social media influencers is significantly higher than the 

information provided by celebrity endorsers (Schouten et al., 2020). However, despite the 

growing interest in influencer marketing, relatively few studies have examined the overall 

impact of influencers on consumer behaviour (Pick, 2020). As a result, the purpose of this 

study is to investigate the ways in which credible information provided by social media 

influencers on YouTube, more specifically beauty influencers, affect the consumers' 

adoption of information and their intention to make purchases. 
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1.2 Background of Study 

Nowadays, consumers are willing to adopt new technologies and include such 

technologies as part of their daily activities. The internet is a widely used medium that 

provides access to a broad range of information and data sources framed from a variety of 

viewpoints (Keshavarz, 2020). Thus, due to the advancement of technology and the 

widespread use of the internet, consumers are being exposed to excessive information about 

the products and services available in the marketplace. The internet has facilitated 

conversations among consumers, allowing them to share information easily with a large 

audience within a short time period. Hence, marketing managers seem to have gained an 

unparalleled opportunity to obtain market knowledge since customers have become actively 

involved in discussing their purchasing experiences online (Erevelles et al., 2016). 

Consumers frequently leave their digital footprints in virtual environments, indicating their 

perceptions of products or services as well as personal experiences and evaluations of 

companies’ overall performance (Vander Shee et al., 2020). Consequently, information flow 

has evolved from a one-way communication process to an interactive one in which users 

share and obtain information from various online platforms (Dahl et al., 2019). Consumers’ 

experiences that are not paid for or manipulated by businesses are called user-generated 

content. This user-generated content can be provided online or offline, and it does not have 

to come from an organisation (Kaplan & Haenlein, 2010). User-generated content relating 

to brands is popular on social media due to consumers creating and sharing their own content 

to communicate their thoughts and feelings, to amuse themselves, to learn something new, 

or to interact socially with others (Davcik et al., 2022). In this respect, influencer marketing 

is an interactive technique on social media that encourages customers to create their own 

content (Ghosh, 2021). 
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Influencer marketing has been growing in popularity over the years. The influencer 

marketing industry was estimated to have a value of $6.5 billion in 2019 and more than 

100,000 influencers worldwide (Yıldırım, 2021). Social media influencers are engaged by 

approximately 80% of marketers worldwide to attract customers’ attention to their 

businesses and to spread words about those businesses (Dinh & Lee, 2021). Internet users 

who have amassed a high number of followers as a result of their content creation and sharing 

activities across social media platforms are known as social media influencers (Yuan & Lou, 

2020). The growing popularity of social networking platforms has increased the importance 

of customer engagement and communication exponentially (Dinh & Lee, 2021). Social 

networking platforms have changed the way users communicate and share information over 

the web. The internet and social media platforms are the most popular resources for 

consumers that are seeking information about particular products or services (Dedeoglu, 

2019). Consumers’ interaction with products or services is evolving as a result of social 

media influencers establishing themselves as personable and approachable experts on social 

media platforms. The number of social media influencers is increasing in recent years, and 

this trend has a significant effect on consumer behaviour (Dinh & Lee, 2021). The online 

reviews that customers leave for each other could be a good source of user-generated content 

(Fang et al., 2016). Consumers engage in electronic word of mouth to reduce uncertainty 

and risk when purchasing new products or services by finding useful information regarding 

a preferred product before making a purchase decision (Daugherty & Hoffman, 2014). The 

rapid growth of the sources of online product reviews has eventually made it challenging for 

customers to find reliable reviews (Hlee et al., 2019).  

Due to the rapid growth of information technology, the information produced as a 

result of user participation in an online environment has evolved into an integral component 
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of the consumer decision-making process (Jiang et al., 2021). Social media influencers are 

valuable resources for obtaining facts and information about products and services. This type 

of information is valuable because it comes from an outside source that is not controlled by 

the company. Online marketing tools facilitate the growth of influencer marketing, which is 

primarily used by businesses to increase their brand awareness (Yıldırım, 2021). Information 

credibility is greatly increased when people learn from the information and incorporate it in 

their daily lives.  Information adoption also benefits from information credibility because it 

allows people to learn from such information and then influences their purchase decisions 

(Tien et al., 2018). Purchase intention is defined as a consumer’s interest in a product 

combined with the likelihood of that consumer actually purchasing the product (Dabbous & 

Barakat, 2020). Social networking platforms have received greater attention from marketers 

who intend to take advantage of the possibilities to influence consumers’ purchase intentions 

(Weismueller et al., 2020). Consumers are more likely to pay attention to the information 

shared by influencers because the influencers have first-hand knowledge of the product or 

service that the consumers are considering to purchase. The credibility of a social media 

influencer also influences consumers’ information adoption (Daowd et al., 2020; Tien et al., 

2018) and purchase intention (Sokolova & Kefi, 2020). Furthermore, information credibility 

may have a positive influence on the relationship between information adoption and 

purchase intention. Therefore, it is important for marketers to identify this influence. 

 

1.2.1 Malaysia Scenario 

The rapid growth of information technology has significantly changed the ways in 

which digital communications are carried out. Together with the drive of globalisation, the 
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fast-moving online technology developments of the 21st century are likely to change the 

fundamentals of online marketing. Today, people can access the internet not only from their 

own desktops but also from other devices, such as their smartphones and tablets, resulting 

in the rapid growth of internet users worldwide. Hence, the usage of the internet and social 

media platforms as a source of information has grown in importance (Dedeoglu, 2019).   

The Internet Users Survey 2020 conducted by Malaysia Communications and 

Multimedia Commission (MCMC) divided Malaysian internet users into three categories 

based on the number of hours spent using the internet daily. The first category comprised 

50% of the respondents who were regular users, spending 5 to 12 hours a day on the internet. 

The second category consisted of 26% of the respondents who were mild users, spending 

fewer than 4 hours a day on the internet. The final category, represented by 21% of the 

respondents, were heavy users who spent more than 12 hours a day on the internet. Details 

on the amount of time Malaysians spend on the internet daily are illustrated in Figure 1.1.  

 

 

 

 

 

 

Figure 1.1: Duration of Malaysian Spend on the Internet Daily (Malaysian 
Communications and Multimedia Commission [MCMC], 2020) 
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Today, social engagement among internet users continues to flourish. About 98.1% 

of Malaysian internet users used the internet to send texts through messaging networks. 

Social networking has become an important tool in connecting people, with 93.3% of the 

survey respondents were found to visit social networking sites. Based on the report by 

MCMC, 74.3% of Malaysian internet users used the internet to search for information and 

to watch videos online. The top five online activities carried out by Malaysian users are 

depicted in Figure 1.2. 

 

 

 

 

 

 

 

 

Figure 1.2: Malaysian Online Activities (MCMC, 2020) 
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internet/VoIP (77.4%), and downloading software or apps (77.1%). Figure 1.3 portrays a 

summary of the internet activities carried out by individuals in Malaysia. 

 

Figure 1.3: Internet Activities by Individuals (Department of Statistics Malaysia, 2020) 

 

MCMC’s Internet Users Survey 2020 was carried out during the COVID-19 

pandemic, which was a time when a considerable number of activities moved online. Hence, 

it was anticipated that the rates of change in internet user behaviours and patterns would 

quicken in tandem with the pandemic’s increased propensity, which forced society as a 

whole to adopt technology and the digital transformation. 

The impact of user-generated content on consumers’ decision-making has attracted 

the attention of many researchers for a long time (Cheong & Morrison, 2008). User-

generated content refers to the material created by users and uploaded on the internet that 
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User-generated content can be regarded as the electronic form of word of mouth, which 

works very much like the traditional form of word of mouth (Manap, 2013) except that the 

information is generally circulated through social media platforms such as Facebook, 

Twitter, YouTube, and Instagram. In line with the growing variety of products and services 

available in the market, information about products and services can be accessed through an 

increasing variety of channels (Dedeoglu, 2019).  

The above data shows that the increasing popularity of the internet and the growth of 

social media platforms have resulted in a steady shift in consumer habits, with individuals 

becoming increasingly interested in obtaining information on products and services from the 

internet. Social media platforms offer an unrestricted digital environment for individuals to 

create and communicate with large audiences (Kim & Kim, 2022). Female social media 

users usually create and share self-generated content on topics such as beauty, fashion, food 

and fitness, and they are able to gain a large number of followers on social media (Lin et al., 

2018). They are called influencers, and they gain popularity on social media platforms by 

successfully presenting themselves as experts on specific topics (Khamis et al., 2017). 

Consumers in Malaysia prefer to acquire information from social media influencers, relying 

more on the recommendations made by the influencers than on the information provided on 

company websites (Khan & Phung, 2021). Cosmetic Industry 

Cosmetics refer to any of a variety of preparations (with the exception of soap) which 

are used on the human body to enhance, preserve, or change the appearance or to cleanse, 

colour, condition, and protect the hair, skin, lips, nails, eyes, and teeth (Brittanica, 2021). 

Cosmetics usage in the daily life is growing increasingly popular among individuals, 

particularly women and teenagers (Krishnan et al., 2017).  
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A change in consumer behaviour is one of the primary drivers of the thriving 

cosmetics sector. In recent years, the cosmetics industry worldwide has been growing and 

expanding. Technological advancement, through the use of social media, has played an 

immense role in influencing consumers’ purchase decisions, resulting in a more innovative 

and dynamic cosmetics industry. The cosmetics business has long been one of the world’s 

most successful industries globally. This industry is considered to be one of the most 

important industries not only because of its contribution to the global gross domestic product 

(GDP) but also due to its ability to influence everyone’s social life (Hadi et al., 2020). The 

cosmetics and toiletries industry in Malaysia is anticipated to experience faster growth in the 

future (Hassali et al., 2015). In fact, the cosmetics industry is regarded as a highly profitable 

market in this country (Chekima et al., 2020). Due to the constant expansion of the cosmetic 

industry in Malaysia, the field has gained interest from consumers and manufacturers alike 

(Ali et al., 2019). As consumers become more conscious of new products, beauty video 

blogging seems to gain influence on the cosmetics industry. Hence, research needs to be 

conducted on consumers’ expenditure and purchase of cosmetics in Malaysia due to the 

tendency for their behaviour to change over time (Hassali et al., 2015).  

 

1.2.2 Cosmetic Industry 

Cosmetics refer to any of a variety of preparations (with the exception of soap) which 

are used on the human body to enhance, preserve, or change the appearance or to cleanse, 

colour, condition, and protect the hair, skin, lips, nails, eyes, and teeth (Brittanica, 2021). 

Cosmetics usage in the daily life is growing increasingly popular among individuals, 

particularly women and teenagers (Krishnan et al., 2017).  
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A change in consumer behaviour is one of the primary drivers of the thriving 

cosmetics sector. In recent years, the cosmetics industry worldwide has been growing and 

expanding. Technological advancement, through the use of social media, has played an 

immense role in influencing consumers’ purchase decisions, resulting in a more innovative 

and dynamic cosmetics industry. The cosmetics business has long been one of the world’s 

most successful industries globally. This industry is considered to be one of the most 

important industries not only because of its contribution to the global gross domestic product 

(GDP) but also due to its ability to influence everyone’s social life (Hadi et al., 2020).  

The cosmetics and toiletries industry in Malaysia is anticipated to experience faster 

growth in the future (Hassali et al., 2015). In fact, the cosmetics industry is regarded as a 

highly profitable market in this country (Chekima et al., 2020). Due to the constant 

expansion of the cosmetic industry in Malaysia, the field has gained interest from consumers 

and manufacturers alike (Ali et al., 2019). As consumers become more conscious of new 

products, beauty video blogging seems to gain influence on the cosmetics industry. Hence, 

research needs to be conducted on consumers’ expenditure and purchase of cosmetics in 

Malaysia due to the tendency for their behaviour to change over time (Hassali et al., 2015). 

 

1.2.3 YouTube Beauty Influencer 

Nowadays, user-generated videos created by beauty influencers are a new sensation 

on YouTube and are very popular with women. Beauty influencer use such videos to share 

their views of a beauty product or to compare similar products from various brands (Afifah, 

2019). Beauty influencer is a term that primarily refers to an aesthetic expert who teaches 

others about various issues related to enhancement and beauty practices (Tran et al., 2020). 
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Customers’ interest in watching videos online is becoming more intense, and 

YouTube has risen quickly to become the preferred social media platform among beauty 

influencers (Dankwa, 2021). The usage of YouTube is projected to grow substantially in 

Malaysia, increasing from 48.3% in the year 2018 to 80.6% in 2020. As depicted in Figure 

1.4, the number of beauty videos viewed on YouTube yearly is increasing year by year, with 

the total number of views predicted to reach 169 billion by the end of 2018 (Pixability, 2018). 

This scenario not only demonstrates that there is an increasing number of beauty videos 

available on YouTube but also indicates that these videos are growing in popularity among 

viewers (Sun, 2021). 

 

 

 

 

 

 

 

 

Figure 1.4: Numbers of Beauty Videos Viewed on YouTube 
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to indicate that viewers are becoming more comfortable in watching the videos generated by 

beauty influencers. 

 

 

 

 

 

 
 
 

 

 

Figure 1.5: The Distribution of Views for Beauty Videos on YouTube 
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increasingly common marketing trend in Malaysia (Lokithasan et al., 2019). If subscribers 

believe that they and a beauty influencer have something in common, they will want to 

continue watching the influencer’s videos and comments on the influencer’s YouTube 

channel (Purnamaningsih & Rizkalla, 2020). Today, companies have begun to understand 

that user-generated content created by the beauty influencers will be the next big trend in 

terms of marketing and advertising tools to increase brand awareness (Lokithasan et al., 

2019). 
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1.3 Problem Statement 

In today's society, especially among women, the use of cosmetics is seen as a 

necessity rather than a purely esthetic choice (Eze et al., 2012). Due to factors such as the 

increasing number of working women, urbanization, and increasing self-confidence, the 

cosmetics industry in Malaysia has continued to experience optimistic growth in recent years 

(Nik Mud et al., 2020). The videos created by beauty vloggers and posted on YouTube are 

a new phenomenon that has gained popularity among women, as previous studies have 

shown (Afifah, 2019). The purpose of this study is to analyse the shifting dynamics of 

consumer behaviour in the context of the internet and social media platforms, with a 

particular emphasis on YouTube as a platform for beauty influencers to share their reviews 

on cosmetic products. Users prefer watching videos on social media platforms such as 

YouTube to reading (Chen & Dermawan, 2020). Unlike other social media platforms that 

rely on text and static image content, YouTube offers dynamic video images that narrate a 

complete story. Therefore, YouTube is an excellent platform for consumers to discuss their 

product purchase and usage experiences with other YouTube viewers (Muda & Khan, 2020). 

Even though video blogging is a relatively new trend in user-generated product reviews, a 

study on beauty influencers on YouTube can serve multiple objectives and provide 

significant insights into a variety of areas of the beauty industry as well as the process of 

creating content for the internet. This study aims to explore the preference shift from text-

based and static image content to dynamic video narratives as consumer preferences are 

reshaped by the development of social media platforms and the increasing popularity of the 

influencers. 

Understanding the credibility of information shared by influencers has become 

crucial in the modern digital age, when social media platforms are crucial to consumer 
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behaviour. It is imperative for marketers to determine the information credibility variable as 

it can help them present information in a way that makes businesses seem more trustworthy 

(Ghaisani et al., 2018). However, despite its importance, a limited number of studies have 

been conducted to evaluate the factors influencing the credibility of information shared on 

social media (Li & Suh, 2015; Lis, 2013; Sheldon & Bryant, 2016). Several studies on the 

effect of social media influencers have been done in different contexts in Malaysia, such as 

the impact of social media influencers on consumer behaviour (Khan & Phung, 2021), the 

effect of social media influencers on  consumer attitude (Chekima et al., 2020), the effect of 

trustworthiness and style of promotion on purchase intention (Lokithasan et al., 2019), the 

effect of attitude towards user-generated content on purchase intention (Muda & Hamzah, 

2021; Muda & Khan, 2020), the effect of consumer attitude on purchase intention (Lim et 

al., 2017), the influence of trust on purchase intention (Hassan et al., 2021), and the effect of 

social media influencers’ characteristics on purchase intention (Abdullah et al., 2020), the 

influence of influencers’ expertise, attractiveness and trustworthiness on purchase intention 

(Koay et al., 2021). Further, only a few studies have been conducted on Malaysian beauty 

influencers (Chin, 2019). In the absence of a comprehensive framework covering the 

determinants of the credibility of information shared by beauty influencers, this study aimed 

to bridge the gap by examining these factors, coining them as influencer attributes. 

In the social media age, the credibility of information spread by influencers is crucial 

in influencing users' choices, especially when those choices depend on user evaluation of the 

information provided. Increasing the credibility of the source will also increase the 

effectiveness of the message (Lou & Yuan, 2019). Businesses must have an understanding 

of the relevant factors affecting the information adoption processes of potential customers, 

as this understanding enables businesses to make optimal use of these factors in promoting 



15 

their goods or services (Wang, 2016). Customers’ behaviour towards the adoption of online 

information when evaluating the benefits of a service or product is a crucial factor to consider 

(Hussain et al., 2018). Apart from that, the credibility of a piece of information is an 

important factor in promoting its adoption (Hajli, 2018; Lis, 2013). Previous research on the 

impact of information credibility on information adoption has concentrated mostly on 

electronic word of mouth, including consumer reviews on social networking sites (Daowd 

et al., 2020; Fang, 2014; Sardar et al., 2021; Tien et al., 2018), online review platforms (Jiang 

et al., 2021), and online community websites (Intansari & Roostika, 2022; Lis, 2013). 

However, compared to customer reviews, the message from an influencer is more likely to 

be seen by a large number of people because the influencer has a significant number of 

followers (Dwidienawati et al., 2020). In light of this, the purpose of this study is to 

investigate the influence of social media influencers’ information credibility on consumers’ 

information adoption. 

From the standpoint of interactive marketing, the environment is evolving rapidly, 

moving away from company-focused marketing communications to consumer-centric 

collaborative exchanges and interactions (Muda & Hamzah, 2021). Even though anyone can 

share their video blogging, only selected users can significantly impact the majority of 

viewers’ intentions (Le & Hancer, 2021). User-generated product review videos from 

influencers should be considered a credible source of information that positively influences 

consumer behaviour (Bahtar & Muda, 2016). Additionally, credible information will boost 

consumers’ confidence to rely on user-generated reviews in making their purchase decisions 

(Rahim et al., 2015). In the context of influencers and purchasing behaviour, there is a direct 

relationship between influencers and purchase intention (Kim & Choi, 2018). Furthermore, 

concerning consumers’ attitudes towards user-generated content on YouTube and purchase 
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intention, perceived source credibility has a positive relationship with both of these variables 

(Muda & Hamzah, 2021). However, there is a dearth of research focusing on how 

information credibility affects the intention of consumers to purchase a good or service 

(Daowd et al., 2020). Therefore, more reliable study models are needed to improve one’s 

understanding of the impact of influencer information credibility on consumers’ purchasing 

behaviours. 

Consumers’ attitudes toward information must also be considered when investigating 

their purchase intentions (Erkan & Evans, 2016; Knoll, 2015). A key determinant of 

consumer decisions is likely to be the adoption of information found in online customer 

reviews (Elwalda et al., 2016). The relationship between consumers’ adoption of the 

information shared on social media and their purchase intentions remains uncertain due to 

limited studies (Tien et al., 2018). The influence of information adoption on purchase 

attention has received attention recently. However, previous research mostly concentrated 

on electronic word of mouth (Abedi et al., 2020; Daowd et al., 2020; Erkan & Evans, 2016; 

Intansari & Roostika, 2022; Khwaja et al., 2020; Leong et al., 2021). In light of this, this 

study aims to investigate the relationship between consumers’ information adoption and 

purchase intention by focusing on the information provided by beauty influencers. 

In the fast-transforming environment of influencer marketing, there exist wide 

uncharted study areas with substantial potential for growth. Previous research has 

emphasized the importance of credible information in fostering customer adoption and 

directing their purchasing decisions. While the proliferation of beauty influencers endorsing 

products and services is apparent, there is a significant knowledge gap regarding the intrinsic 

value of these influencers in the Malaysian context, particularly in terms of their credibility's 
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efficacy in cosmetic product advertisements, product information dissemination, and 

purchase intentions (Chekima et al., 2020). Despite a growing body of research, research up 

to now has been almost entirely concerned with the relationship between information 

credibility with information adoption (Chih et al., 2020; Daowd et al., 2020; Hajli, 2018; 

Lis, 2013; Tien et al., 2018), and purchase intentions (Hui, 2017; Pick, 2020; Sokolova & 

Kefi, 2020) being studied separately. Therefore, this study aims to overcome this gap by 

performing an in-depth and comprehensive investigation of the impact of information 

credibility on information adoption and purchase intention. Furthermore, uncover the 

insightful dynamics underlying consumers' perceptions of the credibility of influencer-

driven information, its subsequent incorporation into their decision-making processes, and 

the ultimate manifestation of these interactions in shaping purchase intentions through an 

integrated evaluation. 

 

1.4 Research Objectives 

The general objective of this study to determine whether the influencer attributes 

influence information credibility, thus has a significant impact on consumers’ information 

adoption and purchase intention towards cosmetic products in Malaysia. This general 

objective can be accomplished by pursuing the following specific objectives: 

i. To determine the relationship between influencers’ attributes and information 

credibility; 

ii. To determine the relationship between information credibility and 

information adoption; 
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iii. To determine the relationship between information credibility and purchase 

intention; 

iv. To determine the relationship between information adoption and purchase 

intention; 

v. To determine the mediating effect of information credibility on the 

relationship between influencers’ attributes and information adoption; and 

vi. To determine the mediating effect of information credibility on the 

relationship between influencers’ attributes and purchase intention. 

 

1.5 Research Questions 

The research questions are aligned with the research objectives. Thus, this study 

addressed the following research questions: 

i. What is the relationship between influencers’ attributes and information 

credibility? 

ii. What is the relationship between information credibility and information 

adoption? 

iii. What is the relationship between information credibility and purchase 

intention? 

iv. What is the relationship between information adoption and purchase 

intention? 

v. Does information credibility mediate the relationship between influencers’ 

attributes and information adoption? 

vi. Does information credibility mediate the relationship between influencers’ 

attributes and purchase intention? 
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1.6 Significance of Study 

In order for Cosmetic companies to get a competitive advantage in this extremely 

competitive industry, cosmetic marketers should seriously examine the possibility of using 

beauty influencers who have credibility sources. Companies that are interested in utilising 

social media as a part of their marketing strategies will need to carefully identify the 

influencers that have high reputation scores on social media platforms such as YouTube 

(Muda & Hamzah, 2021). The findings of this study contribute to the growing body of 

knowledge on social media marketing by establishing the important links between the 

credibility of beauty influencers, information adoption, and purchase intentions among 

female customers.  

Researchers and businesses can gain a better understanding of customer preferences, 

behaviour, and trends relating to beauty products and routines by researching and analysing 

beauty influencers on YouTube. These details can serve as a roadmap for the creation of new 

products, marketing strategies, and digital marketing initiatives. Consumer engagement 

increases when a product or service is endorsed by social media influencers, making such 

endorsement a valuable marketing tool. Hence, it is imperative for marketers and social 

media influencers to be aware of how followers interpret the information found in user-

generated content as credible information. There is a notable rise in interest in using social 

media influencers in marketing campaigns across all industries (AlFarraj et al., 2021). Given 

that user-generated content has proven to be more common and successful than professional 

advertising, marketers must obtain an understanding of the aspects that determine the 

credibility of the information shared on social media (Lipizzi et al., 2015; Welbourne & 

Grant, 2016).  
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There is a need to develop a model that identifies the determinants of influencers’ 

attributes, which influence the credibility of the information shared by social media 

influencers, and further identifies the relationships between information credibility and 

information adoption and purchase intention. In addition, the results contribute to research 

on the roles of information credibility in mediating the relationships between expertise, 

attractiveness, trustworthiness, homophily, and information quality as influencers’ attributes 

and information adoption and purchase intention. In this study, a conceptual framework was 

developed to examine the impact of influencers’ attributes on information credibility 

concerning user-generated content created by beauty influencers which influences 

consumers’ information adoption and purchase intention of cosmetic products in Malaysia. 

This study is hoped to provide a clearer picture to marketers regarding the factors influencing 

information credibility that lead to consumers adopting the information, particularly the 

direct impact of the information generated by beauty influencers on YouTube on Malaysian 

consumers’ purchase intentions.  

 

1.7 Scope of the Study 

This study attempts to determine whether the influencer attributes influence 

information credibility and thus significantly impact consumers’ information adoption and 

purchase intention towards cosmetic products in Malaysia. The scope of the study is limited 

to Women consumers aged from 18 to 56 years old in Malaysia who were internet users and 

who had experience in using YouTube as a source of information regarding cosmetic 

products. 
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As a result, study was carried out to build the conceptual model by integrating the 

source credibility model, the information adoption model, and the stimulus organism 

response model to support and guide the development of this study. The distribution of 

questionnaire was through the internet, where questionnaire was distributed using social 

media, including WhatsApp and Telegram application. Data were collected in 3 months from 

February 2022 until May 2022. 

 

1.8 Definition of Key Terms 

This study uses several significant terms, all of which need to be understood with 

regard to their definitions, meaning, and overall concept. The frequently used terms are as 

follows: 

 Social Media Influencer 

A social media user who frequently shares their own material on subjects like beauty, 

fashion, food, and fitness and has a large number of followers on social media where 

they gain popularity by successfully positioning themselves as an expert on a certain area 

on social media platforms is known as a social media influencer (Khamis et al., 2017). 

 

 Expertise 

Expertise is the extent to which a social media influencer is seen as possessing the 

required knowledge, experience, or skills to promote a specific product (Ki et al., 2020; 

Van der Waldt et al., 2009). 
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 Attractiveness 

Attractiveness refers to the external physical appearance of a person in which the person 

is considered as classy, sexy, or elegant (Amos et al., 2008; Ohanian, 1990). An 

influencer’s attractiveness is closely tied to their physical attributes and characteristics, 

such as knowledge, beauty, and health, as well as their psychographic traits (Onu et al., 

2019). 

 

 Trustworthiness 

Trustworthiness refers to the extent to which a follower has trust in the reliability of a 

social media influencer, as the sincerity, reliability, and trustworthiness of the social 

media influencer can be observed (Lou & Kim, 2019). 

 

 Homophily 

Homophily is the term for people in a large network of relationships who are comparable 

to one another in terms of age, gender, education, and income. Homophily is directly 

related to the significance that people place on relationships and conversation (Saleem 

& Ellahi, 2017). 

 

 Information Quality 

Information quality refers to consumers’ subjective evaluation of whether or not the 

features of a piece of information fit their own requirements and suit the purpose for 

which the information was created (Jiang et al., 2021). 
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 Information Credibility 

Information credibility is mainly concerned with customers’ perceptions of the quality 

of information on social media websites and the degree of trust that can be derived from 

a reputational perspective (Song et al., 2021). 

 

 Information Adoption 

It is defined as the extent to which the recipients of information establish the intention 

of adopting the opinions of the information they received during the information transfer 

process (Luo et al., 2019; Sussman & Siegal, 2003). 

 

 Purchase Intention 

Purchase intention is defined as a conscious plan by consumers to acquire a product 

following an individual process and the use of both evaluative and normative judgements 

(Visentin et al., 2019). 

 

 

1.9 Organisation of Chapters 

Chapter 1 provides a detailed overview of the background of the study. The factors 

influencing the credibility of information shared by social media influencers, consumers’ 

information adoption, and consumers’ purchase intentions are examined before discussing 

the problem statement. This chapter also sets out the research questions examined in this 

study in order to meet the research objectives. Lastly, this chapter includes a general 

summary of each chapter of this thesis. 
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Chapter 2 initially discussed a detailed review and insight into the concepts of social 

media influencers to the readers. This chapter generally describes the evolution of word-of-

mouth marketing to electronic word-of-mouth, user-generated content, and finally influencer 

marketing. One of the objectives of this study is to develop knowledge regarding the 

influence of influencers’ attributes on information credibility, which acts as the antecedents 

that influence consumers’ information adoption and purchase intention. Furthermore, 

conceptual background and hypotheses development are presented in this chapter. 

Further chapter 3 summarises the methodology adopted in this study. It starts with 

an explanation of the research design and the data collection method employed. Then, the 

sampling design is reviewed, followed by an elaboration of the research instrument and the 

construct measurements used for the questionnaire. The data processing methods to improve 

and reduce errors in the survey instruments are also discussed. Finally, the data analysis 

methods are examined to ensure that the validity and reliability of the structural models are 

well-explained. The approach sets out the guidelines for data collection and data analysis.  

The data analysis is presented in this chapter 4. First, the chapter explains the 

respondents’ demographics and the questionnaire data analysis. The data analysis entails 

four steps. The first stage focuses on missing values, outliers, normality, and construct 

descriptions. In the second stage, the field study report elaborates on the survey participants’ 

demographics. Then, the proposed model is analysed using structural equation modelling 

(SEM) to assess its fitness indices, unidimensionality, reliability, validity, and common 

method variance. The study’s hypotheses are tested in the concluding stages. 

This final chapter provides a detailed explanation of the overall statistical outcomes 

by focusing on the research findings against each research objective proposed in Chapter 1. 

Further, the contributions and limitations of the study are reviewed. Finally, the directions 
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for future research are presented in this chapter. The overall structure of this thesis is 

illustrated below in Figure 1.6. 
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CHAPTER 2  
 
 

LITERATURE REVIEW  

2.1 Introduction 

The discussion in the previous chapter provided an overview of the research 

phenomenon and research requirements for this study. The discussion in this chapter is 

divided into two sections. The first section contributes to the understanding of electronic 

word of mouth, in particular user-generated generated content that influences 

consumers’ purchase intention. The following section continues with an explanation and 

illustration of the proposed hypotheses that were developed to achieve the objectives of 

this study. It begins with a set of factors as antecedents to influencers’ attributes that 

influence information credibility. For this study, five constructs were considered as the 

components of the central route of this study, namely expertise, attractiveness, 

trustworthiness, homophily, and information quality. These constructs are expected to 

help improve the understanding of the factors influencing the credibility of information 

shared by social media influencers. Moreover, as an extension of the study, information 

credibility was used as a mediating factor in examining the relationship between 

influencers’ attributes with information adoption and purchase intention. Following the 

discussion of the development of hypotheses, the proposed conceptual framework is 

presented. This framework is constructed on the basis of the conceptual relations derived 

from the hypothesised relationships among a number of constructs. Finally, a summary 

of the whole discussion is presented to conclude this chapter.  
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2.2 Concept of Word of Mouth, Electronic Word of Mouth and User Generated 
Content 

The discussion presented in the previous chapter outlined the research phenomenon 

and research needs of this study. It also justified the investigation of the roles of user-

generated content created by beauty influencers as a part of electronic word of mouth in 

influencing consumers’ information adoption and developing consumers’ intention to 

purchase by explaining the relationships between influencers’ attributes and information 

credibility. 

 

2.2.1 Word of Mouth 

Most consumers search for reviews and information online before purchasing a 

product or service, and the majority of consumers believe in brand recommendations from 

their friends. The process of exchanging thoughts and opinions among consumers about a 

product or service through oral communication is known as word of mouth. Word of mouth 

is defined as a social process involving consumers who belong to the same group and 

influence one another’s interests, preferences, and decisions regarding a specific brand of 

product or service (Libai et al., 2010). Consumers can engage in as many as 120 

conversations related to word of mouth per week (Keller, 2007). This shows that consumers 

are most likely to share their experiences involving products and services and exchange 

information with others during face-to-face conversations. Jelačić et al. (2010) also found 

that consumers often share information regarding products or services with others. 

Word of mouth has become an interesting research topic among marketing 

practitioners and scholars (Berger, 2014) due to the possibility of using it as a marketing tool 
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to promote a particular product or service. Consumers with great experience in using a 

particular product or service will spread the positive review with others, indirectly attracting 

other potential consumers to purchase the product or service. Many researchers have studied 

word of mouth (Berger & Schwartz, 2011; De Angelis et al., 2012) due to the realisation of 

its importance as a marketing tool (Feldman & Lynch, 1988). 

When considering whether to purchase a new product or service, consumers often 

ask for advice from other consumers who have experience in using the same product or 

service. In fact, consumers who need detailed insights about a product or service tend to seek 

reviews from experienced consumers before making their purchase decisions. The 

inexperienced consumers may have some information or knowledge about the product or 

service, but they still need more detailed information regarding the product or service before 

making their purchase decisions. This increases the power of word of mouth (Keller, 2007), 

as most consumers prefer searching for information given by experts (Klucharev et al., 2008) 

and from those close to them such as family and friends (De Bruyn & Lilien, 2008). This is 

due to consumers’ perception of communication as a custom-tailored and credible source of 

information (Wirtz & Chew, 2002). 

Consumers tend to search for expert information when, for instance, making high-

investment decisions or when the decisions have long-term consequences. They usually turn 

to expert opinions or reviews in making challenging purchase decisions. Gathering 

information and reviews from family or friends is mostly done through word of mouth when 

the decision-making involves short- to medium-term consequences or when the investments 

in the products or services involve only small amounts. Consumers tend to trust strong family 

and friend ties when making this type of purchase decisions. In other words, the sender’s 
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intention in providing the information needed by the receiver is an important factor for word 

of mouth to be accepted (Romani, 2006). There are different types of motivation that might 

influence consumers to share information with others (Hennig-Thurau et al., 2004). When 

word of mouth information becomes more influential, consumers really need detailed 

information to reduce any potential risks before making any purchase. 

Marketers have identified word of mouth as a highly credible source of marketing 

information (Hung & Li, 2007). Additionally, consumers trust their friends and those with 

strong ties to them, such as their family members. When information regarding a product or 

service is spread by these group of people, most consumers rely on this information before 

making any purchasing decision. Previous studies have found that word of mouth influences 

the decision to purchase a product or service (O’Reilly & Marx, 2011) and the decision to 

choose the brand to purchase (Hung & Li, 2007). Word of mouth also influences consumers’ 

perception of a product or service (Sweeney et al., 2012). It has become a decision-influencer 

as consumers trust the product or service reviews shared by their friends or other consumers, 

thus influencing them to switch to a different service or brand (Wangenheim & Bayón, 

2004). Consumers’ satisfaction with a product or service plays a crucial role in influencing 

word of mouth (Brown et al., 2005; de Matos & Rossi, 2008). Such satisfaction is a result of 

whether their experience is in line or not with their expectation of the product or service. 

Consequently, positive word of mouth is identified as having a strong relationship with 

customer satisfaction (De Matos & Rossi, 2008). Moreover, negative word of mouth is 

believed to be more influential than positive word of mouth (Chevalier & Mayzlin, 2006). 

Therefore, word of mouth is an interesting subject to be studied by marketing 

practitioners and academics due to the potential of using it as a marketing tool for product 
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promotion. Consumers often seek advice from other consumers who have experience when 

considering whether to purchase a new product or service. This is because communication 

is perceived by customers as a customised and credible source of tailored information. 

Consumers tend to search for expert data, for example, when making high-value investment 

decisions. Since consumers trust the product or service reviews shared by their friends or 

other customers, word of mouth has taken a central role in their decision-making. 

Consumers’ satisfaction with a product or service is an important factor affecting word of 

mouth. 

 

2.2.2 Electronic Word of Mouth as a Form of Word of Mouth 

Electronic word of mouth is defined as the practice by individuals in sharing 

information about a particular product or service over the internet (Zinko et al., 2021). It 

occurs when current or previous customers make negative or positive statements about a 

product, service, or company on the internet to inform or to send messages to the public 

(Hennig-Thurau et al., 2004). Electronic word of mouth is enriched by customers’ feedback 

and opinions about a particular product or service (Donthu et al., 2021). Consumers’ 

experience with a product that has been shared online, whether positive or negative, will 

directly affect future consumers’ purchase decisions. Besides making positive and negative 

statements about a product, consumers can have casual communication regarding the 

product through electronic word of mouth. They can share and convey their personal 

emotions and feelings on various social media sites, such as Facebook through likes, 

comments, and sharing, or YouTube through likes and dislikes (Chang et al., 2015; de Vries 

et al., 2012). Information about a product, service, or company is posted in these social media 

sites by consumers who are in the process of making purchase decisions, and they will seek 
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more detailed information from previous consumers regarding the product. This is where 

informal communication occurs through social media sites between previous consumers and 

potential consumers regarding purchase decisions. 

Consumers’ attitudes and their behaviours can be influenced by electronic word of 

mouth (Reimer & Benkenstein, 2016). Electronic word of mouth plays an important role in 

affecting consumers’ purchase decisions or influencing the consumers to either purchase or 

go against the product, service, or company (Abubakar et al., 2016). Electronic word of 

mouth is considered to have convincing power as this type of communication is more reliable 

and regarded as honest and truthful by consumers. Furthermore, the growth of the internet 

has enabled electronic word of mouth to widen its reach and its indication to customers and 

companies through the creation of online forums, social media, and communities (Malthouse 

et al., 2013). Electronic word of mouth occurs in various online channels for this purpose, 

such as discussion forums, product reviews, social networking sites, and emails. An online 

review platform enables customers who have had a favourable or an unfavourable 

experience with a product or service to share their thoughts, recommendations, and even 

images and videos to back up their comments (Zinko et al., 2021). Consumers communicate 

with each other through various online channels such as social media platforms, discussion 

forums, and consumer review sites, where they share their experiences in using a specific 

product or service. In the present day, electronic word of mouth is seen as an advancement 

and expansion of traditional word of mouth communication, where the interpersonal 

communication that occurs directly in person has diversified into computer mediated word 

of mouth communication due to the creation of social media networks (Jeong & Koo, 2015). 
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The development of social media and mobile technology has allowed customers to 

share their thoughts and opine whether the service experiences they received are acceptable 

or unacceptable without facing any time-based constraints (Wilcox & Stephen, 2013). Apart 

from that, the present-day customer experience is often a result of online communication, 

which has become a crucial source for customers to gain experience regarding a product or 

service (Nusair et al., 2013). As such, online communication and electronic word of mouth 

have been enriched by communication channels that have altered the way customers access 

information and knowledge assimilated from consumer-centric communities (Chu & Kim, 

2011; Kim et al., 2018). The increased use of web-based technology has resulted in an 

increase in the spread of electronic word of mouth to the extent that electronic word of mouth 

communication has become too significant for any product or service company to ignore 

(Qahri-Saremi & Montazemi, 2019). 

In recent years, marketing studies have demonstrated that online customer reviews 

by sharing the information and expression of personal viewpoints have grown to become 

extremely strong communication tools (Nuseir, 2019). Researchers believe that social 

electronic word of mouth on numerous social networking platforms has a vital part in 

electronic word of mouth marketing apart from customers’ online reviews, which are 

evidently needed in order to be successful in electronic word of mouth (Hu, 2014). The 

development of web-based technology has increased the popularity of social networking 

sites, review sites, and blogs and improved customers’ ability to connect with one another 

in terms of speed and convenience (Qahri-Saremi & Montazemi, 2019). As a result, 

consumers who gather on the same social networking platform will gain product-related 

information that will influence their purchase decisions. In addition, the way online word of 

mouth is spread and utilised in this digital age has been altered by the increasing popularity 
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of social broadcasting networks such as Facebook and Twitter (Rui et al., 2013). Consumers 

use social networking sites to persuade their friends, acquaintances, and other consumers to 

look at their perspectives about a product or service, which will indirectly influence their 

networks’ decision-making.  

The information or message will be shared with or forwarded to other users to assist 

them in their purchasing-decision process (Hennig-Thurau et al., 2004; Pöyry et al., 2013). 

Electronic word of mouth greatly influences networks’ decision-making because consumers 

who interact via social networking websites are exposed to a vast amount of information, 

including diverse marketing messages and information posted by other users or consumers. 

Hence, in this digital age, consumers’ willingness to purchase products or services is greatly 

influenced by electronic word of mouth (Nuseir, 2019). 

 

2.2.3 User Generated Content as a Form of Electronic Word of Mouth 

There are three types of electronic word of mouth which are many to one, one to 

many, and many to many electronic words of mouth The persuasive aspect of many-to-one, 

which is a common kind of electronic word-of-mouth, is generally drawn from the collective 

trend that is suggested by overall evaluative information, while when it comes to one-to-

many interactions, in which users read reviews written by other users, the impact is 

dependent on the context and can be either positive or negative, depending on the user's 

motive and innovation is fostered by many-to-many collaborations that involve intensive 

social interactions among themselves (Weisfeld-Spolter et al., 2014). 
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There is extensive discussion regarding the use of user-generated content as a 

marketing tool (Mayrhofer et al., 2020). User-generated content is the same as electronic 

word of mouth, which works exactly like traditional word of mouth (Manap, 2013), except 

the information spreads through social media platforms such as Facebook, Twitter, 

YouTube, and Instagram. Conventional media or traditional media (such as television and 

magazines) is continuously being replaced by social media, which has become an essential 

platform for marketers to promote brands and products. Since the advent of the internet, the 

impact of online product reviews on consumers’ decision-making has attracted the attention 

of many researchers (Cheong & Morrison, 2008). Users produce and upload multimedia 

content, including their thoughts on brands and products, which they can then share with 

others (Sokolova & Kefi, 2020). User-generated content is a way for online users to express 

themselves by expressing their thoughts, opinions, and feedback on the products and services 

they have used or consumed (Bahtar & Muda, 2016). 

Social media and mobile technology allow customers to share their opinions and 

evaluate satisfactory and unsatisfactory service experiences without temporal or spatial 

restrictions (Al-Jabri & Sohail, 2012; Wilcox & Stephen, 2013). Contributors are mostly 

unpaid clients who endorse a brand, rather than the brand promoting itself. User-generated 

content refers to a variety of online information sources that can be developed, initiated, and 

shared for consumers to refer (De Costa & Abd Aziz, 2021). User-generated content may 

come in any form of material, and it typically comes in the form of images, videos, reviews, 

or testimonials on social media. The content is often posted on social media because the 

authors believe that the knowledge offered will assist others in making their purchase 

decisions (Bahtar & Muda, 2016). Social media websites seem similar in bringing people 

together; however, they have particular, characteristic features (Erkan, 2015). Facebook, 
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YouTube, and Twitter are the top three most visited social media websites (Alexa - Top Sites, 

n.d.), and these platforms are distinct from one another. Also, some researchers have 

classified these platforms into different categories, such as networking for Facebook, video-

sharing for YouTube, and microblog for Twitter (Kaplan & Haenlein, 2010). 

Customers face no limitations or restrictions in sharing and expressing their opinions 

based on their previous experiences with a particular product or service at any time or any 

place. The emergence of social media websites has altered the way people interact with each 

other (Wang & Lin, 2012). According to Kaplan and Haenlein (2010), social media is a 

group of internet-based applications that acknowledge the formation and exchange of user-

generated content. People form and preserve their friends network for the purpose of social 

or professional communication with the aid of social media (Trusov et al., 2009). People 

interact via social media to connect with not only family and friends but also professional 

organisations and customers. Social media is mostly used to educate one another about a 

specific product, service, brand, or even a social concern (De Costa & Abd Aziz, 2021). 

The usage of user-generated content is one of the most effective and sensitive digital 

marketing strategies available today, as the information spreads quickly, extensively, and 

successfully (Al-Rawabdeh et al., 2021). Social media marketing is associated with the 

utilisation of user-generated content (Hudson et al., 2016). Numerous studies have proven 

how social media is the most capable tool in affecting consumer behaviour and also the most 

frequently used tool to acquire information before, during, and after utilising a specific 

product or service (Daugherty & Hoffman, 2014; Yang, 2017). Furthermore, social 

networking sites are mostly used for informational purposes, especially by conscientious 

individuals. Communication is the most constructive and productive tool in altering 
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consumers’ attitude and behaviour towards a product or brand when social media is 

integrated with electronic word of mouth (Zhang et al., 2010). Consumers may use social 

media platforms to share information through electronic word of mouth, and these platforms 

have become strong tools (Ukpabi & Karjaluoto, 2018). Thus, their content will spread to 

the public when posted online or uploaded for the public to view. 

Consumer-generated content can potentially reach a larger number of people more 

quickly than traditional word of mouth (Litvin et al., 2018). The internet has broadened 

consumers’ alternatives for discovering information about products by allowing consumers 

to share their opinions and participate in user-generated content online (Al-Rawabdeh et al., 

2021). Consumers’ attitudes, preferences, and purchase decisions are increasingly being 

influenced by the information published on social media by other people (Sotiriadis, 2017).  

 

2.3 Influencer and User Generated Content 

Social media users are mostly female; they usually have a large number of followers 

and share self-generated content on social media regarding topics such as beauty, fashion, 

food, and fitness (Lin et al., 2018). This type of social media users are typically known as 

influencers, and they obtain popularity by successfully identifying themselves as experts on 

specific topics on social media platforms (Khamis et al., 2017). The rise of social media has 

made it easier for consumers to digest product information and feel comfortable in 

communicating with other consumers from around the world instantaneously. Influencer 

marketing has the potential to be a highly cost-effective marketing strategy by allowing 

companies to reach their target audience directly. Following the emergence of social media, 
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social media influencer marketing has become as an attractive choice for both businesses 

and influencers (Hassan et al., 2021). 

Influencer marketing is a type of marketing in which brands cooperate with 

individuals who have substantial followers on social media platforms and who are actively 

engaged with those followers. The influencer marketing sector has evolved exponentially 

and has become extremely profitable in recent years, with an increasing number of young 

women becoming well-known on social media (Hassan et al., 2021). In recent years, the 

growing popularity of influencer marketing has prompted academic researchers to focus on 

finding the characteristics of influencers that allow them to have greater or lesser influence 

over their followers (Arora et al., 2019; Ki & Kim, 2019). Influencer marketing is a type of 

advertising that has emerged recently as a result of the presence of social media. Marketers 

are increasingly turning to influencer marketing, which is one of the fastest-growing sectors 

in marketing and an important field in marketing research (Boerman, 2020; Ki & Kim, 2019). 

Sponsored advertising is less credible and trustworthy than the communication and 

marketing information posted on social media platforms by influencers (Abdullah et al., 

2020).  

Organisations’ expenditures on online promotional operations are constantly and 

dynamically growing in tandem with the increasingly encouraging extent of digital media 

consumption. Organisations have begun to explore other techniques of influencing 

consumers in the new market environment, where promoting products and services has never 

been more challenging. The concept of influencer marketing is progressively gaining 

popularity, making it one of the most significant trends today. Influencers are those who 

have built up a large number of followers who can have a glimpse into their personal and 
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daily lives, as well as their experiences and thoughts, through blogging, video blogging, and 

other short content creation methods (De Veirman et al., 2017). It has been discovered that 

the content generated by influencers is significantly more effective than the content created 

in a studio (Ki & Kim, 2019). When consumers have a positive attitude towards user-

generated content, they are more likely to purchase the reviewed products (M. Muda & 

Hamzah, 2021). Influencers express their thoughts on products, services, and companies to 

their followers. Since they communicate with a large number of followers on social media, 

these influencers may be considered opinion leaders in their respective fields (De Veirman 

et al., 2017). 

Influencers generally embrace new products and services related with their fields of 

interest before the majority of customers do; hence, they have a time advantage in terms of 

understanding how these products and services can be integrated into one’s lifestyles (Casaló 

et al., 2020; Djafarova & Rushworth, 2017). They assess products and make suggestions, 

thereby establishing a credible reputation and earning incomes from their efforts (Ki et al., 

2020). Influencers are positioned as a way to broaden the reach of brand information via 

electronic word of mouth. Brands can amplify their marketing messages and increase target 

consumers’ adoption of their products by making influencers seed the media with specific 

messages or post new product endorsements (De Veirman et al., 2017). Influencers are 

recognised as opinion leaders in the online environment due to their genuineness, expertise, 

and knowledge, as well as their capacity to influence others (Childers et al., 2019). 

Numerous social networks that outperform the traditional modes of communication 

have emerged (Al-Rawabdeh et al., 2021). The leading social networking website for 

posting, watching, and sharing videos is YouTube (Liu-Thompkins & Rogerson, 2012). 
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User-generated content on YouTube is multimedia content created and uploaded by users 

who may include their views on particular brands or products (Sokolova & Kefi, 2020). 

YouTube also has functions for users to post, view, like, dislike, or comment, similar to other 

social media websites; it also enables users to set up their personal profiles and subscribe to 

other channels in addition to uploading videos (Smith et al., 2012). The ability to post, 

comment, view, like, dislike, or comment on YouTube is beneficial to both companies and 

consumers as both parties can obtain instant reviews and feedback directly from the 

YouTube channels. Besides allowing users to post user-generated content, YouTube aims to 

let everyone have a voice and to provide them with the opportunity to express themselves to 

the world. Also, it seeks to show people that when they listen, share, and build communities 

through stories and tales, they can make the world a better place. Marketers are aware of the 

potential in advertising on social media, especially with user-generated content created by 

YouTube video influencers (Wu, 2016). 

Influencers are not afraid to show their real personalities and personal matters in their 

videos. Consequently, beauty influencers on YouTube are considered to be honest and 

trustworthy because of their high status in the YouTube community (Turcotte et al., 2015). 

Influencers on YouTube are those who possess a higher status, education, and social ranking, 

and therefore have the potential to influence their followers (Li & Du, 2011). According to 

a previous study, the effectiveness of YouTube influencer marketing is attributed to 

consumers’ high perception of the credibility of the information provided by the influencers 

(Xiao et al., 2018). YouTube has a large number of groups and communities, and it has 

become a prominent form of social media. Because of this, beauty communities on YouTube 

have expanded rapidly. Consumers have become more aware of the benefits of using 

cosmetics in their daily lives due to the improvement in individuals’ lifestyles. Today, 
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cosmetics are considered a must-have item for women and metrosexual men (Ahmad et al., 

2015). Globally, the cosmetics industry has grown rapidly due to the growing demand for 

cosmetic products. 

 

2.3.1 Social Media Influencer 

The growth of social media has made it easier for customers to gather information 

about products and engage with other consumers from around the world in real-time. 

Individuals who have gained fame through their presence on social media are referred to as 

influencers; they are different from traditional celebrities who are known for roles in movies, 

music, and television shows (Khamis et al., 2017). Influencers are individuals who have 

established significant relationships with their viewers by creating product or service content, 

interacting with their viewers, and making personal appearances on social media platforms. 

Social media influencers often use products that fit their lifestyles and use social media to 

share their experiences (Hermanda et al., 2019). Due to the scale and speed of the Internet’s 

proliferation, some individuals are able to reach a vast number of people, build a following, 

and provide guidance to their followers, thus establishing themselves as social media 

influencers (Vrontis et al., 2021). 

Social media influencers are divided into four categories: mega-influencers, macro-

influencers, micro-influencers, and nano-influencers (Ladhari et al., 2020). Mega-

influencers are social media superstars with tens of thousands of followers and are referred 

to in the industry as social stars. Influencers with 200,000–900,000 followers are referred to 

as macro-influencers. A well-known characteristic of these individuals is that they have 
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extensive knowledge and experience in a particular area of products or services. Micro-

influencers are those who with 10,000–200,000 followers. They engage more actively in 

their communities and communicate more accurately with their followers. Finally, 

influencers with fewer than 10,000 followers are known as nano-influencers due to the small 

size of their followers. They are well-known brand ambassadors with a considerable 

following (Ladhari et al., 2020). Social influencer marketing is a cost-effective marketing 

strategy because it allows direct targeting of a specific audience. Consequently, the use of 

social media influencers as a marketing tool has proven to be a viable option for both 

companies and influencers (Hassan et al., 2021). Table 2.2 provides a summary of the 

previous studies on social media influencers in Malaysia: 

Table 2.1:  Previous Studies on Social Media Influencer in Malaysia 

Author / Tittle Findings 
Social Media 

Platform 
Koay et al. (2021) 
 
Social media influencer 
marketing: the 
moderating role of 
materialism 
 
 
 
 
 
 

Based on the findings, the trustworthiness 
and expertise of social media influencers 
were important indicators of their 
followers’ intentions to make a purchase. 
Furthermore, the mediation role of 
materialism in the link between 
attractiveness and intention to make a 
purchase was a key factor to consider. 
Also, the effect of attractiveness on the 
desire to make a purchase was stronger 
when the level of materialism was higher. 
 

Instagram 
 
 
 
 
 
 
 
 
 
 
 

Hassan et al. (2021) 
 
The credibility of social 
media beauty gurus in 
young millennials’  
 

The findings showed that social media 
influencers who promoted cosmetic 
products connected most effectively with 
their followers when they exhibited 
characteristics such as knowledge, 
relatability, confidence, and articulation,  

Social 
media such 
as YouTube, 
Instagram, 
Twitter, and 
Facebook 
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Table 2.1         continued 

cosmetic product 
choice 
 

all of which are necessary for developing 
trust with followers. 
 

 

Khan and Phung 
(2021) 
 
Social media 
influencers and its 
impacts on consumer 
behavior: Malaysia 
 

The study’s findings indicated that 
consumers were influenced by electronic 
verbal advertisements before or following 
the purchase of an item. Consumer 
spending, online content, and social 
exchanges all had an impact on how 
consumers made their purchasing 
decisions. 

Facebook 
 
 
 
 
 
 
 

Muda & Hamzah 
(2021) 
 
Should I suggest this 
YouTube clip? the 
impact of UGC source 
credibility on ewom 
and purchase intention 
 

Consumers’ attitudes towards user-
generated content on YouTube were 
favourably related to perceived source 
credibility. Findings also showed a 
positive correlation between customers’ 
attitude towards user-generated content 
and future purchase intention and 
electronic word of mouth. 

YouTube 
 
 
 
 
 
 
 
 

Muda and Khan (2020) 
 
Electronic word-of-
mouth (ewom) and 
user-generated content 
(UGC) on beauty 
products on youtube: 
factors affecting 
consumer attitudes and 
purchase intention 
 
 
 
 

This study demonstrated considerable 
support for the influence of all four 
dimensions (information quality, 
perceived usefulness, user-generated 
content credibility, and source 
homophily) on attitude towards user 
generated content. As a result, young 
beauty customers were more likely to use 
YouTube’s user-generated content to 
make purchase decisions if they perceived 
the user-generated content to have 
excellent information from a reliable 
source that was comparable to them.  
 

YouTube 
 
 
 
 
 
 
 

Abdullah et al., (2020) 
 
Impact of social 
media influencer 
on Instagram user 
purchase intention  

The study found that trustworthiness, 
expertise, likability, similarity, and 
familiarity influenced the purchase 
intentions towards fashion products. 
Among the independent variables, 
likability had a greater correlation with  

Instagram 
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Table 2.1         continued 

towards the fashion 
products: the 
perspectives of students 
 
 
 

the purchase intention towards fashion 
products. Affection to deliver information 
to Instagram users was more effective in 
persuading the purchase intention of 
Instagram users. 
 

 

Chekima et al., (2020) 
 
Social media influencer 
in advertising: the role 
of attractiveness, 
expertise and 
trustworthiness 
 
 
 

This study discovered that source 
credibility factors such as attractiveness, 
expertise, and trustworthiness had a 
beneficial effect on consumers’ views 
about advertisements and brands, as well 
as their purchase intention. 

Responses 
from 
consumers 
who have 
been 
exposed to 
social media 
influencers’ 
ads 
 

Chin (2019) 
 
The effect of social 
media influencers 
featured in beauty care 
products 
advertisements on 
purchase intention 
among UCSI university 
students 
 

Students’ intention to purchase beauty 
care products was significantly correlated 
with several measures of social media 
influencers’ credibility including 
expertise, trustworthiness, and 
attractiveness. 

Social 
media such 
as Instagram 
and 
Facebook 
 
 

Lokithasan et al. (2019) 
 
Male and female social 
media influencers: the 
impact of gender on 
emerging adults 
 
 

Women were more likely to be influenced 
by influencers who promoted beauty 
products while men were drawn to 
technology and gaming products. The 
most important variables in the impact of 
social media influencers’ posts were 
entertainment and information. 
 

Instagram 
and 
YouTube 
 
 
 

Lim et al. (2017) 
 
The impact of social 
media influencers on  
 

It was discovered that the source 
credibility of social media influencers had 
an insignificant relationship with attitude 
and purchase intention. 

Responses 
from 
consumers 
who have  
been 
exposed to  
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Table 2.1         continued 

purchase intention and 
the mediation effect of 
customer attitude 
 

 social media 
influencers’ 
 
 

 

 
2.4 Underpinning Theories in Developing the Conceptual Model 

This study sought to develop a conceptual model supported by relevant theories to 

identify the elements of the user-generated content created by beauty influencers on 

YouTube that contribute to the credibility of information, which influences consumers to 

adopt the information and affects their purchase intentions. As such, the fundamental 

theories for this study were identified as source credibility model, information adoption 

model, and stimulus organism response model. Each of these theories is briefly reviewed 

and summarised below. 

 

2.4.1 Source Credibility Model 

Source credibility is a proven theory that justifies how the perceived credibility of a 

source of communication affects the persuasiveness of the said communication. When the 

source of information is regarded as reliable, people will generally be willing to accept and 

adopt the information (Li & Suh, 2015). People also tend to seek more information about 

particular products or services from the same source in making their purchase decisions. 

People are more likely to be convinced if the persuader is seen as reliable, knowledgeable, 

and trustworthy. Ohanian, (1990) developed and verified three scales that are still actively 

being used today and are being employed widely in influencer marketing research 
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(Djafarova & Rushworth, 2017; Schouten et al., 2020). These scales are expertise, 

attractiveness, and trustworthiness (Ohanian, 1990).  

Ohanian (1990) noticed inconsistencies in quantifiable source credibility measures 

and conducted a study to develop a three-component element that offered a consistent and 

valid scale for the source credibility model. This model is based on source credibility theory 

(Hovland et al., 1953) and source attractiveness model (McGuire, 1985). According to 

source credibility theory, source credibility is founded on two factors, namely expertise and 

trustworthiness. Meanwhile, according to source attractiveness model, the factors 

contributing to an effective message are familiarity, likability, and similarity. 

The Ohanian model of source credibility uses five sub-points to determine a source’s 

level of expertise, namely expert, experienced, knowledgeable, qualified, and skilled; five 

sub-points to determine attractiveness, namely attractive, classy, beautiful, elegant, and sexy; 

and five sub-points to determine trustworthiness, namely dependable, honest, reliable, 

sincere, and trustworthy. The source of credibility model analyses the various aspects that 

are important for the communicator’s extent of credibility. The level of expertise relates to 

the extent to which the endorser is believed to be a reputable source of information, and 

trustworthiness refers to how reliable, trustworthy, and honest the endorser is perceived to 

be (Erdogan, 1999; Ohanian, 1990). While attractiveness is exclusively concerned with 

physical appearance, expertise and trustworthiness are important considerations relating to 

a person’s personality and are frequently used to indicate credibility (Rifon et al., 2016). 

There is a connection between an influencer’s perceived credibility and the impact 

of the message transmitted, which is based on the influencer’s established level of expertise 
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and trustworthiness (AlFarraj et al., 2021). A communication medium that provides accurate 

information is a credible source of information (Visentin et al., 2019). Since the influencer 

is the main source of information, the perceived credibility of the influencer is a vital aspect 

for the advertiser. The three major aspects influencing a source’s credibility in the context 

of online video marketing are trustworthiness, attractiveness, and expertise (Todd & 

Melancon, 2018). Due to the enduring significance of credibility, no one can dispute that it 

plays a crucial role in marketing (Dwivedi et al., 2018). 

Many studies have been conducted to determine the key dimensions of source 

credibility. Although different studies have arrived at different conclusions, a majority of 

them have found source credibility to be a multifaceted construct that focuses on the source’s 

trustworthiness, expertise, and attractiveness to the audience (Todd & Melancon, 2018). 

According to current research, the perceived credibility of user-generated content is 

evaluated based on three key aspects, namely expertise, trustworthiness, and attractiveness 

(AlFarraj et al., 2021; Muda & Hamzah, 2021). Hence, in this research, an influencer’s 

credibility was measured using the three dimensions suggested by Ohanian (1990). 

 

 

 

 

 

 

 

 

 

Figure 2.1: Source Credibility Model (Ohanian, 1990) 
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2.4.2 Information Adoption Model 

Adoption theories discuss the various stages that individuals will go through while 

deciding to take action or use a new concept, information, or technology for the first time. 

Sussman and Siegal (2003) established the information adoption model, which utilises this 

concept to explain how information is adopted. This model integrates the adoption models 

based on theory of reasoned action, technology acceptance model, and elaboration likelihood 

model (Sussman & Siegal, 2003). A relevant theoretical explanation for how an individual 

has the behavioural intention to adopt information is provided by the theory of reasoned 

action and technology acceptance model. However, these models are unable to explain how 

individuals are affected by the information they receive (Erkan & Evans, 2016; Sussman & 

Siegal, 2003). Thus, the elaboration likelihood model was developed to complement these 

models. According to the elaboration likelihood model, individuals process information in 

two different ways: centrally and peripherally. These two routes of information processing 

are represented as two components, which are information quality through the central route 

and source credibility through the peripheral route (Erkan & Evans, 2016; Sussman & Siegal, 

2003). 

The information adoption model was originally developed to improve the 

understanding of how people form attitudes towards adopting information about particular 

supported concepts, behaviours, or technologies (Filieri & McLeay, 2014). User-generated 

review videos involve the process of transferring information from the individual who 

created the information video to the individuals who need the information. People convey 

their ideas and opinions by recording and uploading videos on social media platforms to 

share the video content with other users. To be more specific, information adoption is one 

of the most important acts that people engage in to acquire information (Cheung et al., 2008). 
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Consumers’ usage of information is a crucial element in their purchase decisions, and 

information adoption is a huge component of this. Customers who adopt the information 

available on the internet regarding a product or service will also have the intention to 

purchase the product or service  (Erkan & Evans, 2016).  

The information adoption model is widely used in the fields of marketing and 

information system, and it is applicable to user-generated content that relates to how 

consumers process the information available on the internet (Cheung et al., 2008; Filieri & 

McLeay, 2014; Shu & Scott, 2014). This model also provides an overview of how the 

information available on online platforms can have an impact on consumers (Erkan & Evans, 

2016). Researchers have extensively used the information adoption model to study the 

information adoption of user-generated content on social media such as Facebook (Erkan & 

Evans, 2016; Hsu, 2021; Shu & Scott, 2014) and YouTube (Arora & Lata, 2020). Therefore, 

this study used the information adoption model to gain a better understanding of how 

consumers process information from user-generated content on YouTube. 

 

 

 

 

 

 

 

Figure 2.2: Information Adoption Model (Sussman & Siegal, 2003) 
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2.4.3 Stimulus Organism Response Model 

The Stimulus Organism Response model concept was originally drawn up from the 

theory of stimulus response. The Stimuli Organism Response model was further developed 

by Mehrabian and Russell (1974), who introduced the idea of an organism’s response to 

stimulus. The model considers environmental stimulus (S) that causes the emotional 

response of consumers (O), leading to the consumers’ behavioural reactions (R). Using this 

model, researchers can measure customers' responses to external stimuli as well as their 

subsequent behaviour. This can assist researchers in better understanding customers' 

perceptions and feelings about external stimuli (Cheah et al., 2020). This model depicts how 

people react to environmental stimuli. The internal state of an individual can be changed by 

a range of variables, which are collectively referred to as stimuli. The term organism, on the 

other hand, is concerned with the internal processes and outputs of the stimulus, and in most 

circumstances, the organism acts as a mediator between the stimulus and the responses. 

Finally, response is the result of the interaction between a stimulus and an organism.  

When used in consumer behaviour research, the stimulus organism response may be 

used as a framework to illustrate the impact of the external influences on customers. This 

can include managerially controllable elements as well as non-controlled environmental 

elements (S), a reaction to an external stimulus that involves an internal process that might 

include emotional and cognitive responses (O), as well as the actions that arise from all of 

this (R) (Bagozzi, 1983). In other words, when a consumer comes across user-generated 

content on YouTube, user-generated content (S) triggers the consumer’s information 

processing (O), and as a result, behavioural actions (R) are connected to the product when 

the consumer analyses the information. 
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It is regarded as a psychological theory that is widely used in the study of consumer 

behaviour (Kim & Johnson, 2016; Wu & Li, 2018). Recently, several researchers have used 

the stimulus organism response model as the underpinning theory to study purchase intention 

(Cheah et al., 2020; Liu et al., 2018; Patanasiri & Krairit, 2019; Zhu et al., 2020). To better 

understand the factors that influence consumer purchase intention, this study applies the 

Stimuli Organism Response model. In this study, influencer attributes serve the function of 

the stimulus, in the sense that they become an external component that sets off a reaction in 

the organisms of the responders. Furthermore, the reaction to an external stimulus that 

involves an internal process that may include emotional and cognitive responses causes 

information credibility to transform into an organism. This transformation takes place as a 

result of the reaction. In conclusion, information adoption and purchase intention serve as 

the response, which is the observable behavior or reaction shown by the organism as a result 

of the interaction between the stimulus and the internal cognitive and emotional processes. 

 

2.5 Influencer Attributes 

The credibility of online reviews has often been used as a dependent variable in 

studies on e-commerce and social media (Flanagin & Metzger, 2013; Luo et al., 2015). 

Source credibility refers to the extent to which the public perceives the source as 

knowledgeable and from which the public can obtain expertise in product knowledge 

(Djafarova & Rushworth, 2017; Ohanian, 1990). However, despite the increasing amount of 

information received by consumers, there is inadequate explanation of the components of 

information credibility in terms of the information shared by social media influencers 

(Sheldon & Bryant, 2016). 
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By looking for recommendations on social networking sites, customers can make 

electronic word of mouth more useful by increasing the number of recommendations they 

receive. Meanwhile, social networking sites, with their interactivity, can help boost the 

credibility of information gained through electronic word of mouth and prevent the 

spreading of misinformation (Hajli, 2018). During the internalisation process, the 

information supplied by credible sources has a substantial impact on the attitudes, beliefs, 

and behaviours exhibited (Geho & Dangelo, 2012). The quality of information is incredibly 

diverse. It is challenging to find users who have information that is as highly relevant and 

credible as the information possessed by the source of information. Influencers’ credibility 

is related to the success of the message they are spreading, which depends on the recognised 

level of expertise and trustworthiness of the influencers (AlFarraj et al., 2021). 

It is useful to examine social media users’ opinions regarding the credibility of user-

generated information as it is associated with specific outcomes such as improved 

consumers’ engagement intention, higher brand loyalty, and increased customer trust in the 

service quality (Shamhuyenhanzva et al., 2016). The concept of credibility has always 

played an important role in the marketing sphere (Dwivedi et al., 2018). Further, determining 

the source of information credibility is considered a critical part of the source of information. 

However, there is ongoing debate among researchers about the precision and dimension of 

the credibility construct (Daowd et al., 2020).  

Discussions on the importance of expertise, attractiveness, and trustworthiness in the 

context of social media influencers have been increasing in recent years (Weismueller et al., 

2020). Research done by Song et al., (2021) suggests that information credibility is mainly 

concerned with customers’ perceptions of the quality of the information found on social 
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media websites, as well as the degree of trust that can be derived from a reputational point 

of view. Additionally, homophily seems to be another crucial aspect in determining 

credibility (Daowd et al., 2020). The credibility of internet recommendations is higher when 

there is a high degree of homophily between the information provider and the reader (Pentina 

et al., 2018). Consequently, customers may regard suggestions from sources that are similar 

to them as more credible (Ismagilova et al., 2020). Thus, information quality and homophily 

were included as the determinants of information credibility in addition to the other three 

components of the source credibility model used in this study.  

Table 2.2 presents the variables affecting information credibility which constructed 

using prior studies that served as the basis for the literature review presented in this thesis. 

These variables were investigated as the influencers’ attributes in this study. 
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Table 2.2: Summaries of the Influencer Attributes that Influence Information Credibility from Previous Studies 

Author Expertise Attractiveness Trustworthiness Homophily Information Quality 

Astarini and Sumardi (2022) X   X   X 
Chakraborty and Bhat (2018) X X X X   
Chih et al. (2020) X X     X 
Andoy et al. (2022)   X X X X 
Daowd et al. (2020) X X X   X 
Fang, (2014)   X X X X 
Intansari and Roostika (2022)   X   X X 
Ismagilova et al. (2020)   X     X 
Jiang et al. (2021) X X X X   
Li and Suh (2015) X X X X   
Lis (2013)   X     X 
Pinda et al. (2021) X   X   X 
Saima and Khan (2020)   X   X   
Sokolova and Kefi (2020) X   X X X 
Tien et al. (2018)   X   X X 
Wang et al. (2017)       X X 
Wang and Scheinbaum (2017)       X X 
Xiao et al. (2018)   X     X 
Current Study           
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2.5.1 Expertise 

Expertise is defined as the extent to which an influencer is perceived to have the 

necessary knowledge, experience, or skills to promote a particular product (Ki et al., 2020; 

Van der Waldt et al., 2009). Yin et al. (2018) described expertise as the source’s level of 

knowledge. Meanwhile, Wiedmann and von Mettenheim (2020) defined expertise as high 

levels of knowledge, experience, and problem-solving skills in a given domain. Social media 

influencers make a remarkable impact on their followers by sharing content about their daily 

lives on social media platforms like YouTube or Facebook. Additionally, consumers who 

follow lifestyle vloggers’ product recommendations often purchase the products 

recommended by such influencers as they consider the influencers to be credible sources of 

information. This is due to the similarity the consumers feel with the vlogger and also the 

relationship bond with the vlogger. Moreover, influencers tend to communicate directly with 

their followers by allowing the followers to leave comments on their posts. The interaction 

between the influencer and the followers may strengthen the feeling that the influencer is 

similar to the followers. In this context, the ability of the influencer to produce reliable and 

credible information from the beginning of contact with customers to strengthen the 

relationship bond with them is sometimes referred to as expertise (Nejad et al., 2014). 

Consumers can evaluate and identify influencers’ expertise from their knowledge 

and experience in dealing with or using a product, or product-related skills, and anything 

else that could be perceived as expertise. Influencers are considered to possess broad 

knowledge and expertise in several categories of items such as makeup or fashion rather than 

just a single product (Kapitan & Silvera, 2016). The level of an influencer’s expertise can be 

observed by consumers, regardless of whether the influencer has sufficient knowledge about 

the product or service that they endorsed or not. Consumers typically prefer the products and 
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services endorsed and promoted by high-expertise influencers and celebrities (Uribe et al., 

2016). Consumers perceive a source of information as reliable when it is in accordance with 

their perception that the source must have excellent knowledge in the area of the endorsed 

product. The endorser’s expertise also enables them to identify the advantages and 

disadvantages of the product they endorse; hence, the endorser is assumed to be credible as 

they view the endorsed product from a consumer’s perspective. A source’s perceived 

expertise indicates that the source recognises the pros and cons of the endorsed product, 

making what they deliver much more credible from a consumer’s perspective (Uribe et al., 

2016).  

An expert is someone capable of functioning in a domain at a high level, and this feat 

can be accomplished by only a small number of people (Wiedmann & Von Mettenheim, 

2020). Consumers view expertise as a highly desirable trait when deciding whether or not to 

adopt the material that comes from the influencer (Yadav et al., 2013). Expertise in this 

context often refers to the consumer’s perception of the potential of the influencer to produce 

credible and trustworthy content based on the interaction between the customer and the 

influencer from the beginning (Nejad et al., 2014). Additionally, the consumer might have 

inquiries regarding the product or service recommended by the influencer. Thus, the 

influencer must have the experience in using the product or service in order to have a strong 

influence on the consumers’ purchasing decision. It is highly possible that a consumer will 

accept the information offered by an influencer when the influencer is perceived as an expert 

in their area (Yadav et al., 2013).  

Consumers can evaluate and recognise influencers’ expertise in various ways by 

identifying their product-related abilities, their awareness, and their sharing of experiences 
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in dealing with or using a product. Consumers usually favour the products and services 

supported and marketed by celebrities and influencers with higher levels of expertise. An 

influencer will not be regarded as an expert in a certain field unless the followers feel that 

the influencer is skilled, competent, and knowledgeable (Schouten et al., 2020). The 

influencer’s experience, which includes the ability to recognise a product’s benefits and 

drawbacks, is believed to be reliable. Consumers who lack experience are more likely to 

seek expert advice. The expertise of an individual is a critical factor when it comes to 

increasing the persuasiveness of a user-generated message and purchase intention 

(Ismagilova et al., 2020). When an influencer has extensive experience in a variety of fields, 

they are often referred to as experts. When the expert influencer uses a supported product 

that is illustrated on their video blog, the followers will consider purchasing the same 

product. Thus, influencers who are experts in the industry offer more credible information 

on the products (AlFarraj et al., 2021).  

Social media influencers who are viewed as experts in their field are more likely to 

create good para-social relationships with their followers (Lou & Kim, 2019). Consumers 

are more likely to take advice from an expert compared to those who lack expertise. An 

influencer is also regarded as an expert when they have considerable knowledge in various 

categories. For example, a YouTube influencer who specialises in the lifestyle category will 

provide reviews and recommendations on various lifestyle topics such as makeup trends, 

perfumes, and fashion trends. When applied to the context of social media, followers are 

more likely to purchase the products endorsed by social media influencers that have 

particular levels of expertise and experience regarding the products they endorsed 

(Weismueller et al., 2020). This will lead the followers to consider purchasing the endorsed 

products as the expert influencers themselves use the same products, as demonstrated on 
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their vlogs. Knowledge and expertise are what make influencers more credible because they 

are aware of what they are actually talking about when they suggest a product (Kapitan & 

Silvera, 2016). Furthermore, the level of expertise of an influencer will not only have an 

impact on their credibility but also influence consumers’ purchasing behaviour and intention 

(Schouten et al., 2020). 

A large and growing body of literature has investigated the relationships that 

expertise has with information credibility, information adoption, and purchase intention. 

These relationships are summarised below: 
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Table 2.3: Previous Research on the Relationship Between Expertise and Information Credibility 

Relationship between Expertise and Information Credibility 

No Author Objective of the study 
Theory / 
Model 

Methodology Employed 

Discussion 
Research 

Design 
Data 

Analysis  Sample Size 
1 Lis (2013) This study investigated 

the factors that 
consumers regarded as 
having an impact on the 
credibility of consumer 
recommendations made 
online. 

Dual 
process 
theory and 
Source 
credibility 
models 

Quantitative: 
Online 
Questionnaire 

SPSS-
AMOS 
version 19 

In total, there 
were 634 
people who 
filled out the 
survey.  
Respondents 
are members of 
a prominent 
online 
consumer 
discussion 
forum. 

This study offers 
evidence to support the 
proposition that expertise 
is one of the most 
significant factors in 
determining how credible 
electronic word of mouth 
is perceived 

2 Fang 
(2014) 

This research 
investigated how users 
of social networking 
sites used the 
information included in 
the electronic word of 
mouth reviews 
contributed by other 
users. 

Stimulus 
Organism 
Response 
Model 
(SOR) and  
Curiosity 
theory 

Quantitative: 
Online 
Questionnaire 

PLS-SEM There were 445 
respondents 
who answered 
the survey who 
were active 
Facebook 
users. 

The research 
demonstrated that source 
expertise had a 
significant positive 
impact on the sense of 
credibility. 
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Table 2.3         continued 

Relationship between Expertise and Information Credibility 
3 Wang and 

Scheinbaum 
(2017) 

The purpose of this 
study was to determine 
the effects of celebrity 
endorsers’ source 
characteristics on 
consumers’ brand 
attitude, brand 
credibility, and 
consumers’ purchase 
intention towards the 
endorsed brands. 

Source 
credibility 
model 

Quantitative: 
Questionnaire 

LISREL 8.80 674 
respondents 

Customers of an airline 
who had a limited level 
of involvement in their 
travel decisions were 
not as significantly 
influenced by the 
expertise of the 
company’s celebrity 
endorser. The influence 
of celebrity 
endorsement on the 
credibility of the brand 
was not significant. 

4 Wang et 
al. (2017) 

This study investigated 
the links between 
endorsers’ credibility, 
consumers’ attitudes 
towards the brand, the 
brand’s credibility, 
and consumers’ 
intention to purchase 
the air transportation 
services offered by 
airlines that used 
celebrity endorsements 
as a marketing 
strategy.  

Source 
credibility 
theory   
Product 
differentiation 
theory, 

Quantitative: 
Questionnaire 

LISREL 8.80 637 
respondents. 
The 
questionnaires 
were 
distributed 
and collected 
at Taipei 
Shongshan 
Airport in 
Taiwan 

A significant 
relationship was found 
between celebrities’ 
level of expertise and 
their credibility. 
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Table 2.3         continued 

Relationship between Expertise and Information Credibility 
5 Xiao et al. 

(2018) 
This study investigated 
the influence of 
heuristic and 
systematic information 
signals on individuals’ 
evaluations of the 
credibility of the 
material offered by 
YouTube influencers. 

The heuristic-
systematic 
model 
Source 
Credibility 
Model 

Quantitative: 
Online 
Questionnaire 
Online 
survey was 
administered 
on Amazon’s 
Mechanical 
Turk 
platform 
(MTurk) 

MPlus 7 
(version 7.4) 
was used to 
process the 
data by 
applying linear 
structural 
equation 
modelling 
(SEM) 

497 
respondents 

In terms of deciding 
whether or not a user 
considered a YouTube 
influencer to be an 
expert on a given topic, 
heuristic information 
processing strongly 
focused on the function 
of source expertise. 

6 Tien et al. 
(2018) 

This study developed a 
comprehensive 
research framework 
that focused on the 
influence of customer-
to-customer (C2C) 
electronic word of 
mouth (eWom) using 
information persuasion 
in reference to 
purchase decision-
making. 

Information 
Adoption 
Model 

Quantitative: 
Questionnaire 

SPSS and 
SMART PLS 

350 students 
from two 
universities in 
Taipei 

When evaluating the 
credibility of the 
electronic word of 
mouth messages 
received from customer-
to-customer interaction 
in social networking 
sites, users of electronic 
word of mouth 
considered source 
expertise to be one of 
the most important 
aspects. 

 

 

 



 

61 

Table 2.3         continued 

Relationship between Expertise and Information Credibility 
7 Ismagilova 

et al. 
(2020) 

This research sought 
to synthesise the 
findings of previous 
studies on the 
characteristics of 
source credibility in 
electronic word of 
mouth 
communications into 
a unified model by 
using meta-analytic 
techniques. 

Meta analysis: 
This meta-
analysis was 
based on a 
total of 20 
different 
investigations.  

N/A Comprehensive 
Meta-Analysis 
software 

N/A It was discovered that 
expertise had an effect 
on the credibility of 
information. When the 
information originated 
from a competent and 
experienced source, the 
recipient was more 
likely to view the 
information as credible. 
This finding is in line 
with the dual process 
theory and the findings 
of some earlier studies. 

8 Saima and 
Khan 
(2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention 
to make a purchase. 

Source 
credibility and 
source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 
respondents 

It was discovered that 
the level of expertise of 
a social media 
influencer had no effect 
on the credibility of the 
influencer. 

9 Andoy et 
al. (2022) 

This study sought to 
determine the factors 
affecting review 
credibility and  

Elaboration 
Likelihood 
Model (ELM) 

Quantitative: 
Online 
Questionnaire 

Structural  
Equation Modeling  
(SEM) 

399 
respondents 
who were the  

The level of expertise 
of a reviewer was found 
to be the most 
important determinant  
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Table 2.3         continued 

Relationship between Expertise and Information Credibility 
  ultimately, the effect 

of credibility on a 
person’s intention to 
make a purchase. 

   
customers that 
used Shopee 
to make 
purchases of 
clothing items 
online and 
read reviews 

of the review’s 
credibility. Customers 
felt that the reviewer’s 
competency and ability 
to provide sufficient 
insights demonstrated 
expertise. 

10 Intansari 
and 
Roostika 
(2022) 

This research 
investigated the impact 
of consumers’ 
electronic word of 
mouth on their 
intentions to purchase 
the products featured 
on information media 
sites on TripAdvisor. 

Based on 
previous 
literature 

Quantitative: 
Questionnaire 

SPSS-AMOS  270 
respondents 
who have an 
account on 
TripAdvisor 
but have 
never 
purchased 
anything 
through the 
platform 

The credibility of 
electronic word of 
mouth improved when 
the source possessed a 
high level of expertise. 
When reviewers had 
used a travel product 
and went on a vacation 
using TripAdvisor 
services, they shared 
their experiences with 
the website in the form 
of a review. The vast 
majority of TripAdvisor 
users had their own 
opinions concerning the 
airlines and hotels 
whose services they 
could buy through the 
website. 
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Table 2.4: Previous Research on the Relationship Between Expertise and Information Adoption 

Relationship between Expertise and Information Adoption 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research Data Analysis Sample Size 

1 Chircu et 
al. (2000) 

This study sought to 
analyse the 
relationship between 
the level of expertise a 
consumer required and 
the level of trust that 
consumer had in an 
electronic commerce 
intermediary. Further, 
in order to have the 
capability to utilise the 
intermediary, it was 
necessary to have the 
purpose to use the 
electronic commerce 
intermediary. 

Innovation 
Diffusion 
Theory and 
Technology 
Acceptance 
Model 
(TAM) 

Quantitative: 
Questionnaire 

Econometric 
analysis of 
experimental 
data, with 
special 
attention 
given to tests 
for departures 
from the 
assumptions of 
ordinary 
least squares 
(OLS) 
regression 
models 

43 MBA 
students at a 
prominent 
Midwestern 
university. 
The tasks for 
this 
experiment 
consisted of 
making 
bookings for 
vacation 
utilising an 
online travel 
agency 
known as 
Trip.Com. 

Expertise only had a 
more substantial negative 
effect than usefulness had 
on adoption intention (at 
the .05 level) when 
dealing with complex 
transactions. Therefore, 
the direct effect of 
expertise was found to be 
insignificant. 
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Table 2.4         continued 

Relationship between Expertise and Information Adoption 
2 Ismagilova 

et al. 
(2020) 

This research sought 
to synthesise the 
findings of previous 
studies on the 
characteristics of 
source credibility in 
electronic word of 
mouth 
communications into a 
unified model by 
using meta-analytic 
techniques. 

Meta 
analysis: 
This meta-
analysis was 
based on a 
total of 20 
different 
investigations  

N/A Comprehensive 
Meta-Analysis 
software 

N/A A source’s expertise 
affected how information 
was utilised. Therefore, 
the perceived level of 
expertise of a source was 
directly related to the 
likelihood that the 
recipient of the 
information would 
dedicate a considerable 
number of cognitive 
resources to processing 
the information presented 
with a low level of 
scepticism. 
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Table 2.5: Previous Research on the Relationship Between Expertise and Purchase Intention 

Relationship between Expertise and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research Data Analysis 

Sample 
Size 

1 Chin (2019) This study 
investigated the 
effect of 
advertisements for 
beauty care products 
that used social 
media influencers on 
the students of UCSI 
University in terms 
of their intentions to 
purchase the 
advertised products. 

Source 
credibility 
model 

Quantitative:  
Questionnaire 

SPSS 234 students 
from the 
Faculty of 
Social 
Science and 
Liberal 
Arts. 

There was a significant 
connection between the 
expertise of social media 
influencers and the 
intention to purchase 
beauty care products 
among UCSI University 
students. 

2 Ismagilova 
et al. (2020) 

This research sought 
to synthesise the 
findings of previous 
studies on the 
characteristics of 
source credibility in 
electronic word of 
mouth 
communications into 
a unified model by 
using meta-analytic 
techniques. 

Meta analysis: 
This meta-
analysis was 
based on a 
total of 20 
different 
investigations.  
  

N/A Comprehensive 
Meta-Analysis 
software 

N/A It was discovered that a 
source’s expertise 
influenced consumers’ 
intention to purchase. 
Furthermore, if the person 
receiving the information 
believed that the person 
providing the information 
had a high level of 
expertise, the greater the 
likelihood that they would 
be influenced by the  
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Table 2.5         continued 

Relationship between Expertise and Purchase Intention 
       electronic word of mouth 

communication offered. 
3 Saima and 

Khan (2020) 
This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention 
to purchase. 

Source 
credibility and 
source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 
respondents 

The study determined that 
the expertise of social 
media influencers had no 
significant effect on 
consumers’ intention to 
purchase. 

4 AlFarraj et 
al. (2021) 

This study evaluated 
the impact of 
influencers’ 
credibility aspects on 
purchase intention 
among Jordanian 
consumers of 
cosmetic 
dermatological 
products through the 
mediating function of 
cognitive and 
affective online 
interaction. 

Source 
credibility 
model 

Quantitative: 
Questionnaire 

SPSS-AMOS  384 
participants 
who are 
aesthetic 
dermatology 
clinics' 
Instagram 
followers  

This study’s findings 
suggest that customers 
will be more encouraged 
to engage with content 
that has been uploaded by 
social media influencers 
as long as they perceive 
that those influencers 
have a high level of 
expertise. As a result, they 
will have a positive 
intention to purchase the 
dermatology items 
recommended by those 
credible influencers. 
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Table 2.5         continued 

Relationship between Expertise and Purchase Intention 
5 Martiningsih 

and 
Setyawan 
(2022) 

This study evaluated 
the credibility of 
influencers, including 
their attractiveness, 
trustworthiness, and 
expertise and how 
they influenced 
shoppers’ intentions 
to purchase on the 
Shopee platform 
during the COVID-
19 pandemic. 

Source 
credibility 
model 

Quantitative: 
Online 
Questionnaire 

SPSS 200 
respondents  

The level of source 
expertise possessed by 
influencers had a 
significant impact on 
customers’ purchase 
intention. 

6 Rungruangjit 
(2022) 

This study aimed to 
determine which 
aspects of a 
celebrity’s persona, 
such as 
attractiveness, 
trustworthiness, and 
expertise, are most 
likely to stimulate 
strong purchase 
intentions. It also 
examined the 
underlying processes  

Parasocial 
relationship 
theory 

Quantitative: 
Questionnaire 

PLS-SEM 454 
respondents 
who are 
students at 
universities 
in Bangkok 
who saw a 
popular 
Chinese 
internet 
personality 
promote and 
sell  

Internet celebrities that 
possessed greater levels of 
expertise were found to 
produce greater numbers 
of intentions to purchase. 
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Table 2.5         continued 

Relationship between Expertise and Purchase Intention   
through which 
celebrity attributes 
influence purchase 
intentions by 
focusing on the 
mediating role of 
para-social 
interactions. Further, 
the study investigated 
how closely celebrity 
attributes align with 
the products. 

   
cosmetic 
products on 
Taobao live 
streaming 
and then 
went on to 
make a 
purchase of 
a cosmetic 
product 
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Table 2.6: Previous Research on Information Credibility Mediate the Relationship Between Expertise and Purchase Intention 

Information Credibility as a Mediator of the Relationship between Expertise and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Saima and 
Khan (2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention 
to make a purchase. 

Source 
credibility 
and source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 
respondents 

The connection between 
social media influencers’ 
expertise and purchase 
intention was not mediated 
by credibility. 
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2.5.2 Attractiveness 

Attractiveness is one of the three components of the source credibility model (Wang 

& Scheinbaum, 2017) apart from trustworthiness and expertise. Attractiveness refers to the 

external physical appearance of a person whereby the person is considered classy, sexy, or 

elegant (Amos et al., 2008; Ohanian, 1990). Source attractiveness focuses on the physical 

features or characteristics of an endorser (Erdogan, 1999). Consumers prefer choosing a 

product endorsed by an attractive endorser because physical appearance is essential for brand 

representatives. Nevertheless, the level of importance of the physical appearance of an 

endorser depends on the product category or brand; for instance, physical appearance is an 

essential factor that can impact consumers’ purchase intention towards beauty products or 

sports-related products. Consumers are more willing to follow the suggestions or 

recommendations made by visually attractive influencers. Attractiveness has to do with 

one’s outward physical appearance. A customer’s perception of an influencer’s 

attractiveness is closely tied to the influencer’s physical attributes and characteristics, such 

as knowledge, beauty, and health, as well as their psychographic traits (Onu et al., 2019). 

The concept of attractiveness extends beyond physical appeal. Attractiveness 

encompasses the intellectual abilities, personal attributes, lifestyle, athletic performance, and 

abilities of the endorser (Erdogan, 1999). Physical appearance may not be the main factor 

influencing the consumer when the endorser is considered an expert, as the consumer expects 

to benefit from an endorser who is an expert in terms of their educational background and 

knowledge. Nevertheless, consumers tend to be more drawn towards attractive expert 

endorsers. However, the factors that are most likely to influence the attitude of a customer 

towards an influencer are the experiences and expectations of the influencer (Li et al., 2012). 

Influencers may be perceived as credible endorsers and may have a great influence on 
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consumer behaviour because influencers share and post user-oriented product reviews, 

recommendations, and their personal experiences in using the endorsed products on their 

social media platforms. Beauty influencers, in particular, share make-up tutorials in their 

vlogs and offer honest reviews. As a result, influencers have a substantial impact on 

consumers’ brand attitudes and purchase behaviour.  

Consumers are more likely to adopt and purchase a product from a particular brand 

over other brands’ products when they see the people, they like wearing, using, or displaying 

that particular product (Forbes, 2016). The attractiveness of the source is conceptualised and 

measured by how beautiful, elegant, classy, likable, and physically attractive the source is 

perceived to be (Amos et al., 2008; Balabanis & Chatzopoulou, 2019). Besides, influencers 

who are beauty vloggers are perceived to have knowledge in the beauty industry. They are 

often physically attractive, especially among the influencers who endorse beauty products. 

A person’s attractiveness is measured in terms of their physical appearance (Wiedmann & 

Von Mettenheim, 2020). Consumers tend to be easily convinced by physically appealing 

influencers, especially when these influencers make recommendation videos in their vlogs. 

Likewise, an influencer who recommends a skincare product and appears to have flawless 

skin is more convincing in influencing their followers to use the endorsed skincare products. 

The endorsement of a product by an attractive social media influencer is likely to be accepted 

(Lim et al., 2017). Hence, an attractive social media influencer can have a positive effect on 

consumers. Consequently, an influencer’s ability to influence customers’ behavioural 

intention depends on how attractive the influencer is (Yuan & Lou, 2020). 

A prominent social media influencer can influence consumers favourably. 

Additionally, a well-known influencer is perceived to be more attractive and trustworthy 
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and, as a result, has a more significant impact on consumers’ product choices (Forbes, 2016; 

Uzunoǧlu & Misci Kip, 2014). The set of essential requirements that influencers must satisfy 

to achieve credibility includes attractiveness. It is easier to believe in a brand or product 

when the brand or product is recommended by an attractive influencer (Wiedmann & Von 

Mettenheim, 2020). If the endorser is likeable, consumers may have more confidence in the 

endorsement. Attractiveness is regarded as a key factor in spreading important messages 

(Wang & Scheinbaum, 2017). Attractiveness helps influencers keep their followers, and the 

majority of their followers are likely to follow their product recommendations, resulting in 

product or service purchases. The attractiveness of social media influencers not only 

influences customers’ trust in the information but also has the potential to increase brand 

recognition (Lou & Yuan, 2019). 

 Numerous studies have studied the relationships between attractiveness and 

information credibility and purchasing intention. These relationships are summarised below: 
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Table 2.7: Previous Research on the Relationship Between Attractiveness and Information Credibility 

Relationship between Attractiveness and Information Credibility 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Wang and 
Scheinbaum 
(2017) 

The purpose of this 
study was to 
determine the effects 
of celebrity 
endorsers’ source 
characteristics on 
consumers’ brand 
attitude, brand 
credibility, and 
consumers’ purchase 
intention towards the 
endorsed brands.  

Source 
credibility 
model 

Quantitative: 
Questionnaire 

LISREL 
8.80 

674 
respondents 

Customers of an airline 
who had a limited level of 
involvement in their travel 
decisions were not as 
significantly influenced by 
the expertise of the 
company’s celebrity 
endorser. The influence of 
celebrity endorsement on 
the credibility of the brand 
was not significant.  

2 Wang et al. 
(2017) 

This study 
investigated the links 
between 
endorsers’credibility, 
consumers’ attitudes 
towards the brand, 
the brand’s 
credibility, and 
consumers’ intention 
to purchase the air 
transportation  

Source 
credibility 
theory   
Product 
differentiation 
theory, 

Quantitative: 
Questionnaire 

LISREL 
8.80 

637 
respondents. 
The 
questionnaires 
were 
distributed 
and collected 
at Taipei 
Shongshan 
Airport in 
Taiwan 

The attractiveness of a 
celebrity endorser was not 
significant in explaining 
the credibility of their 
endorsement. On the other 
hand, there was a 
relationship between the 
attractiveness of celebrity 
endorser and their level of 
credibility. 
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Table 2.7         continued 

Relationship between Attractiveness and Information Credibility 
  services offered by 

airlines that used 
celebrity 
endorsements as a 
marketing strategy. 

     

3 Sokolova 
and Kefi 
(2020) 

This study’s 
objective was to 
investigate how the 
audience’s para-
social interaction 
(PSI) developed 
with the online 
influencer, along 
with their perceived 
credibility. It also 
looked at how these 
factors were related 
to the purchase 
intention, and how 
these factors, in 
turn, were related to 
the social and 
physical 
attractiveness as 
well as attitude 
homophily of 
members of the 
audience. 

Elaboration 
likelihood 
model (ELM) 
The theory of 
para-social 
interaction 
(PSI) 

Quantitative: 
Online 
Questionnaire 

SMART 
PLS 

 1209 female 
respondents 

The credibility of beauty 
and fashion influencers on 
YouTube and Instagram 
was positively associated 
to their physical 
attractiveness. 
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Table 2.7         continued 

Relationship between Attractiveness and Information Credibility 
4 Pinda et al. 

(2021) 
The purpose of this 
research was to 
investigate the 
connections 
between a person’s 
physical 
attractiveness, 
attitude homophily, 
social attractiveness, 
openness, 
interactivity, 
credibility, and 
para-social 
interaction on 
YouTube within the 
context of the 
culinary industry in 
Indonesia. 

Based on 
previous 
literature 

Quantitative: 
Online 
Questionnaire 

SMART 
PLS 

202 
respondents 
who are 
active users of 
YouTube in 
Indonesia and 
who have an 
interest in 
content 
related to 
culinary. 

The audience was 
interested in the physical 
attractiveness of food 
vloggers, and physical 
attractiveness could 
influence credibility. As a 
result, the audience was 
more likely to believe the 
information about the 
culinary world that was 
transmitted by food 
vloggers. 
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Table 2.7         continued 

Relationship between Attractiveness and Information Credibility 
5 Astarini and 

Sumardi 
(2022) 

The purpose of this 
study was to 
investigate the 
impacts of a 
person’s physical 
attractiveness, 
attitude homophily, 
social attractiveness, 
and relationship-
building motives on 
credibility and para-
social interaction. 
This study also 
looked at the impact 
of attitude towards 
brands and 
advertisements on 
the intention to 
make a purchase. 

Based on 
previous 
literature 

Quantitative: 
Online 
Questionnaire 

SPSS-
AMOS  

200 
respondents 

It was shown that the 
physical attractiveness of 
an influencer had a 
significant and positive 
effect on their credibility. 
Positive qualities, such as 
looking lovely or 
handsome, as well as an 
attractive physical 
appearance, were related 
to a person’s level of 
physical attractiveness. 
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Table 2.8: Previous Research on the Relationship Between Attractiveness and Purchase Intention 

Relationship between Attractiveness and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Lim et al. 
(2017) 

The purpose of this 
research was to 
analyse the 
effectiveness of 
social media 
influencers by 
emphasising the 
legitimacy of the 
source, the 
attractiveness of the 
source, the 
compatibility of the 
product, and the 
meaning transfer. 

Social 
learning 
theory 

Quantitative: 
Questionnaire 

PLS-SEM 200 
respondents 

The fact that the source 
attractiveness of social 
media influencers was 
unable to influence 
consumers’ purchase 
intentions revealed that 
attractiveness was not a 
powerful dimension to 
generate purchase 
behaviour. This was due to 
the significantly weak 
logical link between an 
attractive endorser and 
purchase intention. 

2 Chin (2019) This study 
investigated the 
effect of 
advertisements for 
beauty care products 
that used social 
media influencers on 
the students of UCSI 
University in terms 
of their intentions to 
purchase the  

Source 
credibility 
model 

Quantitative:  
Questionnaire 

SPSS 234 students 
from the 
Faculty of 
Social 
Science and 
Liberal Arts. 

There was a significant 
connection between the 
attractiveness of social 
media influencers and the 
intention to purchase 
beauty care products 
among UCSI University 
students. 
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Table 2.8         continued 

Relationship between Attractiveness and Purchase Intention 
  advertised 

products. 
     

3 AlFarraj et 
al. (2021) 

The purpose of this 
study was to 
evaluate the 
impacts of 
influencers’ 
credibility aspects 
on purchase 
intention among 
Jordanian 
consumers of 
cosmetic 
dermatological 
products through 
the mediating 
function of 
cognitive and 
affective online 
interaction. 

Source 
credibility 
model 

Quantitative: 
Questionnaire 

SPSS-
AMOS  

384 
participants 
who are 
aesthetic 
dermatology 
clinics' 
Instagram 
followers  

The study did not find any 
impact of attractiveness on 
consumers’ intentions to 
purchase. 
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Table 2.8         continued 

Relationship between Attractiveness and Purchase Intention 
4 Rungruangjit 

(2022) 
This study aimed to 
determine which 
aspects of a 
celebrity’s persona, 
such as 
attractiveness, 
trustworthiness, 
and expertise, are 
most likely to 
stimulate strong 
purchase intentions. 
It also examined 
the underlying 
processes through 
which celebrity 
attributes influence 
purchase intentions 
by focusing on the 
mediating role of 
para-social 
interactions. 
Further, the study 
investigated how 
closely celebrity 
attributes align with 
the products. 

 Parasocial 
relationship 
theory 

Quantitative: 
Questionnaire 

PLS-SEM 454 
respondents 
who are 
students at 
universities in 
Bangkok who 
saw a popular 
Chinese 
internet 
personality 
promote and 
sell cosmetic 
products on 
Taobao live 
streaming and 
then went on 
to make a 
purchase of a 
cosmetic 
product 

The findings showed that 
customers’ perceptions of 
the attractiveness of online 
celebrity endorsers did not 
affect their decisions to 
purchase. The positive 
feelings of charming 
celebrity endorsers did not 
necessarily affect the 
purchases made by other 
consumers. This finding 
suggests that the 
appearances of celebrities 
have no bearing on the 
decisions made to purchase 
products. 
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Table 2.8         continued 

Relationship between Attractiveness and Purchase Intention 
5 Martiningsih 

and 
Setyawan 
(2022) 

This study 
evaluated the 
credibility of 
influencers, 
including their 
attractiveness, 
trustworthiness, 
and expertise and 
how they 
influenced 
shoppers’ 
intentions to 
purchase on the 
Shopee platform. 

Source 
credibility 
model 

Quantitative: 
Online 
Questionnaire 

SPSS 200 
respondents  

During the COVID-19 
epidemic, the attractiveness 
of the influencer had a 
significant and positive 
effect on consumers’ 
intention to purchase on the 
Shopee marketplace. 
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2.5.3 Trustworthiness 

Trustworthiness is defined as the extent to which the recipients of information 

perceive an information source as credible and trustworthy (Sussman & Siegal, 2003). 

Trustworthiness refers to the information source’s credibility. It is about how good and 

beneficial people think the source is (Yin et al., 2018). Social media influencers are 

considered trustworthy and credible sources of information, mainly due to the perception of 

similarity between the consumers and the influencers, as well as the trust between them. In 

the context of social media influencers, trustworthiness refers to the extent to which a 

follower has trust in the reliability of a social media influencer because the sincerity, 

reliability, and trustworthiness of the social media influencer can be observed (Lou & Kim, 

2019). Most influencer-generated content is regarded as an honest opinion and not for 

promotional purposes. The most important issue in the beauty industry is the trustworthiness 

of public figures, which have been linked to social media influencers (Wang & Scheinbaum, 

2017). 

Influencers seem trustworthy because they post videos of themselves demonstrating 

the endorsed product. A social media influencer who consistently shares informative content 

with their followers might develop an emotional attachment with them, thereby positively 

encouraging them to purchase the recommended products (Ki et al., 2020). Customers’ trust 

and loyalty towards social media influencers has been shown to have a positive impact on 

the long-term viability of the relationships between them, as well as on the brand’s sales and 

overall performance in the market (AlFarraj et al., 2021). This scenario results in increased 

perceptions of trustworthiness as influencers usually recommend products in a real-life 

setting. The trustworthiness of the source reflects the extent of the consumer’s confidence 

that the information provided is reliable and valid (Shamhuyenhanzva et al., 2016).  
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Customers are concerned as to whether or not they can trust the influencer when it 

comes to product reviews. It is not sufficient for the source of information to appear 

knowledgeable. Perceivers must consider the reliability and trustworthiness of the source. 

Hence, the source of information must not only appear knowledgeable but also seem to be 

reliable and truthful in order to have a positive impact on consumers. Trustworthiness is the 

extent of consumers’ confidence that the information supplied is truthful and valid 

(Shamhuyenhanzva et al., 2016). The trustworthiness of the information source is vital in 

social networking as it reflects the value of the information provided; hence, a lack of 

trustworthiness is extremely detrimental for user-generated content (Saleem & Ellahi, 2017). 

Consumers’ lack of trust has an adverse impact on product persuasiveness as they do not 

want to risk purchasing a product, they are not familiar with. Consumers will do their own 

product evaluation from the information gained online from the source. If the source of 

information is perceived to be reliable and trustworthy, consumers may consider purchasing 

the product or service. Hence, social media influencers’ perceived trustworthiness has a 

significant influence on the behavioural intention of consumers (Yuan & Lou, 2020). 

Influencers who create and post videos of themselves evaluating products on their 

social media platforms have a high level of trustworthiness and honesty. Consumers who 

watch their videos will be drawn to the influencers’ recommendations and will consider 

purchasing the recommended products. A person’s trustworthiness is a measure of whether 

or not they can be relied upon to give their honest views without being influenced by others 

(Wiedmann & Von Mettenheim, 2020). When users regard an influencer as good, reliable, 

dependable, honest, or trustworthy, the influencer’s trustworthiness increases (Ceyhan et al., 

2018). Consumers may consider purchasing a product if the source is considered to be 

reliable and trustworthy.  



 

83 

Trustworthiness is regarded as an essential factor for promoting valuable messages 

(Wang & Scheinbaum, 2017). In the world of social media influencers, trustworthiness is 

the most powerful and most essential credibility characteristic (Schouten et al., 2020). 

Influencer marketing relies heavily on the trustworthiness of influencers because their 

expertise is often derived from their own personal experiences rather than from formal 

education or specialised knowledge (Lou & Yuan, 2019). The use of social media influencers 

is considered more trustworthy than the celebrity endorsement promotion approach because 

of influencers’ friendliness in establishing relationships with customers. Therefore, when 

consumers regard an influencer as trustworthy, there will be a positive impact on their 

attitudes and actions, including their intention to purchase (Sokolova & Kefi, 2020). The 

issue of influencers’ trustworthiness is one that is most closely investigated and studied in 

the cosmetics industry. Research has discovered a strong link between social media 

influencers and attractiveness, as appearance is a vital factor in shaping consumers’ attitudes 

(Wang & Scheinbaum, 2017).  

A summary of previous research on the impact of trustworthiness on information 

credibility, information adoption, and intention to purchase is provided below: 
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Table 2.9: Previous Research on the Relationship Between Trustworthiness and Information Credibility 

Relationship between Trustworthiness and Information Credibility 

No Author Objective of the study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Lis (2013) This study investigated 
the factors consumers 
regarded as having an 
impact on the 
credibility of consumer 
recommendations made 
online. 

Dual 
process 
theory and 
source 
credibility 
models 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS 
version 19 

In total, there 
were 634 
people who 
filled out the 
survey.  
Respondents 
are members 
of a prominent 
online 
consumer 
discussion 
forum. 

The findings offer 
additional support 
for the hypothesis 
that there is a strong 
positive association 
between credibility 
and trustworthiness. 
The degree to which 
a person can be 
trusted is one of the 
most important 
factors in 
determining 
credibility in 
electronic word of 
mouth. 

2 Wang and 
Scheinbaum 
(2017) 

The purpose of this 
study was to determine 
the effects of celebrity 
endorsers’ source 
characteristics on 
consumers’ brand 
attitude, brand 
credibility, and 
consumers’ purchase  

Source 
credibility 
model 

Quantitative: 
Questionnaire 

LISREL 8.80 674 
respondents 

Within the context 
of the airline sector, 
the attractiveness of 
celebrity 
endorsements had a 
significant 
beneficial effect on 
the credibility of 
brands. 
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Table 2.9         continued 

Relationship between Trustworthiness and Information Credibility 
  intention towards the 

endorsed brands. 
     

3 Wang et al. 
(2017) 

This study investigated 
the links between 
endorsers’ credibility, 
consumers’ attitudes 
towards the brand, the 
brand’s credibility, and 
consumers’ intention to 
purchase the air 
transportation services 
offered by airlines that 
used celebrity 
endorsements as a 
marketing strategy. 

Source 
credibility 
theory   
Product 
differentiati
on theory 

Quantitative: 
Questionnaire 

LISREL 8.80 637 
respondents. 
The 
questionnaires 
were 
distributed and 
collected at 
Taipei 
Shongshan 
Airport in 
Taiwan 

The credibility of a 
celebrity endorser 
could best be 
explained by their 
trustworthiness. As 
soon as customers 
began to believe that 
a brand had become 
more trustworthy, 
reputable, and 
desirable due to an 
endorsement, their 
attitudes towards the 
celebrity-supported 
brand began to 
improve. 

4 Xiao et al. 
(2018) 

This study investigated 
the influence of 
heuristic and systematic 
information signals on 
individuals’ evaluations 
of the credibility of the 
material offered by 
YouTube influencers.  

The 
heuristic-
systematic 
model 
Source 
Credibility 
Model 

Quantitative: 
Online 
Questionnaire 
Online survey 
was 
administered 
on Amazon’s 
Mechanical 
Turk platform 
(MTurk)  

MPlus 7 
(version 7.4) 
was used to 
process the 
data by 
applying 
linear 
structural 
equation  

497 
respondents 

The perceived 
information 
credibility in both 
heuristic and 
systematic 
information 
processing modes 
recognised the role 
of trustworthiness as 
a more important  
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Table 2.9         continued 

Relationship between Trustworthiness and Information Credibility 
     modelling 

(SEM) 
 component in 

credibility 
judgements. 

5 Tien et al. 
(2018) 

This study developed a 
comprehensive research 
framework that focused 
on the influence of 
customer-to-customer 
(C2C) electronic word 
of mouth (eWom) using 
information persuasion 
in reference to purchase 
decision-making. 

Information 
adoption 
model 
(IAM) 

Quantitative: 
Questionnaire 

SPSS and 
PLS-SEM 

350 students 
from two 
universities in 
Taipei 

The trustworthiness 
of the source was a 
crucial determinant 
of the credibility of 
electronic word of 
mouth. 

6 Ismagilova et 
al. (2020) 

This research sought to 
synthesise the findings 
of previous studies on 
the characteristics of 
source credibility in 
electronic word of 
mouth communications 
into a unified model by 
using meta-analytic 
techniques. 

Meta 
analysis: 
This meta-
analysis 
was based 
on a total of 
20 different 
investigatio
ns. 

N/A Comprehensi
ve Meta-
Analysis 
software 

N/A It was discovered 
that the 
trustworthiness of a 
source had an effect 
on the credibility of 
information. When 
the information 
presented to a 
receiver was from a 
trustworthy source, 
such information 
was regarded as 
credible if it 
demonstrated a high  
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Table 2.9         continued 

Relationship between Trustworthiness and Information Credibility 
       level of objectivity 

and sincerity. 
7 Chih et al. 

(2020) 
This study investigated 
the characteristics that 
contributed to the 
perceived credibility of 
positive electronic word 
of mouth reviews in 
order to determine the 
most important aspects 
of electronic word of 
mouth reviews. 

Cognition-
affection-
behaviour 
(CAB) 
model 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS  402 responders 
who have used 
The Fan Page 
of Fashion 
Guide for 
longer than a 
year and 
frequently 
browse the 
website's. 

The degree to which 
a source’s perceived 
trustworthiness had 
a significant and 
favourable impact 
on credibility was 
established through 
a favourable 
perception of 
electronic word of 
mouth.  

8 Saima and 
Khan (2020) 

This study attempted to 
determine the effects of 
various characteristics 
of social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention to 
make a purchase. 

Source 
credibility 
and source 
attractivene
ss models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 respondents The trustworthiness 
of a social media 
influencer was 
shown to have a 
significant impact 
on the credibility of 
the influencer.  
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Table 2.9         continued 

Relationship between Trustworthiness and Information Credibility 
9 Intansari and 

Roostika 
(2022) 

This study investigated 
the effect of consumers’ 
electronic word of 
mouth on their 
intentions to purchase 
based on the 
information provided 
by the information 
media pages hosted on 
TripAdvisor. 

Based on 
previous 
literature 

Quantitative: 
Questionnaire 

SPSS-AMOS  270 
respondents 

The credibility of 
electronic word of 
mouth improved 
when the source 
could be relied 
upon. Readers who 
were also customers 
and who read 
reviews on 
information media 
pages that discussed 
travel products 
opined that the 
reviews related to 
the products had a 
high level of 
trustworthiness. 

 

 

 

 

 



 

89 

Table 2.10: Previous Research on the Relationship Between Trustworthiness and Information Adoption 

Relationship between Trustworthiness and Information Adoption 

No Author Objective of the study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data  
Analysis Sample Size 

1 Chircu et al. 
(2000) 

This study sought to 
analyse the relationship 
between the level of 
expertise a consumer 
required and the level 
of trust that consumer 
had in an electronic 
commerce 
intermediary. Further, 
in order to have the 
capability to utilise the 
intermediary, it was 
necessary to have the 
purpose to use the 
electronic commerce 
intermediary. 

Innovation 
Diffusion 
Theory and 
Technology 
Acceptance 
Model (TAM) 

Quantitative: 
Questionnaire 

Econometric 
analysis of 
experimental 
data, with 
special 
attention 
given to tests 
for departures 
from the 
assumptions of 
ordinary 
least squares 
(OLS) 
regression 
models 

43 MBA 
students at a 
prominent 
Midwestern 
university. 
The tasks for 
this 
experiment 
consisted of 
making 
bookings for 
vacation 
utilising an 
online travel 
agency known 
as Trip.Com. 

The trust that a 
consumer had in 
an electronic 
commerce 
intermediary had a 
direct and positive 
impact on the 
likelihood that the 
consumer would 
adopt that 
electronic 
commerce 
intermediary. 
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Table 2.10         continued 

Relationship between Trustworthiness and Information Adoption 
2 Ismagilova et 

al. (2020) 
This research sought to 
synthesise the findings 
of previous studies on 
the characteristics of 
source credibility in 
electronic word of 
mouth communications 
into a unified model by 
using meta-analytic 
techniques. 

Meta analysis: 
This meta-
analysis was 
based on a 
total of 20 
different 
investigations. 
The meta-
analysis is a 
trustworthy 
method that 
may be used 
to offer 
quantitative 
summaries of 
the previous 
research. 

N/A Comprehensive 
Meta-Analysis 
software 

N/A It was shown that 
the trustworthiness 
of the source had a 
significant and 
positive influence 
on the adoption of 
the information 
provided. 
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Table 2.11: Previous Research on the Relationship Between Trustworthiness and Purchase Intention 

Relationship between Trustworthiness and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research Data Analysis Sample Size 

1 Chin (2019) This study 
investigated the 
effect of 
advertisements for 
beauty care products 
that used social 
media influencers on 
the students of UCSI 
University in terms 
of their intentions to 
purchase the 
advertised products. 

Source 
credibility 
model 

Quantitative:  
Questionnaire 

SPSS 234 students 
from the 
Faculty of 
Social Science 
and Liberal 
Arts. 

There was a 
significant 
connection between 
the trustworthiness 
of social media 
influencers and the 
intention to 
purchase beauty 
care products 
among UCSI 
University students. 

2 Saima and 
Khan (2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ 
intentions to make a 
purchase.  

Source 
credibility 
and source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 respondents The trustworthiness 
of social media 
influencers was 
found to have a 
considerable impact 
on consumers’ 
intentions to make a 
purchase. 
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Table 2.11         continued 

Relationship between Trustworthiness and Purchase Intention 
3 AlFarraj et 

al. (2021) 
The purpose of this 
study was to evaluate 
the impacts of 
influencers’ 
credibility aspects on 
purchase intention 
among Jordanian 
consumers of 
cosmetic 
dermatological 
products through the 
mediating function of 
cognitive and 
affective online 
interaction. 

Source 
credibility 
model 

Quantitative: 
Questionnaire 

SPSS-AMOS  384 
participants 
who are 
aesthetic 
dermatology 
clinics' 
Instagram 
followers  

Trustworthiness did 
not play any role in 
consumers’ 
decisions regarding 
whether or not to 
purchase a cosmetic 
dermatological 
product. This result 
indicated that there 
was a lack of trust 
in the content 
shared on social 
media by 
influencers since 
the vast majority of 
respondents 
believed that the 
feedback was paid 
for as a form of 
advertisement. 

4 Plidtookpai 
and 
Yoopetch 
(2021) 

Within the setting of 
Bangkok’s medium 
class (3 star) and 
luxury class (5 star) 
hotels’ social media, 
this study sought to 
investigate the 
factors influencing 

Technology 
Acceptance 
Model 
(TAM) 

Quantitative: 
Questionnaire 

SPSS-AMOS  403 
respondents 
who are the 
hotel guests 
who are 
particularly 
active on 
social media 

Trustworthiness of 
electronic word of 
mouth was a 
significant factor in 
influencing the 
decisions of 
customers to 
purchase a 
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Table 2.11         continued 

Relationship between Trustworthiness and Purchase Intention 
  consumers’ 

intentions to 
purchase a product or 
service. 

   platforms. The 
respondents 
need to have a 
history of 
utilising social 
media that 
spans at least 
one year. 

particular product 
or service. 

5 Rungruangjit 
(2022) 

This study aimed to 
determine which 
aspects of a 
celebrity’s persona, 
such as 
attractiveness, 
trustworthiness, and 
expertise, are most 
likely to stimulate 
strong purchase 
intentions. It also 
examined the 
underlying processes 
through which 
celebrity attributes 
influence purchase 
intentions by 
focusing on the 
mediating role of 
para-social 

 Parasocial 
relationship 
theory 

Quantitative: 
Questionnaire 

PLS-SEM 454 
respondents 
who are 
students at 
universities in 
Bangkok who 
saw a popular 
Chinese 
internet 
personality 
promote and 
sell cosmetic 
products on 
Taobao live 
streaming and 
then went on 
to make a 
purchase of a 
cosmetic 
product 

No relationship was 
found between the 
perceived 
trustworthiness of 
celebrity endorsers 
and consumers’ 
intention to 
purchase a product 
or service. 
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Table 2.11         continued 

Relationship between Trustworthiness and Purchase Intention 
  interactions. Further, 

the study investigated 
how closely celebrity 
attributes align with 
the products. 

     

6 Martiningsih 
and 
Setyawan 
(2022) 

This study evaluated 
the credibility of 
influencers, including 
their attractiveness, 
trustworthiness, and 
expertise and how 
they influenced 
shoppers’ intentions 
to purchase on the 
Shopee platform 
during the COVID-
19 pandemic. 

Source 
credibility 
model 

Quantitative: 
Online 
Questionnaire 

SPSS 200 
respondents  

One of the factors 
influencing 
credibility, namely 
trustworthiness, 
was shown to have 
a negative effect on 
a person’s intention 
to purchase on the 
Shopee platform.  
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Table 2.12: Previous Research on Information Credibility Mediate the Relationship Between Trustworthiness and Purchase Intention 

Mediation Role of Information Credibility in the Relationship between Trustworthiness and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Saima and 
Khan (2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intentions 
to make a purchase. 

Source 
credibility 
and source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 respondents It was discovered 
that the 
trustworthiness of 
social media 
influencers had a 
significant positive 
direct effect on 
purchase intention 
and information 
credibility act as 
partial  
mediator in the 
relationship between 
trustworthiness and 
purchase intention. 
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2.5.4 Homophily 

Consumers prefer interacting with others who share their beliefs or interests 

(Ismagilova et al., 2020). Homophily is one of the mechanisms that influence the credibility 

of a message (Lis, 2013). Homophily refers to the situation where individuals are similar in 

age, gender, education, and income in their network of relationships. It is closely linked to 

the importance that individuals place in their conversations and relationships (Saleem & 

Ellahi, 2017). If a recommendation includes details that make the consumer feel they share 

similar values or preferences with the influencer, this fosters a rise in homophily. A 

consumer who engages more in electronic word of mouth normally shares a high degree of 

homophily with the influencer, who eventually influences the consumer’s decision to 

purchase (Chu & Kim, 2011). 

Consumers with similar interests are more inclined to declare themselves as members 

of a specific group and exchange brand-related information in brand communities on social 

networking sites (Chih et al., 2020). There is growing interest in homophily in the marketing 

literature because of the spread of social media and variety of social contexts, such as 

blogging, social commerce, and social services (Mainolfi & Vergura, 2021). Homophily 

influences consumers’ intentions to seek opinions and user interaction on social networking 

platforms. It could help customers understand their responses to the content generated by 

other users or influencers. The greater the perceived similarity between the user’s views and 

those of the media personality, the more likely the relationship would continue. Consumers 

are more likely to communicate with a source that is similar to them and, as a result, develop 

a trusting relationship (Hopp & Gallicano, 2016). The sense of compatibility between 

personal and social public opinions encourages individuals to engage and express their 

opinions in interactions.  
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Previous research identified the homophily of influencers on YouTube as a precedent 

for para-social interactions (Lee & Watkins, 2016). Initially, the idea of para-social 

interaction was suggested as an explanation for the creation of media-viewers relationships, 

and the concept has now been generalised to online environments and social media 

(Ballantine & Martin, 2005). Social media users like to follow the influencers whom they 

believe have similar personalities to theirs. Consumers are more likely to interact with those 

that hold similar ideas or interests to their own. A rise in homophily is facilitated if the 

recommendation includes specifics that indicate the influencer will help the consumer feel 

similar values or preferences to the influencer’s. If a subscriber feels that they have 

something in common with a beauty influencer, they will want to keep watching the beauty 

influencer’s videos and leaving comments on their YouTube channel (Purnamaningsih & 

Rizkalla, 2020). Beauty bloggers that are more similar to what their audience is looking for 

are rated as more influential (Balabanis & Chatzopoulou, 2019).  

The relationships between homophily, information credibility, and purchase 

intention are summarised below: 
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Table 2.13: Previous Research on the Relationship Between Homophily and Information Credibility 

Relationship between Homophily and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data  
Analysis Sample Size 

1 Lis (2013) This study 
investigated the 
factors that consumers 
regarded as having an 
impact on the 
credibility of 
consumer 
recommendations 
made online. 

Dual process 
theory and 
source 
credibility 
models 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS 
version 19 

In total, there 
were 634 
people who 
filled out the 
survey.  
Respondents 
are members 
online 
consumer 
discussion 
forum. 

The degree of 
similarity between 
the sender and the 
receiver of 
information did 
not have a 
significant impact 
on the credibility 
of the 
communication. 

2 Xiao et al. 
(2018) 

This study 
investigated the 
influence of heuristic 
and systematic 
information signals on 
individuals’ 
evaluations of the 
credibility of the 
material offered by 
YouTube influencers. 
  

The heuristic-
systematic 
model 
Source 
Credibility 
Model 

Quantitative: 
Online 
Questionnaire 
Online 
survey was 
administered 
on Amazon’s 
Mechanical 
Turk 
platform 
(MTurk) 

MPlus 7 
(version 7.4) 
was used to 
process the 
data by 
applying linear 
structural 
equation 
modelling 
(SEM) 

497 
respondents 

When individuals 
processed 
information in a 
heuristic way, the 
positive influence 
of homophily on 
perceived 
information 
credibility 
demonstrated that 
YouTube video 
viewers had a 
tendency to  
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Table 2.13         continued 

Relationship between Homophily and Purchase Intention 
       interact with other 

persons who 
shared their values 
and perspectives. 

3 Ismagilova 
et al. (2020) 

This research sought 
to synthesise the 
findings of previous 
studies on the 
characteristics of 
source credibility in 
electronic word of 
mouth 
communications into a 
unified model by 
using meta-analytic 
techniques. 

Meta analysis: 
This meta-
analysis was 
based on a 
total of 20 
different 
investigations. 
The meta-
analysis is a 
trustworthy 
method that 
may be used 
to offer 
quantitative 
summaries of 
the previous 
research. 

N/A Comprehensive 
Meta-Analysis 
software 

N/A There was a 
positive and 
significant 
association 
between the 
homophily of the 
information source 
and the credibility 
of information. A 
higher degree of 
homophily 
between the sender 
and the recipient 
of information was 
found to increase 
the sender’s 
influence.  

4 Chih et al. 
(2020) 

The purpose of this 
study was to 
investigate the 
characteristics 
contributing to the 
perceived credibility  

Cognition-
affection-
behavior 
(CAB) model 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS  402 
responders 
who have 
used The Fan 
Page of 
Fashion Guide  

The most 
significant finding 
of this research, as 
well as its primary 
contribution to the 
field of study, was  
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Table 2.13         continued 

Relationship between Homophily and Purchase Intention 
  of positive electronic 

word of mouth 
reviews in order to 
determine which 
aspects of electronic 
word of mouth 
reviews were the most 
important. 

   for longer 
than a year 
and frequently 
browse the 
website's 
online 
content. 

that homophily 
was the single 
most important 
component in the 
perceived 
credibility of 
positive electronic 
word of mouth 
when viewed from 
the perspectives of 
both interpersonal 
and informational 
determinants. 

5 Daowd et al. 
(2020) 

The purpose of this 
study was to 
determine the factors 
influencing the 
credibility of 
electronic word of 
mouth and whether or 
not a consumer would 
use it when making a 
purchase decision. 

Based on 
previous 
model 
developed by 
Cheung et al. 
(2008); Lis 
(2013); Teng 
et al. (2017) 
and 
Information 
Adoption 
Model 

Quantitative: 
Questionnaire 

SPSS 25.0 230 Thai 
Generation Y 
respondents 
between the 
ages of 24 and 
38 have 
experiences 
with online 
WOM such as 
customer 
reviews, 
blogs, web 
boards, and 
social media. 
These 
respondents  

The generation Y 
in Thailand were 
typically receptive 
to new ideas and 
willing to accept 
the information 
provided by 
reviewers who 
shared their traits, 
attitudes, and 
behaviours. 
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Table 2.13         continued 

Relationship between Homophily and Purchase Intention 
      include both 

genders. 
 

6 Pinda et al. 
(2021) 

The purpose of this 
research was to 
investigate the 
connections between a 
person’s physical 
attractiveness, attitude 
homophily, social 
attractiveness, 
openness, 
interactivity, 
credibility, and para-
social interaction on 
YouTube within the 
context of the culinary 
industry in Indonesia. 

Based on 
previous 
literature 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 202 
respondents 
who are active 
users of 
YouTube in 
Indonesia and 
who have an 
interest in 
content 
related to 
culinary. 

Attitude 
homophily did not 
have an impact on 
credibility. 
Instead, credibility 
was influenced by 
viewers’ 
evaluations of the 
food vlogger. Even 
though members 
of the audience did 
not share the food 
vlogger’s attitude 
homophily, they 
would continue to 
interact with the 
food vlogger and 
believe in the 
information 
provided by the 
food vlogger. 
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Table 2.13         continued 

Relationship between Homophily and Purchase Intention 
7 Astarini and 

Sumardi 
(2022) 

This study 
investigated the 
impacts of a person’s 
physical 
attractiveness, attitude 
homophily, social 
attractiveness, and 
relationship-building 
motives on credibility 
and para-social 
interaction. This study 
also looked at the 
impact of attitude 
towards brands and 
advertisements on the 
intention to make a 
purchase. 

Based on 
previous 
literature 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS  200 
respondents 

Credibility 
significantly 
benefited from 
attitude 
homophily. 
Consumers who 
exhibited attitude 
homophily shared 
the same lives and 
thought patterns as 
the influencers. 
When consumers 
identified with the 
influencers, they 
adopted a 
homophilic 
mindset. 
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Table 2.14: Previous Research on the Relationship Between Homophily and Purchase Intention 

Relationship between Homophily and Purchase Intention 

No Author Objective of the study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

 1 Mainolfi 
and Vergura 
(2021) 

The study aimed to 
increase the 
understanding of the 
role of fashion bloggers 
in the process of 
product acceptance in 
both developed and 
developing markets. 
The study specifically 
examined the influences 
of homophily, 
engagement, and 
credibility on the 
intention to purchase 
the fashion products  

Based on 
previous 
literature 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS  Respondents 
from both Italy 
and Taiwan 
were recruited 
online, with 
252 Italians 
and 276 
Taiwanese 
providing their 
responses after 
reading an 
instructive post 
shared on the 
accounts of 
some social 
media users. 

Homophily, which 
is the perception of 
resemblance with 
other blog readers, 
enhanced blog 
engagement and, 
consequently, 
purchase intention. 
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2.5.5 Information Quality 

An online review’s overall quality is measured by its information quality (Jiang et 

al., 2021). The quality of information is defined as the strength of the meaning contained in 

the message (Yeap et al., 2014). Previous researchers have investigated the quality of 

information in the electronic word of mouth context (Cheung et al., 2008; Cheung & 

Thadani, 2012) and found that it affected customers (Lee & Shin, 2014). The internet and 

social media, which are among the largest sources of information, have increased in 

importance. Consumers use the internet and social media to gain information about a 

particular product or service. There has been an explosive increase in the amount of online 

information due to the rapid growth of information technology and the internet (Xu et al., 

2016). Technology allows consumers to obtain the information they need quickly, as various 

information sources are available on the internet. Social media users connect despite not 

knowing each other by communicating on social media platforms. The transition to web 

platforms has varied the range of possible sources of information, extending far beyond 

small social grouping exchanges to communications among thousands of online, but 

connected, strangers (O’Connor, 2010).  

The term information quality refers to the users' subjective evaluation of whether or 

not the features of the information fit their own requirements and are suitable for the purpose 

for which it was created (Jiang et al., 2021).  Product recommendations and reviews, for 

instance, are evaluated by consumers through the comment sections in social media 

platforms, where other experienced users share their experiences in using the same 

recommended product or service. This evaluation is done to ensure that the 

recommendations and reviews are sincere and reliable before the potential consumers 

proceed with their purchase decisions. Information quality is a function of a system’s ability 
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to communicate the intended meaning and purpose of a piece of information (Wang & Lin, 

2012). Almost anyone can now generate user-generated information as a result of an 

extensive internet usage. Hence, the quality of information has become more relevant for 

consumers. It thus plays a vital role in helping consumers evaluate products and services 

(Filieri & McLeay, 2014). A consumer’s perception of the accuracy, validity, 

understandability, relevance, usefulness, and completeness of information determines the 

information’s quality (Wang et al., 2019). There is a risk in relying on the user-generated 

content available on social media as a source of information as it is difficult to monitor the 

information shared and there are typically no universal standards for posting online content. 

As such, digital content can be easily altered (Suh & Chang, 2006), which raises concerns 

regarding the quality of the information shared on the internet (Fan et al., 2014; Matheus et 

al., 2014). Improving the overall quality of information can be one solution to the problem 

of having too much information (Zhang et al., 2022). 

The quality of information has been shown to play a significant role among the many 

factors that may affect the credibility of information (King et al., 2014). Information quality 

is a crucial element of influencers’ attributes. Consumers gather information from a website 

in the online environment, understand and analyse the quality of the information, and 

subsequently form their attitudes and actions based on that information (Klein, 2017). 

Consumers have a hostile perception towards the quality of the review information available 

on social media platforms, and they are uncertain as to whether such review information is 

credible and correct. The quality of a piece of information can help consumers determine the 

credibility of that information, which in turn assists them in deciding whether or not to adopt 

the information and to purchase the product or service (Jiang et al., 2021). 
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The relationships between information quality, information credibility, information 

adoption, and purchase intention have been the subject of a significant amount of research 

that is both extensive and expanding. A summary of these relationships is provided below: 
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Table 2.15: Previous research on the Relationship Between Information Quality and Information Credibility 

Relationship between Information Quality and Information Credibility 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Li and Suh 
(2015) 

This research 
investigated the 
characteristics that 
individuals regarded 
as important in 
determining the 
reliability of the 
information provided 
on social media 
platforms. 

Elaboration 
likelihood 
model 
(ELM) 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 135 
respondents 
who 
participated 
in the survey 
used 
Facebook as a 
source of 
information 
during the 
Umbrella 
Movement. 

The quality of 
information did not 
significantly affect the 
credibility of the 
information. The 
respondents opined that 
the information was 
well-planned and had 
varying degrees of the 
power of persuasive 
arguments.  

2 Chakraborty 
and Bhat 
(2017) 

In the context of 
consumer electronic 
goods in India, the 
aim of this study was 
to evaluate the effects 
of online reviews on 
functional and 
hedonic brand images. 

Yale attitude 
change 
model 
Attribution 
theory 

Quantitative: 
Online 
Questionnaire 

Structural 
equation 
modelling 
(SEM) 

 1,038 
respondents  

The quality of reviews 
was shown to have a 
statistically significant 
and positive impact on 
the credibility of online 
reviews. Customers were 
not simply interested in 
reading reviews, though. 
They also sought 
reviews that contained  
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Table 2.15         continued 

Relationship between Information Quality and Information Credibility 
       justifications as part of 

the evaluations. 
3 Saima and 

Khan 
(2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention 
to make a purchase. 

Source 
credibility 
and source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 
respondents 

Media influencers’ 
credibility was greatly 
influenced by the quality 
of the information they 
provided. 

4 Jiang et al. 
(2021) 

This research 
developed a model to 
analyse how 
information quality 
influenced 
individuals’ 
information adoption 
on e-commerce 
platforms. 
Additionally, the 
moderating impacts of 
perceived risk on 
information quality, 
perceived diagnostic, 
and information 
credibility were  

Elaboration 
likelihood 
model 
(ELM) 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 277 users of 
Dianping, 
which is one 
of the most 
popular social 
media review 
platforms in 
China, 
participated 
in the survey 

There was a positive 
relationship between 
information quality and 
information credibility 
pertaining to online 
reviews on social media 
platforms. 
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Table 2.15         continued 

Relationship between Information Quality and Information Credibility 
  investigated in this 

study. 
     

4 Jiang et al. 
(2021) 

This research 
developed a model to 
analyse how 
information quality 
influenced 
individuals’ 
information adoption 
on e-commerce 
platforms. 
Additionally, the 
moderating impacts of 
perceived risk on 
information quality, 
perceived diagnostic, 
and information 
credibility were 
investigated in this 
study. 

Elaboration 
likelihood 
model 
(ELM) 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 277 users of 
Dianping, 
which is one 
of the most 
popular social 
media review 
platforms in 
China, 
participated 
in the survey 

There was a positive 
relationship between 
information quality and 
information credibility 
pertaining to online 
reviews on social media 
platforms. 
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Table 2.16: Previous research on the Relationship Between Information Quality and Information Adoption 

Relationship between Information Quality and Information Adoption 

No Author Objective of the study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Hussain et 
al. (2017) 

This study investigated 
the relationships between 
the credibility of the 
source of electronic word 
of mouth, perceived risk, 
and information adoption 
by customers of food 
products, with argument 
quality and information 
usefulness acting as the 
mediators. 

Elaboratio
n 
likelihood 
model 
(ELM) 

Elaboration 
likelihood 
model (ELM) 
Information 
adoption 
model (IAM) 

Quantitative: 
Online 
Questionnaire 

Structural 
equation 
modeling 
(SEM) 

Argument quality had a 
positive effect on 
information adoption. 
Argument quality refers 
to communication 
persuasion, which is 
categorised into weak 
and strong informational 
messages. 

2 Sardar et 
al. (2021) 

This study investigated 
how the adoption of 
electronic word of mouth 
mediated the influence of 
the antecedents of 
electronic word of mouth 
adoption (quality, 
consumer attitude, 
credibility, usefulness, 
needs, and adoption) on 
customers’ purchase 
intention. 

Informatio
n  
Adoption 
Model 
(IAM) 

Quantitative: 
Questionnaire 

PLS-SEM 384 
university 
students 
studying in 
the city of 
Karachi 

Among the antecedents, 
information quality had 
the least significant 
effect on the electronic 
word of mouth adoption. 
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Table 2.17: Previous Research on the Relationship Between Information Quality and Purchase Intention 

Relationship between Information Quality and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1  Saima and 
Khan 
(2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention 
to make a purchase. 

Source 
credibility 
and source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 
respondents 

The informative value of 
the content posted by 
influencers had a 
significant influence on 
the purchase intentions 
of their followers on 
social media. This was 
because the influencers 
tried to create and post 
informative content on a 
regular basis in order to 
attract and keep their 
followers on social 
media. 
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Table 2.18: Previous Research on Information Credibility Mediate the Relationship Between Information Quality and Purchase 
Intention 

Information Credibility as a Mediator of the Relationship between Information Quality and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1  Saima and 
Khan 
(2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention 
to make a purchase. 

Source 
credibility 
and source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 
respondents 

Information quality had 
an effect on consumers’ 
intention to purchase 
through the full 
mediation role of 
credibility. 
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2.6 Information Credibility 

In today’s information overloaded social media landscape, it may be challenging to 

determine the credibility of a message (Ali et al., 2022). Marketers recognise that the concept 

of credibility has always played a critical role in the field of marketing (Dwivedi et al., 2018). 

When assessing the credibility of information, one critical factor to consider is the source of 

the information (Aladhadh et al., 2019). People have almost unlimited freedom to publish 

and express their feelings towards certain products or services in the online environment 

without revealing their true identity. The availability of the comments section and online 

discussion forums has provided consumers with space to share their opinions and 

experiences in using a product or service recommended by influencers. As a result, a great 

amount of user-generated content is available for viewing by potential consumers, but the 

credibility of the information might be questionable. A message’s credibility is influenced 

by its source (Keshavarz & Esmaeili Givi, 2020). When looking for advice on social media, 

people often find it more helpful to rely on sources of information that are regarded as more 

credible sources (Tien et al., 2018). Information creators’ familiarity and physical 

appearance can be hard to judge in the online world; hence, the credibility of the source is 

the most common attribute of the information provider looked into by users (Yin et al., 

2018). For electronic word of mouth, credibility is described as the extent to which the 

recommendations or reviews by other consumers are perceived as believable, true, or factual 

(Levy & Gvili, 2015).  

Credibility is demonstrated by how the recipients accept and use the information 

provided (Tien et al., 2018).  Positive comments from user-generated content will increase 

potential consumers’ confidence to adopt the information, leading them to make a purchase. 
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The credibility level of the source also affects the adoption of online reviews by the receiver 

of the information (Daowd et al., 2020). Furthermore, if there are more positive reviews and 

information shared by other users, eventually consumers will have a positive attitude towards 

the product or service. Consumers appear to react highly favourably to an online suggestion 

that contains a compelling argument (Zhang et al., 2014), which is found to be an important 

factor affecting the credibility of information (Fang, 2014). Credibility is used to describe 

how much one can trust the information provided and the people providing it. Thus, if a 

recipient decides that a piece of information is credible, their confidence in believing what 

the influencer recommends will increase (Sussman & Siegal, 2003). When sources are 

identified as credible, the recipients of information will not declare their uncertainty and will 

likely acknowledge the related information (Petty et al., 2009). On the other hand, if a review 

is perceived as not credible, readers are likely to ignore its recommendation due to the risk 

of deception (Filieri & McLeay, 2014). 

Besides benefitting the potential consumers that adopt the available information, 

user-generated content also provides information to companies that can help companies in 

enhancing the quality of their products and improving their brand reputation through 

consumer interaction on social media platforms. Consumers favour user-generated reviews 

because this type of review provides more precise and credible information that companies 

typically do not offer on public platforms (Yang & Mai, 2010). Many studies have sought to 

categorise individuals as either high- or low-reputation sources of information on social 

media in order to help users locate credible information on social media platforms (Aladhadh 

et al., 2019). The information provided by the sources would be relied upon by the users, 

and users expect the sources with the highest credibility to have stronger arguments on the 

products or services and they believe that the sources with the highest credibility to be more 
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knowledgeable than others (Yin et al., 2018). It is believed that the credibility of influencers 

is tied to the effectiveness of the message they communicate, which in turn is based on the 

recognised level of expertise and trustworthiness of the influencer (AlFarraj et al., 2021). 

The relationships between information credibility, information adoption, and 

purchase intention have been the subject of much research that continues to grow in size. A 

summary of these relationships is provided below: 
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Table 2.19: Previous Research on the Relationship Between Information Credibility and Information Adoption 

Relationship between Information Credibility and Information Adoption  

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data 
Analysis Sample Size 

1 Lis (2013) This study 
investigated the 
factors that consumers 
regarded as having an 
impact on the 
credibility of 
consumer 
recommendations 
made online. 

Dual process 
theory and 
source 
credibility 
models 

Quantitative: 
Online 
Questionnaire 

SPSS-
AMOS 
version 19 

In total, there 
were 634 
people who 
filled out the 
survey.  
Respondents 
are members 
of a 
prominent 
online 
consumer 
discussion 
forum that 
remain 
unnamed for 
reasons of 
discretion. 

The adoption of 
electronic word of 
mouth, or the acceptance 
of the recommendation 
made by the relevant 
review, is the final step 
in a communication 
process that has been 
completed successfully 
using electronic word of 
mouth. This research 
found the credibility of 
electronic word of mouth 
to be a powerful 
predictor of the adoption. 

2 Fang 
(2014) 

The purpose of this 
research was to 
investigate how users 
of social networking 
sites used the 
information included 
in the electronic word 
of mouth reviews  

Stimulus 
Organism 
Response 
Model 
(SOR) 
Curiosity 
Theory 

Quantitative: 
Online 
Questionnaire 

PLS-SEM There were 
445 
respondents 
who answered 
the survey 
who were 
active  

The findings are in line 
with other research on 
electronic word of 
mouth, indicating that 
perceived credibility is a 
crucial element in 
encouraging the adoption 
of information. 
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Table 2.19        continued 

Relationship between Information Credibility and Information Adoption  
  contributed by other 

users. 
   Facebook 

users. 
 

3 Tien et al. 
(2018) 

This study developed 
a comprehensive 
research framework 
that focused on the 
influence of customer-
to-customer (C2C) 
electronic word of 
mouth (eWom) using 
information 
persuasion in 
reference to purchase 
decision-making. 

Information 
Adoption 
Model 

Quantitative: 
Questionnaire 

SPSS and 
SMART 
PLS 

350 students 
from two 
universities in 
Taipei 

Electronic word of 
mouth credibility was 
found to be essential in 
customers’ decision to 
embrace an electronic 
word of mouth message. 
This result implies that 
senders of electronic 
word-of-mouth should 
focus more on increasing 
customers’ perceptions 
of reliability in order to 
encourage consumers’ 
adoption of the 
information posted on 
social networking sites. 

4 Daowd et al. 
(2020) 

The purpose of this 
study was to 
determine the factors 
influencing the 
credibility of 
electronic word of 
mouth and whether or 
not consumers would 
use it when making a 
purchase decision. 

Based on 
previous 
model 
developed 
by Cheung 
et al. (2008); 
Lis (2013); 
Teng et al. 
(2017) and 
Information  

Quantitative: 
Questionnaire 

SPSS 25.0 230 Thai 
Generation Y 
respondents 
between the 
ages of 24 
and 38 have 
experiences 
with online 
WOM such as 
customer 
reviews, 

The adoption of 
electronic word of mouth 
information was found to 
be significantly 
associated with the 
credibility of the 
information. 
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Table 2.19        continued 

Relationship between Information Credibility and Information Adoption  
   Adoption 

Model 
  blogs, web 

boards, and 
social media 
posts before 
making a 
purchase of a 
product or 
service. These 
respondents 
include both 
male and 
female 
respondents. 

 

5 Jiang et al. 
(2021) 

This research 
developed a model to 
analyse how 
information quality 
influenced 
individuals’ 
information adoption 
on e-commerce 
platforms. 
Additionally, the 
moderating impacts of 
perceived risk on 
information quality, 
perceived diagnostic, 
and information 
credibility were  

Elaboration 
likelihood 
model 
(ELM) 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 277 users of 
Dianping, 
which is one 
of the most 
popular social 
media review 
platforms in 
China, 
participated in 
the survey 

The ability of consumers 
to accurately diagnose 
information and, 
consequently, their 
readiness to adopt 
information was directly 
correlated to the 
credibility of the 
information. 
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Table 2.19        continued 

Relationship between Information Credibility and Information Adoption  
  investigated in this 

study. 
     

6 Sardar et 
al. (2021) 

This study 
investigated how the 
adoption of electronic 
word of mouth 
mediated the influence 
of the antecedents of 
electronic word of 
mouth adoption 
(quality, consumer 
attitude, credibility, 
usefulness, needs, and 
adoption) on 
customers’ purchase 
intention. 

Information  
Adoption 
Model 
(IAM) 

Quantitative: 
Questionnaire 

PLS-SEM 384 university 
students 
studying in 
the city of 
Karachi 

According to the 
findings, consumers’ 
decisions to adopt 
electronic word of mouth 
information were 
significantly influenced 
by the credibility of the 
information. This finding 
implies that information 
credibility is an 
important antecedent of 
electronic word of mouth 
information adoption. 

7 Intansari 
and 
Roostika 
(2022) 

This research 
investigated the 
impact of consumers’ 
electronic word of 
mouth on their 
intentions to purchase 
based on the 
information provided 
by the information 
media pages hosted on 
TripAdvisor.  

Based on 
previous 
literature 

Quantitative: 
Questionnaire 

SPSS-
AMOS  

270 
respondents 

The credibility of 
electronic word of mouth 
had a beneficial effect on 
electronic word of mouth 
adoption. Online reviews 
written by customers 
regarding their 
experiences with a 
product after they had 
consumed it or used it 
could help minimise 
uncertainty and boost 
credibility. Respondents  
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Table 2.19        continued 

Relationship between Information Credibility and Information Adoption  
       quickly embraced the 

information offered by 
another customer as the 
reviewer on the 
information media page 
since the information 
was helpful to them. 
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Table 2.20: Previous Research on the Relationship Between Information Credibility and Purchase Intention 

Relationship between Information Credibility and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data  
Analysis  Sample Size 

1 Hui (2017) This study’s objective 
was to investigate the 
influence of source 
credibility on 
consumers’ desire to 
purchase within the 
context of the 
Malaysian online 
community. 

Word Of 
Mouth 
(WOM) 
Theory  

Quantitative: 
Questionnaire 

SPSS 120 
university 
students who 
have previous 
experience 
participating 
in online 
communities 

Source credibility was 
found to have a 
substantial effect on the 
purchasing intentions of 
Malaysian consumers. 
The trustworthiness of 
the source also had a 
direct impact on 
consumers’ intentions to 
purchase in the context 
of interactive marketing. 

2 Sokolova 
and Kefi 
(2020) 

This study’s objective 
was to investigate 
how the audience’s 
para-social interaction 
(PSI) developed with 
the online influencer, 
along with their 
perceived credibility. 
It also looked at how 
these factors were 
related to purchase 
intention, and how 
these factors, in turn, 
were related to the  

Elaboration 
likelihood 
model 
(ELM) 
The theory of 
para-social 
interaction 
(PSI) 

Quantitative: 
Online 
Questionnaire 

PLS-SEM  1209 female 
respondents 

When encouraged to 
purchase products, 
followers went through 
both affective and 
internalisation processes. 
This was because the 
credibility of bloggers 
influenced the purchase 
intention of their 
followers. 
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Table 2.20       continued 

Relationship between Information Credibility and Purchase Intention 
  social and physical 

attractiveness as well 
as attitude homophily 
of the audience 
members. 

     

3 Saima and 
Khan 
(2020) 

This study attempted 
to determine the 
effects of various 
characteristics of 
social media 
influencers on their 
credibility and, 
ultimately, on 
consumers’ intention 
to make a purchase. 

Source 
credibility 
and source 
attractiveness 
models 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 
respondents 

The credibility of an 
influencer had a 
significant influence of 
consumers’ intention to 
make a purchase. 

4 Pick (2020) This study’s objective 
was to investigate the 
extent to which 
different types of 
influencers had 
different impacts on 
different types of 
consumer behaviour. 

Social 
learning 
theory 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 222 
respondents 
who are form 
generation Y 
and Z 

The credibility of an 
influencer had a 
favourable impact on 
consumers’ intention to 
make a purchase. 
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Table 2.20       continued 

Relationship between Information Credibility and Purchase Intention 
5 Astarini 

and 
Sumardi 
(2022) 

The purpose of this 
study was to 
investigate the 
impacts of a person’s 
physical 
attractiveness, attitude 
homophily, social 
attractiveness, and 
relationship-building 
motives on credibility 
and para-social 
interaction. The study 
also looked at the 
impact of attitude 
towards brands and 
advertisements on the 
intention to make a 
purchase. 

Based on 
previous 
literature 

Quantitative: 
Online 
Questionnaire 

SPSS-
AMOS  

200 
respondents 

When a product 
influencer is reputable 
and reliable, consumers 
are more likely to 
purchase the product. 
However, the findings of 
this study indicated that 
the credibility of an 
influencer had no 
significant effect on 
consumers’ intention to 
purchase. 

6 Intansari 
and 
Roostika 
(2022) 

This study 
investigated the 
impact of consumers’ 
electronic word of 
mouth on their 
intentions to purchase 
based on the 
information provided 
in the information 
media pages hosted 
on TripAdvisor.  

Based on 
previous 
literature 

Quantitative: 
Questionnaire 

SPSS-
AMOS  

270 
respondents 

The credibility of 
electronic word of mouth 
was found to have a 
positive influence on the 
intention to purchase. 
The decision to purchase 
a reviewed product is 
one type of response that 
can be given after 
reading the online 
reviews related to the  
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Table 2.20       continued 

Relationship between Information Credibility and Purchase Intention 
       experiences of other 

customers. These 
reviews can be obtained 
after the customers have 
either consumed or used 
the product. Other 
customers who read the 
review on a media page 
and found it to be 
credible would be 
immediately triggered to 
have the intention to 
purchase the product or 
service. 



 

125 

2.7 Information Adoption 

The information adoption model was designed to increase the understanding of how 

people intend to adopt knowledge, in particular advocated ideas, behaviour, or technologies 

(Sussman & Siegal, 2003). This model proposes that information acceptance or dismissal 

depends on the purpose, beliefs, and actions of the person. The information adoption process 

fits well with today’s computer-mediated communication environments (Chih et al., 2020). 

Information adoption is defined as the extent to which the recipients of information establish 

the intention to adopt the opinions conveyed in the information they received during the 

process of information transfer (Luo et al., 2019). With the advancement of the internet, the 

use of social media allows consumers to adopt information, mainly via a large number of 

user-generated reviews, for their purchase decisions. The adoption of the information 

contained in online reviews involves voluntary use of the said information (Cheung et al., 

2008). The information adoption model aims to understand more about how people expect 

to use knowledge.  

According to previous studies, information adoption can assist customers in making 

better judgements by choosing useful information and putting it into action (Hussain et al., 

2017).  In the transfer of knowledge, the adoption of information must take place in the mind 

of the receiver. The information adoption process can also be regarded as the internal 

transmission step, whereby information is accepted and transformed into awareness 

(Sussman & Siegal, 2003). The decision whether to adopt the information or not depends on 

the receiver’s evaluation of the credibility and importance of that information. User-

generated reviews have captured the interest of consumers who are keen to accumulate the 

positive comments found in social networking sites for their reference (Chih et al., 2020).  
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One of the most focused on response variables in online communication is the adoption of 

user-generated content, along with the intention to purchase and the decision to purchase 

(Cheung & Thadani, 2012). Furthermore, there is a possibility that social media may provide 

a solid basis for customer-to-customer electronic word of mouth information, which will 

have a substantial influence on the purchasing decisions of individual consumers (Tien et 

al., 2018). 

The relationships between information adoption, and purchase intention have been 

the subject of a significant amount of research that is both extensive and expanding. A 

summary of these relationships is provided below: 
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Table 2.21:  Previous Research on the Relationship Between Information Adoption and Purchase Intention 

Relationship between Information Adoption and Purchase Intention 

No Author 
Objective of the 

study 
Theory / 
Model 

Methodology Employed 

Discussion 
Type of 
research 

Data  
Analysis  Sample Size 

1 Abedi et al. 
(2020) 

The objective of this 
study was to 
investigate the impact 
of electronic word of 
mouth information on 
the behavioural 
intentions of 
customers who were 
members of mobile 
social networks. 

Information 
adoption 
model 
(IAM),  
Theory of 
reasoned 
action   
Social 
exchange 
theory 

Quantitative: 
Questionnaire 

PLS-SEM 394 surveys 
that were 
completely 
filled out and 
were usable. 
Respondents 
were chosen 
at random 
from among 
students 
attending the 
North Tehran 
Branch of 
Islamic Azad 
University.  

The findings of this 
study lend support to the 
theory that information 
adoption has a direct and 
favourable influence on 
purchase intention. 

2 Erkan and 
Evans 
(2016) 

This study’s objective 
was to investigate the 
impact of the 
discussions taking 
place on social media 
on consumers’ 
intentions to purchase 
a product or service. 

Theory of 
reasoned 
action 
(TRA)  
Information 
adoption 
model 
(IAM) 

Quantitative: 
Questionnaire 

SPSS-
AMOS  

384 students 
who were 
currently 
enrolled in 
universities in 
the United 
Kingdom 
took part in 
the study. 

Social media users are 
either consciously or 
unconsciously exposed 
to a large volume of 
electronic word of mouth 
information. In this 
study, information 
adoption was found to 
influence their intentions  
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Table 2.21       continued 

Relationship between Information Adoption and Purchase Intention 
       to purchase a product or 

service. 
3 Khwaja et 

al. (2020) 
The study aimed to 
identify the factors 
contributing to the 
acceptance of 
information, which in 
turn encourages 
customers to purchase 
products or services. 

Based on 
previous 
literature 

Quantitative: 
Questionnaire 

SPSS-
AMOS  

342 
respondents 

A significant correlation 
was found between the 
adoption of information 
and the intention to 
purchase products or 
services. 

4 Daowd et 
al. (2020) 

The purpose of this 
study was to 
determine the factors 
influencing the 
credibility of 
electronic word of 
mouth and whether or 
not a consumer would 
use it when making a 
purchase decision.  

Based on 
previous 
model 
developed 
by Cheung 
et al., 2008; 
Lis, 2013; 
Teng et al., 
2017 and 
Information 
Adoption 
Model 

Quantitative: 
Questionnaire 

SPSS 25.0 230 Thai 
Generation Y 
respondents 
between the 
ages of 24 
and 38 have 
experiences 
with online 
WOM such as 
customer 
reviews, 
blogs, web 
boards, and 
social media 
posts before 
making a 
purchase of a 
product or 
service. These  

A significant association 
was observed between 
the adoption of 
electronic word of mouth 
information and an 
individual’s intention to 
purchase a product or 
service. 
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Table 2.21       continued 

Relationship between Information Adoption and Purchase Intention 
      respondents 

include both 
male and 
female 
respondents. 

 

5 Leong et al. 
(2021) 

This study was aimed 
at analysing the 
connection between 
the actions taken by 
customers in respect 
to electronic word of 
mouth factors such as 
information quality, 
information 
believability, 
information task-fit, 
information demands, 
attitude towards 
information, and 
purchase intention 
towards a new 
preferred bubble tea 
product. 

Information 
Acceptance 
Model 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 222 
respondents 

The adoption of 
information had a 
positive relationship with 
the intention to purchase 
the product. 

 

 

 



 

130 

Table 2.21       continued 

Relationship between Information Adoption and Purchase Intention 
6 Intansari 

and 
Roostika 
(2022) 

This study 
investigated the 
impact of consumers’ 
electronic word of 
mouth on their 
intentions to purchase 
based on the 
information provided 
by the information 
media pages hosted on 
TripAdvisor. 

Based on 
previous 
literature 

Quantitative: 
Questionnaire 

SPSS-
AMOS  

270 
respondents 

Consumers’ purchase 
intention was influenced 
by the adoption of 
electronic word of 
mouth. 
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2.8 Purchase Intention 

It is generally accepted that purchase intention is a predictor of purchasing behaviour 

(Chakraborty, 2019). Purchase intention has proven to be a relevant primary market research 

component, as it can serve as a basis for consumers’ purchasing behaviour (Yang & Mao, 

2014). A conscious plan by a consumer to acquire a product is defined as purchase intention 

that follows an individual process and the use of both evaluative and normative judgements 

(Visentin et al., 2019). When users want further information about a product, they will turn 

to the virtual community for assistance. The possibility that online members will purchase 

the items from a certain brand as a result of online reviews is described as the purchase 

intention of online members (Hsu, 2021). Consumers’ attitude towards a product can also be 

considered in determining whether they would be interested in making a purchase (Cheah, 

Phau, & Liang, 2015). For instance, consumers will study other users’ opinions and 

comments before making any purchase decision. When the content of the information is 

relevant to the consumer, it would have a favourable impact on the consumer’s purchase 

intention (Alalwan, 2018). 

Marketers are increasingly paying attention to social networking sites as a means of 

capitalising on the opportunity to influence the purchase intention of consumers 

(Weismueller et al., 2020). Customers might have different interpretations as to whether the 

opinions found on networking sites could assist them in making better purchasing decisions. 

Customers’ purchase intentions can be influenced by user-generated product review videos 

posted on social media that are usually directed at brands. According to Erkan and Evans 

(2016), consumers’ purchase intentions are significantly influenced by electronic word of 

mouth on social networking sites. Electronic word of mouth enables the company to receive 
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feedback while also allowing customers to participate actively in the content creation process 

(AlFarraj et al., 2021), thereby benefitting both the company and the customers. After 

acquiring information, consumers will examine the various available options and finally 

make the decision regarding whether or not to purchase the product. They will consider 

purchasing the product after obtaining relevant information to ensure that they are 

purchasing the right product that can fulfil their wants and preferences (Rahim et al., 2016). 

A rise in purchase intention indicates an increase in the likelihood of making an actual 

purchase (Martins et al., 2019). 

The credibility of the influencer has an impact on the purchase intention of followers, 

which means that when inspired to purchase a product, a follower goes through both 

affective and internalisation processes to do so (Sokolova & Kefi, 2020). Consumers who 

have a positive attitude towards a social media influencer are likely to purchase the product 

recommended by the influencer (Lim et al., 2017). Consumers tend to take notice of the 

information shared and provided by other experienced customers compared to the 

information provided by marketers and advertisers because those customers have the 

experience in purchasing and using a particular product or service. Consumers who believe 

that a social media influencer is credible are more likely to have the intention to purchase 

the recommended product, possibly due to the consumers’ evaluation of the credibility of 

the influencer and the value of the product recommendation throughout the decision-making 

process (Weismueller et al., 2020). 
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2.9 Hypothesis Development 

A tentative explanation that is consistent with known facts and is open to testing 

through the question of the study is called a hypothesis. A hypothesis is a statement 

describing the relationship between measurable variables. Hypotheses are developed for the 

different variables in the conceptual model to analyse the impacts and relationships between 

the independent variables, the moderator, and the dependent variable. When researchers 

hypothesise about the outcome of a study or experiment, they formulate a research 

hypothesis as the ultimate goal of the study. This assertion must be at the foundation of every 

meaningful study design (Mourougan & Sethuraman, 2017). The hypotheses for this study 

are presented below. 

It is widely acknowledged that the information shared by people with a high level of 

expertise has more persuasive power, as individuals are more likely to embrace the 

information they receive when the communications appear to be more credible (Lis, 2013; 

Tien et al., 2018). Thus, this study hypothesised that: 

H1: Expertise has a significant and positive impact on information credibility. 

Social media influencers who possess a high level of attractiveness also have a high 

level of credibility. Previous studies have shown that the attractiveness of social media 

influencers has a significant impact on the credibility of the information they share (Pinda et 

al., 2021; Sokolova & Kefi, 2020; Wang & Scheinbaum, 2017). Thus, this study 

hypothesised that: 

H2: Attractiveness has a significant and positive impact on information credibility. 
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The recommendations made by reviewers are considered trustworthy when they are 

based on accurate information that is presented in an open and honest manner. The 

trustworthiness of the influencer plays a role in determining the credibility of information. 

Credible influencers are considered to have a high level of trustworthiness because they 

demonstrate a high level of objectivity and sincerity (Ismagilova et al., 2020). It is easier for 

a customer to accept the information written by a trusted source who has high credibility 

(Shamhuyenhanzva et al., 2016). Thus, this study hypothesised that: 

H3: Trustworthiness has a significant and positive impact on information credibility. 

Homophily determines the perceived credibility of information. This study examines 

homophily as an underlying mechanism that influences the credibility of user-generated 

review videos. Previous studies have proven that if the perceived homophily between the 

information source and the receiver is high, the credibility of the information will also be 

high (Chih et al., 2020; Daowd et al., 2020; Ismagilova et al., 2020; Saleem & Ellahi, 2017)). 

Thus, this study hypothesised that: 

H4: Homophily has a significant and positive impact on information credibility. 

When users seek information online, they are affected by the quality of the 

information they obtain (Chung & Han, 2017). Users can benefit from the quality of the 

information shared on social media by increasing their ability to absorb the content and 

produce good emotional responses, which will increase their confidence in making the right 

decision (Jiang et al., 2021). Previous studies have found that information quality affects the 

credibility of the information shared on social media (Chakraborty & Bhat, 2018; Saima & 

Khan, 2020). Thus, this study hypothesised that: 
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H5: Information quality has a significant and positive impact on information 

credibility. 

Customers are more likely to adopt the information from a credible source than from 

an unreliable one. Consumers will immediately turn to other similar products with positive 

recommendations if the sources of information are credible. Accordingly, the literature on 

electronic word of mouth indicates that information credibility is a key element in persuading 

the adoption of related information (Daowd et al., 2020; Hajli, 2018; Jiang et al., 2021; Tien 

et al., 2018). Thus, this study hypothesised that: 

H6: Information credibility has a significant and positive impact on information 

adoption. 

Consumers who have a favourable attitude towards certain social media influencers 

are more likely to consume the products advocated by those influencers (Lim et al., 2017). 

It has been found that the credibility of the information shared by an endorser influences 

consumers’ intentions to purchase the endorsed product (Hui, 2017; Pick, 2020; Saima & 

Khan, 2020). Thus, this study hypothesised that: 

H7: Information credibility has a significant and positive impact on purchase 

intention. 

Customers will seek assistance from within the virtual community when they need 

more information about a product. In analysing customers’ psychology and information 

processing regarding user-generated content and consumers’ consumption goals, 

information adoption is an important factor that cannot be overlooked. Consumers’ purchase 
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intentions are influenced by their adoption of the information available on social media 

platforms (Daowd et al., 2020; Erkan & Evans, 2016). Thus, this study hypothesised that: 

H8: Information adoption has a significant and positive impact on purchase intention. 

Mediating variables are the variables that mediate the influence of an independent 

variable on a dependent variable (Awang, 2012). According to the four-step model proposed 

by Baron and Kenny (1986), the first requirement for the mediator to exist is that variable X 

(independent variable) and variable Y (dependent variable) must be related. The second 

requirement is that variable X (independent variable) and variable M (mediator variable) 

must also be related. Once the influence of X has been managed, the next step is to establish 

the relationship between M and Y. After that, the association between X and Y should be 

drastically weakened once the effect of M has been manipulated. However, Pardo and 

Román (2013) mentioned that many previous studies have argued against the first steps of 

Baron and Kenny’s (1986) mediation condition, hypothesising that the initial requirement of 

the sequence may be disregarded. Accordingly, Kenny et al. (1998) admitted in a review of 

their works dating back to 1986 that the first of the four conditions concerning the 

relationship between X and Y may, in many instances, be ignored. Hence, it is not necessary 

to have a statistically significant association between X and Y (Pardo & Román, 2013). 

There are direct relationships between the attributes of social media influencers and 

information credibility. Previous studies have acknowledged the relationship between 

information credibility and information adoption (Daowd et al., 2020; Fang, 2014; Intansari 

& Roostika, 2022; Jiang et al., 2021; Lis, 2013; Sardar et al., 2021; Tien et al., 2018) and the 

relationships between expertise, trustworthiness (Ismagilova et al., 2020), information 
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quality (Hussain et al., 2017), and information adoption. However, to date, there is no 

literature evidence available on the mediating effect of information credibility on the 

relationships between the determinants of influencers’ attributes and information adoption. 

In this section, this study proposes that information credibility mediates the direct 

relationships between influencers’ attributes and information adoption. Based on the above 

review and discussion, this study hypothesised that: 

H9: Information credibility mediates the relationship between expertise and 

information adoption. 

H10: Information credibility mediates the relationship between attractiveness and 

information adoption. 

H11: Information credibility mediates the relationship between trustworthiness and 

information adoption. 

H12: Information credibility mediates the relationship between homophily and 

information adoption. 

H13: Information credibility mediates the relationship between information 

credibility and information adoption. 

The literature acknowledges the relationship between information credibility and 

purchase intention (Astarini & Sumardi, 2022; Hui, 2017; Intansari & Roostika, 2022; Pick, 

2020; Saima & Khan, 2020; Sokolova & Kefi, 2020).  However, only a few studies have 

been conducted on the topic of the mediating effect of information credibility on the 

relationships between trustworthiness, expertise, information quality, and purchase intention 

(Saima & Khan, 2020). Additionally, there is no literature evidence available regarding the 
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mediating effect of information credibility on the relationships between attractiveness, 

homophily, and purchase intention. Hence, based on the above review and discussion, this 

study hypothesised that: 

H14: Information credibility mediates the relationship between expertise and 

information adoption. 

H15: Information credibility mediates the relationship between attractiveness and 

information adoption. 

H16: Information credibility mediates the relationship between trustworthiness and 

information adoption. 

H17: Information credibility mediates the relationship between homophily and 

information adoption. 

H18: Information credibility mediates the relationship between information 

credibility and information adoption. 
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2.10 Research Gap 

Based on a review of the literature, limited studies seem to have been conducted on 

the mediating role of information credibility in the relationship between influencers’ 

attributes and purchase intention. Furthermore, there is a connection between influencers’ 

attributes, information credibility, and information adoption. However, as illustrated in 

Table 2.22, there is no indication from previous literature about the mediating role of 

information credibility in the relationship between influencers’ attributes and information 

adoption. This table was constructed using the prior studies that served as the basis for the 

literature review that was presented in section 2.5 until section 2.8. Thus, given the limited 

empirical evidence on this mediating role of information credibility, a more detailed 

examination is warranted.  
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Table 2.22: Summary of Research Gap 

Author 

Influencer Attributes 
Credibility and Information 

Credibility 

Information 
Credibility 

to 
Information 
Adoption 

and 
Purchase 
Intention 

Information 
Adoption 

and 
Purchase 
Intention 

The mediating effect of 
information credibility on the 
determinants of social media 

influencer credibility and purchase 
intention 

The mediating effect of information 
credibility on the determinants of 

social media influencer credibility and 
information adoption 

E 
- 
I
C 

A 
- 

IC 
T - 
IC 

H - 
IC 

IQ - 
IC 

IC - 
IA 

IC - 
PI 

IA - PI IC-
E-PI 

IC-
T-
PI 

IC-
IQ-
PI 

IC-
A-PI 

IC-
H-PI 

IC-
E-IA 

IC-
A-IA 

IC-
T-IA 

IC-
H-IA 

IC-
IQ-IA 

Abedi et al. 
(2020) X X X X X X X / X X X X X X X X X X 

Andoy et al. 
(2022) / X X X X X X X X X X X X X X X X X 

Astarini and 
Sumardi 
(2022) 

X / X / X X / X X X X X X X X X X X 

Chakraborty 
and Bhat 
(2017) 

X X X X / X X X X X X X X X X X X X 

Chih et al. 
(2020) X X / / X X X X X X X X X X X X X X 

Chircu et al. 
(2000) X X X X X X X X X X X X X X X X X X 

Daowd et al. 
(2020) X X X / X / X / X X X X X X X X X X 



 

141 

Table 2.22 continued 

Erkan and 
Evans 
(2016) 

X X X X X X X / X X X X X X X X X X 

Fang (2014) 
/ X X X X / X X X X X X X X X X X X 

Hui (2017) 
X X X X X X / X X X X X X X X X X X 

Intansari 
and 
Roostika 
(2022) 

/ X X X X / / / X X X X X X X X X X 

Ismagilova 
et al. (2019) / X / / X X X X X X X X X X X X X X 

Jiang et al. 
(2021) X X X X / / X X X X X X X X X X X X 

Khwaja et 
al. (2020) X X X X X X X / X X X X X X X X X X 

Leong et al. 
(2021) X X X X X X X / X X X X X X X X X X 

Li and Suh 
(2015) X X X X / X X X X X X X X X X X X X 

Lim et al. 
(2017) X X X X X X X X X X X X X X X X X X 

Lis (2013) 
/ X / / X / X X X X X X X X X X X X 
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Table 2.22 continued 

Lis (2013) 
/ X / / X / X X X X X X X X X X X X 

Pick (2020) 
X X X X X X / X X X X X X X X X X X 

Pinda et al. 
(2021) X / X / X X X X X X X X X X X X X X 

Saima and 
Khan (2020) / X / X / X / X / / / X X X X X X X 

Sardar et al. 
(2021) X X X X X / X X X X X X X X X X X X 

Sokolovaa 
and Kefi 
(2019) 

X / X X X X / X X X X X X X X X X X 

Tien et al. 
(2018)  / X / X X / X X X X X X X X X X X X 

Wang et al. 
(2017) / / / X X X X X X X X X X X X X X X 

Wang and 
Scheinbaum
(2017) 

/ / / X X X X X X X X X X X X X X X 

Xiao et al. 
(2018) / X / / X X X X X X X X X X X X X X 

Current 
Study / / / / / / / / / / / / / / / / / / 
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2.11 Proposed Conceptual Framework 

Based on the above discussion, a conceptual framework was developed to determine 

influencers’ attributes that influence the credibility of the information shared by influencers 

through user-generated product review videos on YouTube, in which the credibility 

influences customers’ adoption of information and purchase intention. The three components 

of the source credibility model, namely expertise, attractiveness, and trustworthiness 

(Ohanian, 1990), were used as the determinants of influencers’ attributes in this study. Apart 

from that, based on previous findings, homophily and information quality were added as the 

determinants of influencers’ attributes.  

Social media platforms such as Facebook, YouTube, and Instagram have direct 

impacts on consumers’ purchase intention, leading to the development of various technology 

acceptance theories and models to seek an understanding of consumers’ information 

adoption (Sharifi fard et al., 2016). At the same time, more reliable study models are needed 

for better evaluations of the impact of the information available on social media on 

consumers’ purchase intention (Tien et al., 2018).   

Simple mediation was used in developing the conceptual model. Ultimately, the 

stimulus organism response model describes the mechanisms in an organism that acts as a 

mediator between a stimulus and a response (Goi et al., 2014). In the simple mediation, 

where X (independent variable)         M (mediator variable)        Y (dependent variable) in 

the standard causal system, only one mediator exists in the relationship model (Demming et 

al., 2017). Therefore, the conceptual framework provides a new structure to enhance one’s 

understanding of the mediating effect of information credibility on the relationships between 

the determinants of influencers’ attributes and consumers’ information adoption as well as 
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the mediating effect of information credibility on the relationships between the determinants 

of influencers’ attributes and consumers’ purchase intention.  

The constructs of this conceptual framework were built upon the theoretical adoption 

of the source credibility model (Ohanian, 1990), information adoption model (Sussman & 

Siegal, 2003), and stimulus organism response model (Mehrabian & Russell, 1974).  Figure 

2.3 illustrates the proposed conceptual model for this study while Figure 2.4 shows the 

proposed conceptual framework with the number of components or questions that were 

asked to the respondents for every construct. 
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Figure 2.3: Proposed Conceptual Framework 
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Figure 2.4: Conceptual Framework with Components  
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2.12 Chapter Summary 

In this study, it was discovered that the concept of electronic word of mouth applies 

to user-generated content and therefore has an impact on product reviews on social media. 

In this chapter, the evaluation of user-generated product reviews was initiated from word of 

mouth to electronic word of mouth in a review of the existing literature. The link between 

user-generated content and social media influencers was then examined. This chapter also 

discussed the theoretical underpinning of this study as well as the hypotheses developed. A 

detailed discussion was provided on three aspects. First, the determinants of influencers’ 

attributes, information credibility, information adoption, and purchase intention were 

discussed. Next, this chapter provided a review and a discussion of the relationships between 

influencers’ attributes and information credibility. Finally, a review on the relationships 

between information credibility, information adoption, and purchase intention was provided 

based on previous studies. In addition, the framework used and the related research 

hypotheses were presented. The next chapter discusses the detailed methodology used to 

validate the theoretical model and the proposed hypotheses in this study. 
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CHAPTER 3  
 
 

METHODOLOGY 

3.1 Introduction 

This study proposes a conceptual model of consumer information adoption and 

purchase intention. This model explores the antecedents of influencers’ attributes and 

information credibility, which influences consumers’ information adoption and purchase 

intention. This chapter examines a variety of research methodologies with the goal of 

determining which methodology is the most appropriate for carrying out the research 

outlined in this study. This chapter begins by examining the research paradigm and is 

followed by a discussion of the rational decisions taken when conducting this research. In 

the course of carrying out this research, an epistemological viewpoint was considered at 

every stage. In addition, the procedures for selecting the study methodology, design and 

strategy, such as sampling, sample size, questionnaire design, and measurement scale, are 

addressed in this section. Next, the reliability and validity tests for the pilot study and the 

main study are explained. The techniques for data analysis are also described, where this 

study used the analysis of moment structures (AMOS), which is a structural equation 

modelling (SEM) approach. Finally, the chapter concludes with a brief summary. 

 

3.2 Research Paradigm 

Research philosophy deals with the origins, existence, and development of 

knowledge. It is a belief in how to obtain, interpret, and use data about a phenomenon. The 

research philosophy is a system of thought used by the scholar, after which current and 
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accurate information about the object of research is gained. It serves as the research 

foundation that includes the research strategy selection, problem formulation, and data 

collection, processing, and analysis. The essence of the research philosophy is the 

development of knowledge and the development of awareness (Saunders et al., 2016). 

Ontology, axiology, and epistemology are three fundamental assumptions based on the 

research philosophy that represent how the world is viewed. These philosophical approaches 

make it possible to decide which approach the researcher should adopt and why, which is 

derived from the research questions (Saunders et al., 2016). Easterby-Smith et al. (2014), 

suggested that epistemology is vital in guiding research for several reasons. First, it helps to 

clarify the research design issue. Second, the researcher should find it easier to understand 

which design approaches are successful and which are not. Third, it assists in selecting a 

suitable analysis strategy and provides the methods for collecting empirical evidence. 

From the epistemology philosophical perspective, the two major research paradigms 

are positivism and interpretivism (Bryman, 2012). The positivism paradigm is the most 

appropriate and effective perspective, especially for the social sciences, because this 

paradigm has a solid basis and is more reliable than other research paradigms (Easterby-

Smith et al., 2014). The aim of this study is to investigate the influencers’ attributes that 

influence the credibility of the information shared by influencers through product review 

videos on YouTube, in which credibility then influences customers’ information adoption 

and purchase intention. This study also aims to investigate the influence of consumers’ 

information adoption on their purchasing intention. Hypotheses about the causal 

relationships between the phenomena are put forward in the propositional or question form. 

Empirical evidence was collected and then analysed and formulated as a theory that explains 

the independent variables’ effects on the dependent variable. In accomplishing this 
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endeavour, the study started by conducting a literature review of the relevant topics and then 

proceeded with constructing a research model using eightteen hypotheses.  

Therefore, this study was developed based on the framework of the positivist 

paradigm to validate previous research and examine the proposed hypotheses, implying that 

the view of knowledge is objective and is founded on the methodologies used in natural 

sciences as well as the actual observation of data.  

Positivism is connected to quantitative approaches, which involve acquiring 

numerical data and statistically analysing that data to examine and comprehend human 

behaviour (Saunders et al., 2016). This study centres its attention, in accordance with the 

objectives of its research, on human behaviour, which is associated with the philosophy of 

epistemological research. Positivism is linked to quantitative methods and statistical 

analyses because it is based on the assumption that reality can be characterised objectively 

by measurable features and that this description is dependent on the instruments used by the 

researchers (Collis & Hussey, 2014). The positivist worldview is objective and holds the 

belief that phenomena may be directly assessed through observation. It presupposes that the 

senses are the only access point to reality and that the natural sciences and social sciences 

adhere to the same universal, fact-based, logical, and methodological principles.  

 

3.3 Research Design 

A research design directs the researchers to the research methods that are appropriate 

for the topic and set up their studies for success. The function of a research design is to 

ensure that the evidence obtained allows the researchers to tackle the research problem as 
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clearly as possible. In social sciences research, specifying the type of evidence needed to test 

a theory, evaluate a programme, or accurately describe a phenomenon involves obtaining 

evidence that is relevant to the research problem. The research design is one of the most 

important components of a study technique because it enables researchers to create the 

research boundaries and extend the researchers’ reach. If proper decisions are made in the 

research design, the process of conducting the research could be successful (Collis & 

Hussey, 2014). This is because judgements on the importance of various research process 

variables are reflected in the research design. The research design provides the overall data 

collection, findings, and analysis plan and process for the study. As such, there is a general 

plan for the overarching strategy that the research uses to answer the research question 

(Saunders et al., 2016).  

There are three types of research design, namely exploratory, descriptive, and causal 

design (Sreejesh et al., 2014). The purpose of this study is to ascertain the determinants of 

influencers’ attributes and to explain the relationships between the determinants of 

influencers’ attributes, information credibility, information adoption, and purchase intention. 

Hence, a descriptive research design that uses inferential statistical methods is a suitable 

technique for the objectives of this study. Quantitative approaches, from a methodological 

point of view, are better suited for investigating the relationships between independent and 

dependent variables and for testing hypotheses by using the data obtained (Saunders et al., 

2016). Quantitative research is best suited for solving research problems that involve 

determining the factors influencing the result or considering the predictors of the outcome. 

Often, evaluating a hypothesis or an interpretation is the best approach.  
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The primary purpose of quantitative research is to understand and explain social 

interactions by conducting the quantitative hypothesis testing, analysing the cause and effect, 

and forecasting them (Apuke, 2017). Quantitative research begins with a problem statement 

and involves forming a hypothesis, reviewing the literature, and analysing quantitative data 

(Williams, 2007). It entails the use and analysis of numerical data via specific statistical 

techniques to answer questions such as who, how much, where, when, how many, and how 

(Apuke, 2017). The quantitative research method, therefore, deals with the quantification 

and analysis of variables to obtain results. 

Quantitative research is mostly conducted in social sciences, and it uses statistical 

methods to collect quantitative data. The compilation of a list of the data to be analysed using 

statistical methods is the primary goal of quantitative research (Bryman & Bell, 2011).  

Testing hypotheses with it involves looking at the connections between different variables 

(Creswell, 2003). It begins with a theory and is followed by the hypothesis formulation based 

on the theory, data collection and examination, and ultimately, the determination of whether 

to accept or reject the hypotheses based on the results. The flexibility of empirical data allows 

researchers to perform comparative and relative statistical analyses, thus increasing the 

reliability the study’s findings. 

 Based on the above discussion, the quantitative approach was deemed to be more 

suitable than the qualitative approach for this study. Specifically, the quantitative approach 

was chosen for this study because of its full alignment with the methodology characteristics, 

objectives, and analysis, such as theory testing and the use of high-level measurement scales.  
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3.3.1 Research Strategy 

A research strategy is seen as the methodological link between the selected research 

paradigm and the subsequent data collection and analysis (Saunders et al., 2016). It refers to 

a researcher’s plan for conducting successful research by addressing the research questions 

(Bryman & Bell, 2011; Saunders et al., 2016). It is one of the critical aspects to consider 

when preparing a research plan. The research strategy outlines the general approach for 

undertaking, preparing, conducting, and monitoring the analysis.  

For this study, the survey method was used as the research method. Survey research 

is the process of gathering data from a sample of people chosen as representatives of a 

specific community by asking them a series of questions in a pre-set sequence in a structured 

questionnaire (Sreejesh et al., 2014). The survey is a very popular research technique for 

collecting information on specific people, settings, or events in causal, exploratory, and 

descriptive studies (Sekaran & Bougie, 2016). The ability to acquire huge volumes of 

information, the availability of validated models, and having a large population are some of 

the benefits of conducting surveys (Hair et al., 2010; Jones et al., 2013). 

A variety of approaches for data collection can be utilised in the survey tactics. 

Examples of these approaches include self-administered questionnaires, telephone 

interviews, and in-person interviews. The strengths and weaknesses of each approach in 

relation to the objectives of the research are considered when selecting the most relevant and 

useful instrument. This study intended to conduct empirical research on a significant scale 

to validate the theoretical model and hypotheses developed. Hence, the self-administered 

questionnaire was selected as the method for data collection in order to achieve the aim of 

this endeavour. Questionnaires are widely regarded as among the most effective instruments 
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for collecting information from large samples (Saunders et al., 2016). The questionnaire 

method is also known to be time and money efficient (Bryman & Bell, 2011). Hence, the 

objective of this study is completely served by this methodology.  

 

3.4 The Sampling Procedure 

The determination of an appropriate sampling procedure and sample size is regarded 

as a crucial component in almost all quantitative research studies (Collis & Hussey, 2014). 

Sampling is the process of selecting the population segment for inquiry. It is a process of 

selecting a sample of units from a data set to measure people’s characteristics, beliefs, and 

attitudes. In practically all quantitative research investigations, figuring out an acceptable 

sample size and deciding the sampling strategy to use is regarded as an essential step in the 

research process. This is because research on the entire population is not practical due to 

time, money, and access constraints (Bryman & Bell, 2011). Thus, a representative part of a 

population, known as the sample, is chosen for analysis (Bryman & Bell, 2011). It represents 

the whole population as the full set (Saunders et al., 2016). The steps involved in the 

sampling process are determining the target population, the sampling technique and the 

sampling size. 

 

3.4.1 Target Population 

An appropriate target population must be selected for the study. The intervention 

target population is the group of people for whom the study performs analysis and makes 

conclusions. The characteristics of the study’s population should be explicitly defined to 

save cost. The choice of the characteristics of the population depends on the study’s 
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objectives. The primary objective of this study was to determine the relationship between 

YouTube beauty influencer attributes and consumer information adoption and cosmetic 

product purchasing intentions in Malaysia. Therefore, in order to meet the purpose of this 

study, the target population consisted of women who have experience of watching beauty 

product reviewed by the beauty influencer on YouTube. 

According to the Internet Users Survey 2018 conducted by Malaysian 

Communications and Multimedia Commission, there were approximately 11.767 million 

female and 14.637 male internet users in Malaysia. Female users were found to spend an 

average of 6.6 hours per day on the internet, and male users spent an average of 6.1 hours 

per day using the internet. Owing to the male population outnumbering the female 

population, there were more male users than female users in the country. The male 

population rose from 16.7 million in 2018 to 16.8 million in 2019. Similarly, the female 

population grew from 15.7 million in 2018 to 15.8 million in 2019 (Department of Statistics 

Malaysia, 2020). 

Cosmetics are seen as a necessity rather than only serving materialistic purposes, 

particularly among women (Eze et al., 2012). The cosmetics sector in Malaysia has 

continued to enjoy encouraging growth due to an increase in the number of working women, 

urbanisation, and rising self-awareness (Nik Mud et al., 2020). Previous studies have also 

found that the videos created by beauty vloggers and uploaded on YouTube are a new 

phenomenon that have gained preference among women (Afifah, 2019). Therefore, the 

subjects identified for this study were women consumers in Malaysia who were internet 

users and who had experience in using YouTube as a source of information regarding 

cosmetic products.  This decision was made as women generally make greater use of social 
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media, and are thus more likely to influence their behaviour (Krasnova et al., 2017). 

Although the number of users of beauty products is increasing for both genders, women are 

still the predominant consumers (Krishnan et al., 2017). 

Internet users in Malaysia are mostly adults in their 20s, 30s, and 40s. These 

individuals account for 46.0%, 21.2%, and 12.3% of internet users accordingly, which 

accounts for 79.5% of total internet users (MCMC, 2020). A study should broaden the 

sample to include different generational cohorts in order to improve the credibility of the 

findings (Lee et al., 2019; Muda & Khan, 2020). Therefore, the present study broadened the 

sample population by using three different generational cohorts: Generation X comprising 

those born between 1966 and 1980, Generation Y encompassing those born between 1981 

and 1994, and Generation Z consisting of those born in 1995 and after (Brosdahl & 

Carpenter, 2011; Lissitsa & Kol, 2021). This study excluded the baby boomer generation 

comprising those who were born between 1946 and 1965 because research indicates that 

younger generations are more likely than baby boomers to use social media frequently 

(Hassan et al., 2021).  

Therefore, this study focused on women aged between 18 and 56 years old.  In 

ensuring that the data obtained reflects the general population of women in Malaysia, two 

demographic questions were included, namely race and location. Previous studies have 

found that in Malaysia, multiracial respondents can be used to represent the population in 

general (Hadi et al., 2020). Meanwhile, the locations represent the respondents from 

Peninsular Malaysia, Sabah, and Sarawak.  
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3.4.2 Sampling Technique 

When dealing with small populations, it is manageable to attempt to survey each 

individual member of the population; however, when dealing with larger populations, a 

sample must be obtained in order to take a representative sample (Jones et al., 2013). 

Therefore, it is important to have a sampling frame available in order to draw a sample from 

the population. This method determines and identifies the locations of the sampling units 

within the population (West, 2016). However, there was no reliable estimate of the number 

of women internet users in Malaysia who had viewed beauty influencers’ product review 

videos on YouTube, and it was also difficult to recruit a representative sample for this study.  

The sampling technique used for this study is non-probability sampling. Non-

probability sampling techniques were used to draw the sample using non-randomised 

methods. The method for non-probability sampling involves mostly judgement. There are 

various methods for non-probability sampling, such as purposive sampling, convenience 

sampling, snowball sampling, and quota sampling (Bryman & Bell, 2011).  

This study employed both purposive and snowball sampling methods. Previous 

studies mostly used purposive sampling technique (AlFarraj et al., 2021; Andoy et al., 2022; 

Astarini & Sumardi, 2022; Chakraborty & Bhat, 2018; Hussain et al., 2017; Intansari & 

Roostika, 2022; Lim et al., 2017; Rungruangjit, 2022) while Daowd et al. (2020) used both 

purposive and snowball sampling. Table 3.1 summarises the sampling techniques used in 

previous research. 

 In purposive sampling, the researcher determines the information required and then 

searches for sources who can and are willing to provide it based on their experience or 
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knowledge (Etikan et al., 2016). Purposive sampling is a method of sampling in which 

researchers intentionally choose members of a population to sample based on their expertise, 

knowledge, qualities, or relevance to the objectives of the study. Purposive sampling was 

chosen for this study as the respondent for this study must be a woman between the ages of 

18 and 56 who had watched a YouTube video featuring a beauty influencer reviewing a 

cosmetic product.  

In addition, online snowball sampling was used to ensure this study had a sufficient 

sampling frame. Thus, this strategy took a fresh strategy to subject recruitment by using 

snowball sampling in combination with online social networks (Leighton et al., 2021).  The 

snowball technique of subject recruitment is applicable to both quantitative and qualitative 

research, and it takes advantage of the participants’ existing social networks in order to 

expand the responses based on the objectives and hypotheses of the research (Allen, 2017). 

In snowball sampling, a qualified person shares an invitation with other subjects similar to 

them who fulfil the qualifications specified for the target population. Snowball sampling is 

a well-established and useful method when the study’s respondents are difficult to reach or 

identify (Leighton et al., 2021; Marcus et al., 2017). It can broaden the sample size and study 

scope while saving cost and time (Benfield & Szlemko, 2006). Snowball sampling or chain-

referral sampling is employed when the samples have rare traits to find. When doing 

research, it is well known that the researchers’ ties with study participants can create bias; 

hence, snowball sampling using social media broadens the sample to include people who are 

unfamiliar to the researchers (Leighton et al., 2021).  

Snowball sampling can be effective when studying a specific community or group of 

consumers who share a particular interest, behavior, or characteristic. This study applied the 
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snowball sampling technique among the aforementioned sampling strategies. As there are 

no exact numbers of women who had experience watching beauty influencers watching 

cosmetic product review videos on YouTube. Beauty influencer cosmetic product reviews 

on YouTube may target a specific niche audience. Snowball sampling can be effective in 

identifying and reaching individuals within this niche who have actually watched these 

reviews, as they may not be easily identifiable through traditional sampling methods. 

Snowball sampling allows one to tap into existing connections or networks to reach potential 

respondents who fit the criteria. Social media is an appropriate platform for applying 

snowball sampling and can enhance the results’ representativeness. Facebook can be an 

effective replacement for data gathered using more costly procedures (Brickman Bhutta, 

2012). Indeed, Facebook has been more effective than traditional snowball sampling in 

expanding the sample size (Baltar & Brunet, 2012).  
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Table 3.1: Summary of Methodology Employed by Previous Study 

No Author 

Methodology Employed 

Sampling 
Technique Research Design 

Data 
Analysis 

Tool Sample Size 
1 AlFarraj et al. (2021) Purposive sampling Quantitative: 

Questionnaire 
SPSS-AMOS  384 participants who are aesthetic 

dermatology clinics' Instagram followers  
2 Andoy et al. (2022) Purposive sampling Quantitative: 

Online 
Questionnaire 

Structural 
Equation 

Modelling 
(SEM) 

399 respondents who were the customers that 
used Shopee to make purchases of clothing 
items online and read reviews 

3 Astarini and Sumardi 
(2022) 

Purposive sampling Quantitative: 
Online 
Questionnaire 

SPSS-AMOS  200 respondents 

4 Chakraborty and Bhat 
(2018) 

Purposive sampling Quantitative: 
Online 
Questionnaire 

Structural 
Equation 

Modelling 
(SEM) 

1,038 respondents  

5 Chih et al. (2020) No information 
provided 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS  402 responders who have used The Fan Page 
of Fashion Guide for longer than a year and 
frequently browse the website's online 
content. 

6 Daowd et al. (2020) Combination of 
purposive and 
snowball 
sampling techniques 

Quantitative: 
Questionnaire 

SPSS 25.0 230 Thai Generation Y respondents between 
the ages of 24 and 38 have experiences with 
online WOM such as customer reviews, 
blogs, web boards, and social media posts 
before making a purchase of a product or 
service. These respondents include both male 
and female respondents. 
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Table 3.1 continued 

7 Fang (2014) Simple random 
sampling 

Quantitative: 
Online 
Questionnaire 

PLS-SEM There were 445 respondents who answered 
the survey who were active Facebook users. 

8 Hussain et al. (2017) Purposive sampling Quantitative: 
Online 
Questionnaire 

Structural 
Equation 
Modeling 

(SEM) 

 300 respondents 

9 Intansari and 
Roostika (2022) 

Purposive sampling  Quantitative: 
Questionnaire 

SPSS-AMOS  270 respondents who have an account on 
TripAdvisor but have never purchased 
anything through the platform 

10 Jiang et al. (2021) No information 
provided 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 277 users of Dianping, which is one of the 
most popular social media review platforms 
in China, participated in the survey 

11 Li and Suh (2015) No information 
provided 

Quantitative: 
Online 
Questionnaire 

PLS-SEM 135 respondents who participated in the 
survey used Facebook as a source of 
information during the Umbrella Movement. 

12 Lim et al. (2017) Purposive sampling Quantitative: 
Questionnaire 

PLS-SEM 200 respondents 

13 Lis (2013) No information 
provided 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS 
version 19 

In total, there were 634 people who filled out 
the survey.  
Respondents are members of a prominent 
online consumer discussion forum that 
remain unnamed for reasons of discretion. 

14 Mainolfi and Vergura 
(2021) 

No information 
provided 

Quantitative: 
Online 
Questionnaire 

SPSS-AMOS  Respondents from both Italy and Taiwan 
were recruited online, with 252 Italians and 
276 Taiwanese providing their responses 
after reading an instructive post shared on the 
accounts of some social media users. 
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Table 3.1 continued 

15 Pinda et al. (2021) Convenience 
sampling 

Quantitative: 
Online 
Questionnaire 

SMART 
PLS 

202 respondents who are active users of 
YouTube in Indonesia and who have an interest 
in content related to culinary. 

16 Plidtookpai and 
Yoopetch (2021) 

Simple random 
sampling 

Quantitative: 
Questionnaire 

SPSS-
AMOS  

403 respondents who are the hotel guests who 
are particularly active on social media platforms 
like the LINE programme, Facebook, and 
Instagram.  

17 Rungruangjit (2022) Probability 
sampling 

Quantitative: 
Questionnaire 

PLS-SEM 454 respondents who are students at universities 
in Bangkok who saw a popular Chinese internet 
personality promote and sell cosmetic products 
on Taobao live streaming and then went on to 
make a purchase of a cosmetic product 

18 Saima and Khan 
(2020) 

Quota sampling  Quantitative: 
Online 
Questionnaire 

PLS-SEM 76 respondents 

19 Sardar et al. (2021) Convenience 
sampling  

Quantitative: 
Questionnaire 

PLS-SEM 384 university students studying in the city of 
Karachi 

20 Sokolovaa and Kefi 
(2019) 

No information 
provided 

Quantitative: 
Online 
Questionnaire 

SMART 
PLS 

 1209 female respondents 

21 Tien et al. (2018) No information 
provided 

Quantitative: 
Questionnaire 

SPSS and 
SMART 

PLS 

350 students from two universities in Taipei 

22 Wang and 
Scheinbaum (2017) 

Convenience 
sampling 

Quantitative: 
Questionnaire 

LISREL 
8.80 

674 respondents 

23 Wang et al. (2017) Convenience 
sampling 

Quantitative: 
Questionnaire 

LISREL 
8.80 

637 respondents. The questionnaires were 
distributed and collected at Taipei Shongshan 
Airport in Taiwan 
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3.4.3 Sample Size 

Sample size refers to the number of participants included in a study or observation. 

Usually, that number is represented by n. Principles on sample size, guidelines, and tools 

have been developed to enable researchers to establish and justify the acceptability of their 

sample size as an indication that the issue constitutes an important quality marker for 

quantitative research. Determining the right sample size is another crucial step for 

researchers after they have determined the appropriate sample. The size of the sample needs 

to be adequate so that it can reflect the population accurately (Collis & Hussey, 2014). 

However, Collis and Hussey (2014) pointed out the risk of using small sample sizes, which 

could prevent researchers from carrying out critical statistical tests and identifying the 

relationships among the proposed variables. Further, a sample size of less than 100 is not 

suggested for any form of structural equation modelling (SEM) approach (Kline, 2016).  

Within the scope of SEM, there is no definitive response to the question of the ideal 

number of respondents to obtain. This is because studies vary in terms of the features of the 

population as well as the number of constructs utilised in the models (Hair et al., 2015; Rose 

et al., 2017). Nonetheless, Hair et al. (2014) recommended a minimum ratio of 5:1, but they 

also recommended ratios of 15:1 or 20:1. In this study, the ratio of 5:1 was used in setting 

the minimum sample size. This study’s model had 34 parameters or questions. Therefore, 

the minimum sample size should be 170 respondents. Anyhow, the minimum sample size 

required for this study might not be enough to cover the large population of women in 

Malaysia.  

Additionally, according to Hair et al. (1998), it is generally agreed that a sample size 

of at least 200 and no more than 400 is appropriate for SEM analysis. Based on this 
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recommendation, this study could not adopt the 15:1 ratio as the number of respondents 

would be 510. Furthermore, when the sample size exceeds 400 to 500 participants, the SEM 

analysis would become very sensitive and nearly any differences are noticed, resulting in a 

poor fit in the goodness-of-fit measure (Abdul-Rahim et al., 2022; Ahmad & Halim, 2017; 

Awang et al., 2016; Hair et al., 2010; Rose et al., 2017). 

This study, therefore, used the sample size calculation recommended by Smith 

(2013) with a 95% confidence level, .5 standard deviation, and a margin of error (confidence 

interval) of +/– 5%. The calculation is shown below: 

** The z-scores for 95% confidence level = 1.96 
Necessary Sample Size (NSS) = (Z-score)2 * StdDev*(1 − StdDev) / (margin of error)2 
NSS = ((1.96)2 x .5(.5)) / (.05)2 

NSS = (3.8416 x .25) / .0025 

NSS = .9604 / .0025 

NSS = 384.16 

 

Thus, it was determined that 384 should be considered as the minimum sample size 

for this study’s purposes. After considering the possibility of random outlier occurrences and 

taking into account the above suggestion, it was decided that a sample size of 400 

respondents would be appropriate for the purposes of this study. 

 

3.5 Questionnaire Design and Layout 

The goal of designing an attractive questionnaire layout is to maximise the 

completion rate, minimise fatigue among the respondents, obtain correct data, and maintain 

the interest of the respondents while completing the survey (Zikmund et al., 2009). A 



 

165 

questionnaire’s design and layout should be very brief, precise, attractive, and neat. Jargons, 

technical terminologies, and questions that are unnecessarily long should be avoided in the 

questionnaire items. The questions must adhere to a natural logic so that it would be easier 

for the respondents to complete them gradually. The questions ought to be made clear and 

simple to comprehend. Consequently, the researcher considered these elements when 

developing the questionnaire for this study. In addition, the researcher offered directions for 

each component to aid the participants in comprehending what actions were required of them 

in providing their responses. 

The cover page was the first page of the questionnaire. On this page, the participants 

were provided with an overview of the research topic to encourage them to fill out the 

questionnaire. In the background section, the research aims, the field of study, the 

information about the researchers, and the ethical considerations such as confidentiality were 

outlined. Bryman and Bell (2011) suggested providing participants with the guarantee of 

anonymity and assuring them that their identities would not be disclosed in order to boost 

their confidence. Consequently, the participants would feel more at ease in expressing their 

honest opinions and emotions regarding any social phenomenon. To enhance the 

understanding and readability of the questionnaire, the researcher divided it into 10 sections 

starting with the respondent’s demographic information and then followed by use of the 

YouTube website, attractiveness, trustworthiness, expertise, homophily, information 

quality, information credibility, information adoption, and purchase intention. 
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3.5.1 Instrument Development 

The development of instrument measurements is another important issue for 

researchers to address because it has a direct impact on the validity and reliability of the data 

collected. It is recommended that existing measurements be used because they have been 

validated by prior researchers (Bryman & Bell, 2011). Hence, for the purposes of this study, 

the measures were derived from previously published research and then changed to suit the 

aims and objectives of the research. The researcher gained immensely from using previously 

tested instruments, as the scales have already been subjected to a critical review process and 

have garnered significant credibility.  

Rigorous tests must be used in order to design a questionnaire that is both valid and 

reliable (Thayer-Hart et al., 2010). Many academics use previously tested questionnaires to 

minimise delays due to the time constraints in applying rigorous tests. If the previous 

questionnaire does not totally fit the new study’s ideas, then some form of adaptation should 

be made by, for example, rephrasing the items or adding additional items that are relevant to 

the current study (Sousa et al., 2017). In this study, the question for Section A: The Use of 

the YouTube Website was developed to determine the respondents' preferred beauty 

influencer, the types of cosmetic product review videos they liked to watch, and the 

frequency with which they watched videos on YouTube reviewing cosmetic products. 

Additionally, the Section B question was created to help better understand the respondents' 

demographic profile. Finally, the instruments for the variables were adapted from previous  

studies to ensure the reliability and validity of the questionnaire instrument, and the wordings 

were slightly modified to fit the context of the study. Table 3.2 represent the source of 

instruments. 
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Table 3.2: Source of Instrument 

Dimension No of items Instruments Adapted from 
Expertise 5 1. I think that the beauty influencer 

who appears in a product review 
video on YouTube is an expert 
who represents a particular 
product category. 

2. I think that the beauty influencer 
who appears in product review 
video on YouTube is an 
experienced individual to 
represent the product category 

3. I think that the beauty influencer 
who appears in product review 
video on YouTube has adequate 
knowledge to represent the 
product category. 

4. I think that the beauty influencer 
who appears in product review 
video on YouTube is qualified to 
represent the product category. 

5. I think the beauty influencer who 
appears in product review video on 
YouTube is a skilled individual to 
represent the product category. 
 

Ohanian 
(1990) and  
Thusyanthy 
(2018) 

Attractiveness 4 1. I think that the beauty influencer 
who appears in product review 
video on YouTube is attractive. 

2. I think that the beauty influencer 
who appears in product review 
video on YouTube is someone 
with a class of her own (stylish). 

3. I think the beauty influencer who 
appears in product review video on 
YouTube is someone who is 
beautiful. 

4. I think the beauty influencer who 
appears in product review video on 
YouTube is elegant. 
 

Ohanian 
(1990) and  
Thusyanthy 
(2018) 

Trustworthiness 5 1. The beauty influencer who 
appears in product review video on 
YouTube is someone who is 
dependable in the product 
category. 
 

Ohanian 
(1990) and  
Thusyanthy 
(2018) 
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Table 3.2 Continued 

  2. The beauty influencer who 
appears in product review video on 
YouTube is someone who is 
honest to represent the product 
category. 

3. The beauty influencer who 
appears in product review video on 
YouTube is someone who is 
reliable to represent the product 
category. 

4. The beauty influencer who 
appears in product review video on 
YouTube is someone who is 
sincere to represent the product 
category. 

5. The beauty influencer who 
appears in product review video on 
YouTube is someone who is 
trustworthy to represent the 
product category. 

 

 

Homophily 4 1. I rely on product review video by 
beauty influencers who are in the 
same age group as me. 

2. I rely on a product review video by 
beauty influencers who are of the 
same gender as me. 

3. I rely on a product review video by 
beauty influencers who have the 
same interests as me. 

4. I rely on a product review video by 
beauty influencers who purchase 
beauty products the same way as 
me. 
 

Hussain et al. 
(2017) 

Information 
Quality 

5 1. The information prepared for the 
product review video by the 
beauty influencers on YouTube is 
good and excellent. 

2. The information prepared for the 
product review video by the 
beauty influencers on YouTube is 
sufficient and affluent. 

3. The information prepared for the 
product review video by the  

Xue et al. 
(2018) 
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Table 3.2 Continued 

  beauty influencers on YouTube is 
new and latest. 

4. The information prepared for the 
product review video by the 
beauty influencers on YouTube 
can be trusted and is convincing. 

5. The information prepared for the 
product review video by the 
beauty influencers on YouTube is 
delivered right on time. 

 

 

Information 
Credibility 

4 1. In general, the information shared 
by the beauty influencers on 
YouTube is believable. 

2. In general, the information shared 
by the beauty influencers on 
YouTube is based on facts. 

3. In general, the information shared 
by the beauty influencers on 
YouTube is convincing. 

4. In general, the information shared 
by the beauty influencers on 
YouTube can be trusted. 

 

Li and Suh 
(2015) 

Information 
Adoption 

4 1. The information from the product 
review video created by the beauty 
influencers on YouTube 
contributes to my knowledge 
about the product that is discussed. 

2. The information from the product 
review video created by the beauty 
influencers on YouTube makes it 
easier for me to make purchasing 
decisions. 

3. The information from the product 
review video created by the beauty 
influencers on YouTube has 
increased the efficiency of my 
purchasing decisions. 

4. The information from the product 
review video created by the beauty 
influencers on YouTube has 
encouraged me to make purchases. 

 

Cheung et al. 
(2009) 
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Table 3.2 Continued 

Purchase 
Intention 

3 1. I have become interested in 
making purchases after watching a 
product review video shared by a 
beauty influencer on YouTube. 

2. I have become more prone to 
purchasing certain products after 
watching a product review video 
shared by a beauty influencer on 
YouTube. 

3. I will definitely try the product 
after watching a product review 
video shared by a beauty 
influencer on YouTube. 

 

Xue et al. 
(2018) 

 

3.5.2 Measurement Scale Development 

This study used closed-ended questions. According to Baker (2003), structured, 

closed-ended questions are best suited for quantitative research for several reasons. First, it 

is simpler to respond to questions with closed-ended answers, such as picking the right 

option from a list. Second, researchers are able to collect standardised replies more easily, 

which is necessary for making meaningful comparisons, when they use closed-ended 

questions. Third, the format does not exclude respondents who are less talkative and assists 

those respondents in articulating their thoughts. Fourth, a closed-ended questionnaire does 

not focus on a task of memory but rather assists the participants with a task of recognition. 

Thus, closed-ended questions are easy to implement and facilitate the smooth entering of 

data as well as the calculation of statistics (Bryman & Bell, 2011).  

A multi-item approach was used in developing the questionnaire. Hence, numerous 

items were used to measure each construct. This approach was adopted to improve the 

questionnaire’s validity and reliability. The Likert scale was implemented for the variables 
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(Bryman & Bell, 2011). Respondents were asked to answer the items on a seven-point 

interval scale to indicate their level of agreement. The higher the number of categories, the 

wider the spectrum of responses, and the data analysis may be more revealing, as it 

encourages more variability in responses (Hair et al., 2010). Scales should have at least seven 

points to answer in most situations (Hair et al., 2015) to increase data variability.  

A Likert scale is a type of scale that asks participants to indicate whether they agree 

or disagree with a question by rating a series of rational beliefs or behavioural beliefs (Hair 

et al., 2010). In other words, participants are asked to choose whether they agree or disagree 

with the statements provided. When the questionnaire survey approach is used to obtain the 

data, the Likert scales are the most effective method for collecting responses. According to 

Revilla et al. (2014), the discrepancy scale can be used to measure a wide range of constructs, 

and it is easy to visually display the scale on paper questionnaires or web surveys. This study 

applied different response anchors to suit the questions, and the frequency level used in this 

study was measured using the seven-point likert scale adopted from Vagias (2006).  

In this study, every variable will be rated on a likert scale that has seven points. This 

is due to the fact that giving participants a scale that has more points allows them to express 

their emotions with greater specificity (Dawes, 2008). The use of a Likert scale with seven 

points is recommended since it gives respondents more room to express their thoughts by 

permitting a variety of responses to each question they are asked (Diamantopoulos et al., 

1994). Participants on a likert scale are asked to rate how strongly they agree or disagree 

with a sequence of cognitive views or behavioral attitudes in order to indicate whether they 

agree or disagree with a given question (Hair et al., 2010). In addition, this study made use 

of a variety of response anchors in order to obtain the answer that represents the respondents' 
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level of agreement, an answer that can reflect their decision and is based on their beliefs. 

The summary of the response anchors and rating scale are presented in Table 3.3. 

 

Table 3.3: Summary of the Response Anchors 

Response Anchors Rating scale Dimensions 
 

Level of agreement 1 – Strongly disagree  
2 – Disagree  
3 – Somewhat disagree  
4 – Neither agree or disagree  
5 – Somewhat agree  
6 – Agree  
7 – Strongly agree 
 

 Expertise 
 Attractiveness 
 Trustworthiness 

Reflects me? 1 – Very untrue of me  
2 – Untrue of me  
3 – Somewhat untrue of me  
4 – Neutral  
5 – Somewhat true of me  
6 – True of me  
7 – Very true of me 

 Homophily 
 Purchase intention 

My beliefs 1 – Very untrue of what I believe  
2 – Untrue of what I believe  
3 – Somewhat untrue of what I 
believe  
4 – Neutral  
5 – Somewhat true of what I believe  
6 – True of what I believe  
7 – Very true of what I believe 
 

 Information 
credibility 

 Information 
quality 

 Information 
adoption 

 

 

3.5.3 Back-to-Back Translation 

It is critical to choose the right language for the questionnaire to ensure that the 

questions are properly interpreted and thoroughly answered. When data collection is 
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conducted among members of different language groups, the questionnaire must be 

translated and the translated questionnaire must be written in a language that is 

understandable and meaningful to the respondents (Del Greco et al., 1987). Hence, the 

questionnaire needs to be translated into the respondents’ native language. A separate 

questionnaire might be prepared or the translation could be written underneath the English 

questions. The finest translators are those who comprehend the purpose and intent of the 

questionnaire and who can communicate clearly in both languages. Translating 

questionnaires into various languages has become common practice in a multilingual culture 

like Malaysia, particularly for self-administered questionnaires involving the general public 

(Jeen, 2006). Considering Malaysia is a multi-ethnic country with Malay as the primary 

language, developing a recognised instrument in the Malay language is essential (Jalaludin 

et al., 2013). 

Relying on back translation to evaluate the translation quality is common in social 

sciences studies (Behr, 2017). Back translation models, such as Brislin’s classic back 

translation model (1970), are now widely used in instrument validation, where an iterative 

method including independent translation and back translation by a translator is 

recommended. First, an instrument is translated by a translator from the original to the native 

language. Then, the instrument is independently translated from the native language to the 

original language by a second translator. Finally, the idea equivalence of the two variants of 

the instrument, which are the original language and the back-translated versions, is 

determined by comparing the two versions of the instrument. This method requires engaging 

numerous independent bilingual translators (Triandis & Brislin, 1984). However, the issue 

with Brislin’s traditional translation model is that researchers are unable to estimate the 

number of independent bilingual translators required to achieve content equivalence between 
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the original and translated versions (Cha et al., 2007). Hence, Ozolins et al. (2020) advised 

performing two forward translations, reconciling them into a single final source text, and 

then reaching a final version through back translation by two independent translators. 

A total of three translators participated in translating the questionnaire in this study, 

with the back translation completed by a different certified translator from the ones who 

completed the forward translations. Firstly, the English language version of the instrument 

was translated by two different translators into the Malay language version. A comparison 

between translation 1 and translation 2 was carried out to arrive at a common version of the 

Malay language questionnaire. The comparison was carried out by the researcher herself due 

to her proficiency in both English and Malay languages. The researchers, according to 

Behling and Law (2012), are the best candidates for translation if they are fluent in the target 

language. However, to guarantee the questionnaire’s accuracy in Malay, it was evaluated by 

one native speaker and linguistic expert. The reviewer was a lecturer at i-CATS University 

College with a bachelor’s degree in Malay Literature. After that, the Malay language version 

of the questionnaire was back-translated into English by a different certified translator.  

At the end of the process, to ensure the questionnaire’s accuracy in back translation, 

a comparison between the original version and the back-translated version of the instrument 

was conducted by two native speakers who are experts in English linguistics. The reviewers 

consisted of an English lecturer from University Technology MARA, Mukah and Universiti 

Malaya. The original source material was compared to the back translation to identify areas 

where the meaning was unclear or slightly incorrect. The reconciliation involved making 

necessary modifications and adjustments to the final translation. As suggested by the experts, 

the statements were changed to make the respondents feel more inclusive and relatable to 
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the items they were to answer. It was necessary to ensure that the content and meaning were 

compatible in order to create a single common questionnaire. 

 

3.5.4 Expert Review 

Expert reviews are widely used in evaluating questionnaire responses (Ikart, 2019). 

It is common practice to have a group of experts to analyse questionnaires in order to identify 

question flaws and other causes of measurement error. The use of expert reviews has become 

common practice in developing questionnaires (Yan et al., 2012). The expert review adds a 

fresh view to the process, allowing for a more critical examination of the questions. Expert 

reviewers are capable of identifying a wide variety of flaws, including issues with the 

questionnaire design, question phrasing, burden to the respondents, and considerations for 

the interviewer (Ikart, 2019). 

Expert reviewers can significantly contribute to the development of an effective 

questionnaire by drawing on their knowledge and experience (Ikart, 2019). When developing 

questionnaire items for a survey, expert reviewers are engaged to determine the validity of 

the items (Muda et al., 2020). The experts pay complete attention to the questionnaire items, 

identify any issues, and make recommendations to strengthen the items. They identify 

problematic questions, such as those with language and structural flaws, so that the questions 

can be revised before being included in the questionnaire (Yan et al., 2012). 

In this study, the instruments were reviewed by one expert in practice and three 

academic experts. Invitations to become members of the expert panel to assess the 

questionnaire in this study were sent through email. Table 3.4 presents the names of the 
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practice and academic experts who validated the questionnaire for this study and their 

respective institutions. 

Table 3.4: List of Expert for Instruments Validation 

No Name Institution  

1 Associate Professor Dr. Jati Kasuma 
Bin Ali 

Faculty of Business Management, 
Universiti Teknologi MARA (UiTM) 
Cawangan Sarawak  

2 Dr. Ida Izumi Binti Abdollah Faculty of Business Management, 
Universiti Teknologi MARA (UiTM) 
Cawangan Sarawak 

3 Dr Colin Wong Faculty of Business and Accounting, I-
CATS University College  

4 Miss Rochesder Hillary Marketing and Communication 
Manager, Pullman Waterfront Miri  

 

The experts were requested to provide feedback and identify any confusing or 

problematic questions in the survey. They were asked to respond by indicating each item as 

a perfect match, moderate match, or poor match (Muda et al., 2020). They were also invited 

to give an overall comment for every section. Afterwards, their responses to the questions 

were analysed, and the instruments were rewritten based on their comments and suggestions. 

 

3.5.5 Pre-Testing 

Pre-testing the questionnaire before distributing it is an important step in the survey 

questionnaire development process. Researchers might find themselves administering 

questionable instruments as a result of skipping this stage, leading to a build-up of questions 

about the research findings (Ikart, 2019). Pre-testing is the process of testing a series of 
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questions or a questionnaire to members of the target group (Babonea & Voicu, 2011). It is 

designed to assess whether or not the audience is capable of providing meaningful responses 

in order to ensure that the target audience understands the questions and response alternatives 

as the researcher intended (Perneger et al., 2014). The way in which the respondents respond 

to the questions is what is looked for in pretesting questionnaires because when responding 

to the questions, the respondents might be going through a variety of distinct processes.  

This study employed declared pre-testing, in which the respondents were informed 

before completing the questionnaire that they would be asked to complete more than just the 

questions. Declared pre-test and undeclared pre-test are two types of pre-tests that can be 

used for a survey questionnaire (Babonea & Voicu, 2011). As a result of increasing 

awareness of the disadvantages of conventional pre-testing, which entails performing a 

small-scale survey in which the interviewer discovers questionnaire-related issues, the 

experts who advocated conventional pre-testing agreed that getting a set of 12 to 25 

questionnaires completed is sufficient for detecting questionnaire errors (Babonea & Voicu, 

2011). For this study, 12 respondents were selected for pre-testing. Cognitive interviews 

were also held as part of the pre-testing process. When selecting the sample for a cognitive 

interview, it is important to consider the diversity of the participants (Ryan et al., 2012). 

Therefore, the respondents were chosen based on their ethnicity to assess their 

comprehension of the questionnaires in English and Malay.  

A cognitive interview is defined as the delivery of draft survey questions while 

simultaneously gathering extra verbal information regarding the survey findings; it is used 

to analyse the overall quality of the responses or to determine whether the question generates 

the information intended by the researcher (Beatty & Willis, 2007). As a result of the 
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COVID-19 pandemic that led to implementation of social distancing measures, the cognitive 

interviews were conducted via Google Meet video conferencing and the questionnaire was 

distributed via Google Form, a survey administration software. Social distancing was 

implemented in Malaysia to minimise the regularity of contact and physical interaction 

among people in order to curb the transmission of the virus in the population (Fong et al., 

2020). 

When performing cognitive interviews, there is an alternate method known as online 

or web probing that appears to be an effective approach for pre-testing questionnaires 

(Lenzner & Neuert, 2017). Before the questionnaire was distributed, this approach was 

followed to discover and eliminate any misunderstandings or inaccurate assumptions 

regarding the questionnaire. This pre-testing was designed to find out how the intended 

respondents might interpret the questions they were asked. A link to a Google Meet video 

conference session was sent to each of the 12 pre-testing participants. The sessions were held 

separately for each respondent depending on the day and time that was agreed upon by the 

respondent. A link to an identical survey was shared with each respondent at some point 

throughout their session. When answering the questionnaire, the respondents were asked to 

take note of any possible input they had. The idea was to capture their instant reactions and 

thoughts to a question by asking them to think and react immediately (Czaja, 1998). The 

interviews focused on explaining what they should think about, such as the spelling, 

language, and rationale behind the statements and instructions in the questionnaire.  

Based on a checklist provided by Grimm, (2010), the respondents should be asked 

nine questions throughout the interview after completing the questionnaire. Two questions, 

however, were removed from this study. The first eliminated question was, “Did the 
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respondents comprehend any instructions on questions being skipped based on their 

responses to earlier questions?” Since there was no skipped question in the questionnaire, 

this item was eliminated. The second eliminated question was, “Specifically, if a survey was 

delivered by an interviewer, did respondents believe that the interviewer attempted to 

influence their responses, either vocally or non-verbally?” Since this study employed a self-

administered questionnaire, this item was also eliminated. Hence, seven questions were 

asked during the interviews after eliminating the two questions.  The following items were 

addressed in further detail: 

1. Was it obvious to the responder what was being asked and what terminology was 

being used? 

2. Was there a significant choice that was left from any of the questions? Options 

are clearly not exhaustive if numerous replies write additional option(s) in 

response to a query.  

3. Was the respondent willing to provide responses to all questions? Were there any 

questions that were deemed to be sensitive, offensive, or excessively difficult? 

4. Is it possible that the respondent misunderstood the instructions for each 

question?  

5. Did the responder get the impression that the researcher expected him or her to 

reply in a certain way? For instance, did the responder believe that certain 

questions appeared biased? 

6. The questionnaire’s flow and phrasing appeared reasonable and natural to the 

responder. 

7. Did you think the amount of time it took to complete the questionnaire was 

reasonable? 
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The participants offered helpful input on the format, scales, unclear questions, and 

wording. The questions that caused confusion were modified in order to address these issues. 

Words with confusing meanings were identified, reviewed, and replaced with words having 

comparable but clearer meanings. Based on the discussions with the respondents, it was 

predicted that the time required to complete the questionnaire would be between 10 and 15 

minutes in total. Apart from that, the majority of the respondents stated that the English and 

translated Malay items were appropriate and easily understood. 

3.6 Pilot Study 

Despite the availability of detailed guidelines on how to design proper 

questionnaires, researchers and postgraduate students often find it challenging to identify 

and prevent any potential issues that might arise during the data collection process (Hulland 

et al., 2018). Hence, before using the questionnaire for collecting data, researchers must first 

subject it to a series of tests.  Pre-testing the survey questionnaire is imperative in order to 

confirm that the questions are not ambiguous and that the respondents can understand the 

questions and how they are designed and intended (Sekaran & Bougie, 2016). In addition, a 

pilot test was carried out to evaluate the effectiveness of the questionnaire used for this study. 

Pilot testing should be used by researchers to ensure that the research instrument is adequate 

for administration (Bryman & Bell, 2011). Pilot testing aims at noticing readability issues, 

discovering confusing instructions, and uncovering the issues that make the participants 

uncomfortable (Bryman & Bell, 2011). According to Zikmund et al. (2009), pilot testing 

should be employed in the first draft of the questionnaire to eliminate any possible 

shortcomings, as well as to modify and enhance the measures, prior to the creation of the 

final questionnaire for the primary participants.   
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In social sciences research, pilot studies involving a small sample from the 

population are used to test the procedure in preparation for the main study. In carrying out a 

pilot study, it is useful to select a small group of participants who are comparable to the 

participants who will make up the primary sample and who are representative of the overall 

study population. A pilot study allows the researchers to clarify the statements in the 

questionnaire and improve the content flow; ultimately, the researchers can increase the 

reliability and validity of the questions through the pilot study  (Saunders et al., 2012).  

In the present study, a pilot study was carried out to evaluate the effectiveness of the 

questionnaire. The respondents were among the staffs and students of I-CATS University 

College. They were selected for the pilot study because of the university college’s 

multicultural environment. According to Zafeiris et al. (2021), a multicultural environment 

is one in which individuals from various backgrounds in terms of geography, culture, and 

religion co-exist. For exploratory factor analysis (EFA), a minimum of 100 responses must 

be collected (Hair et al., 2010; Hoque et al., 2017; Shkeer & Awang, 2019). Hence, 100 

respondents were selected using the convenience sampling method. The questionnaire was 

distributed via the WhatsApp application. The selected respondents were asked a filtering 

question, “Do you have any experience of watching a cosmetic product review video on 

YouTube?” before they could proceed to answer the online questionnaire. The filtering 

question was asked as the first question in the Google form. If the respondents indicate that 

they are not the targeted respondent by selecting "no" as an answer, the Google form will 

not proceed to the subsequent questions in the survey. The data collected were analysed 

using Statistical Package for the Social Sciences (SPSS version 25), and the results are 

presented below. 
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3.6.1 Profile of Pilot Study Respondents 

Table 3.5: Age of the Respondents 

Age Frequency Percent Valid 
Percent 

Cumulative 
Percent 

18 - 27 Years Old 70 70.0 70.0 70.0 
28 - 41 Years Old 26 26.0 26.0 96.0 
42 - 56 Years Old 4 4.0 4.0 100.0 
Total 100 100.0 100.0  

 

Based on the data collected, 70 respondents for the pilot study were from generation 

Z (18–27 years old), 26 respondents were from generation Y (28–41 years old), and 4 

respondents were from generation Z (42–56 years old). The number of generation Z 

respondents was the highest because the number of students at I-CATS University College 

exceeded the number of staff.  

Table 3.6: Respondents’ Ethnicity 

Race Frequency Percent 
Valid 

Percent 
Cumulativ
e Percent 

Malay 49 49.0 49.0 49.0 
Chinese 18 18.0 18.0 67.0 
Bumiputera Sarawak 32 32.0 32.0 99.0 
Bumiputera Sabah 1 1.0 1.0 100.0 
Total 100 100.0 100.0  
 

As Table 3.6 shows, the respondents consisted of diverse ethnicities: 49 Malay 

respondents, 18 Chinese respondents, 32 Bumiputera Sarawak respondents, and 1 

Bumiputera Sabah respondent. However, none of the respondents represented the Indian 

community. 
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3.6.2 Descriptive Statistics 

The questionnaire for this study had 38 items that were measured on a scale from 1 

to 7, with 1 indicating strong disagreement and 7 indicating strong agreement. Table 3.7 

presents the descriptive information, such as mean and standard deviation scores for each 

item in this study. The mean values of the items were between 4.07 and 6.57, and the 

standard deviations were between 0.56 and 1.37. 

 
 

Table 3.7: Descriptive Analysis for the Instruments 

Descriptive Statistics 
 N Mean Std. Deviation 
Expertise 1 100 6.13 0.72 
Expertise 2 100 6.37 0.71 
Expertise 3 100 6.29 0.70 
Expertise 4 100 6.32 0.71 
Expertise 5 100 6.43 0.71 
Attractiveness 1 100 6.39 0.62 
Attractiveness 2 100 6.57 0.56 
Attractiveness 3 100 6.50 0.59 
Attractiveness 4 100 6.40 0.62 
Attractiveness 5 100 4.07 1.37 
Trustworthiness 1 100 6.27 0.66 
Trustworthiness 2 100 6.36 0.73 
Trustworthiness 3 100 6.38 0.68 
Trustworthiness 4  100 6.30 0.69 
Trustworthiness 5 100 6.37 0.66 
Homophily 1 100 6.16 0.75 
Homophily 2 100 6.39 0.76 
Homophily 3 100 6.36 0.75 
Homophily 4 100 6.39 0.76 
Information Quality 1 100 6.33 0.64 
Information Quality 2 100 6.35 0.64 
Information Quality 3 100 6.37 0.66 
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Table 3.7 Continued 

Information Quality 4 100 6.42 0.67 
Information Quality 5 100 6.39 0.60 
Information Credibility 1 100 6.32 0.65 
Information Credibility 2 100 6.38 0.65 
Information Credibility 3 100 6.39 0.63 
Information Credibility 4 100 6.34 0.64 
Information Adoption 1 100 6.48 0.66 
Information Adoption 2 100 6.57 0.62 
Information Adoption 3 100 6.50 0.63 
Information Adoption 4 100 6.48 0.63 
Purchase Intention 1 100 6.38 0.68 
Purchase Intention 2 100 6.43 0.69 
Purchase Intention 3 100 6.39 0.67 
Valid N (listwise) 100   

 

3.6.3 Exploratory Factor Analysis (EFA) 

Factor analysis is a multivariate statistical method that is used to evaluate self-

administered questionnaires. If an item has dimensionality that is different from past studies 

because of its applicability or utility, exploratory factor analysis (EFA) should be used to 

examine it (Hair et al., 2010). The purpose of using EFA is to examine and assess the 

variables and their dimensionality in terms of evaluating the specific constructs under 

investigation (Al-Khamaiseh et al., 2020). EFA was used in this study to validate the number 

of specific dimensions and the structure of item–factor loadings on the instrument. Apart 

from that, construct validity was also established via factor analysis. EFA validates the 

concept of items that are considered to be practical. It indicates the elements that are most 

appropriate for each component (Sekaran & Bougie, 2016). 
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3.6.3.1 Bartlett’s Test of Sphericity and Kaiser-Meyer-Olkin (KMO)  

The Exploratory Factor Analysis (EFA) procedure on construct elements was carried 

out by applying the Principal Component extraction method with Varimax (Variation 

Maximization) Rotation. The Bartlett’s Test and Kaiser-Meyer-Olkin (KMO) were applied 

to determine whether the data were appropriate for factor analysis. The Bartlett’s test of 

sphericity was used to estimate the potential of factor analysis stability, whilst the KMO test 

was employed to calculate the sample size needed for the analysis. A KMO value close to 

unity is desired (Al-Khamaiseh et al., 2020). For Bartlett's Test of Sphericity to be 

acceptable, the significant value should be less than .05 (Al-Khamaiseh et al., 2020; Ehido 

et al., 2020; Hoque et al., 2017). Additionally, the value for Kaiser-Meyer-Olkin (KMO) 

should be above 0.6 (Al-Khamaiseh et al., 2020; Bahkia et al., 2019; Hoque et al., 2017; 

Kaiser, 1974).  

 

3.6.3.2 Total Variance Explained and Rotated Components Matrix 

The procedures for Exploratory Factor Analysis (EFA) are based on the computed 

Eigenvalue more than 1.0 (Alias et al., 2020; Ehido et al., 2020). Total variance explained is 

used to extract items from a large number of elements and reduce them to a manageable 

number of components (Hoque et al., 2017). Meanwhile, rotated components matrix shows 

the relationship between the components and their associated elements. The factor loading 

for each element must be greater than 0.6 in order to keep an item (Al-Khamaiseh et al., 

2020; Awang, 2015; Awang et al., 2018). 
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3.6.4 Summary Results for Exploratory Factor Analysis (EFA) 

EFA was carried out independently for expertise, attractiveness, trustworthiness, 

homophily, information quality, information credibility, information adoption, and purchase 

intention by utilising SPSS version 25 (refer to appendix A for detailed discussion). 

Table 3.8: Items Retention Results from Exploratory Factor Analysis (EFA) 

Construct No of items 
before run EFA 

Number of items 
dropped 

Number of items 
retained after 

run EFA 

Expertise 5 0 5 

Attractiveness 5 1 4 

Trustworthiness 5 0 5 

Homophily 4 0 4 

Information Quality 4 0 4 

Information Credibility 5 0 5 

Information Adoption 4 0 4 

Purchase Intention 3 0 3 

 

The results of EFA are presented in Table 3.8, which shows the number of items 

assigned to each construct during the EFA process for each construct. One item from 

attractiveness construct has to be removed due to low factor loading. The items that were 

retained after EFA were applied to the actual survey. 

 

3.6.5 Internal Reliability Analysis (Cronbach’s Alpha) 

This study used Cronbach’s alpha statistics to measure the internal consistency 

reliability of the data. Cronbach’s alpha is a statistical test that is used to measure the 

reliability of internal consistency (Bonett & Wright, 2015). A Cronbach’s alpha coefficient 
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of .60 is considered to indicate average reliability, and a coefficient of .70 or above indicates 

that the instrument has high reliability (Hoque et al., 2017; Sekaran & Bougie, 2016). 

Table 3.9: Cronbach Alpha for Each Dimension 

 No of Items Cronbach’s Alpha 

Expertise 5 .914 

Attractiveness 5 .662 

Trustworthiness 5 .941 

Homophily 4 .905 

Information Quality 5 .918 

Information Credibility 4 .927 

Information Adoption 4 .956 

Purchase Intention 3 .931 

 
Table 3.9 presents the result for Cronbach’s alpha for each dimension in this study. 

The construct for attractiveness had a Cronbach’s alpha value of 0.662, which indicated 

reliability. This is because Cronbach’s alpha values of .65–.80 are usually deemed sufficient 

for measures used in studies on human dimensions (Vaske, 2008; Vaske et al., 2017). One 

of the items needed to be eliminated when attractiveness was measured using rotated 

components matrix analysis due to low factor loading. It is possible that this item caused the 

low Cronbach’s alpha value for attractiveness. 

Table 3.10: Cronbach Alpha After Deletion of Instrument 

 No of Items Cronbach’s Alpha 

Expertise 5 .914 

Attractiveness 4 .891 

Trustworthiness 5 .941 

Homophily 4 .905 

Information Quality 5 .918 
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Table 3.10 Continued 

Information Credibility 4 .927 

Information Adoption 4 .956 

Purchase Intention 3 .931 

 

As shown in Table 3.10, after removing this item from attractiveness, the Cronbach’s 

alpha value for attractiveness increased to .801, indicating higher reliability. Overall, the 

constructs of expertise, attractiveness, trustworthiness, information quality, information 

credibility, information adoption, and purchase intention were determined to be reliable, and 

no further items from the given instruments needed to be removed. 

 

3.7 Ethical Consideration 

Ethical considerations are one of the significant factors in conducting research 

(Saunders et al., 2016). Moral values and principles apply to the ethical questions that the 

researcher might find during the study (Cooper & Schindler, 2014). Protecting the identity 

and privacy of the participants is imperative, as well as assuring that the testing would not 

harm those involved in the process (Saunders et al., 2016). In this study, the survey was 

completely anonymous so that the results could not be traced back to a particular respondent 

to ensure their anonymity. Cooper and Schindler (2014) described the ethical matters 

researchers should consider, as follows: 

1. The rights of the participants should be protected. 

2. Research sponsors need to be informed. 

3. The research should be conceived with ethical standards in mind. 

4. The research should ensure the safety of the research team members. 
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5. The research design should be followed. 

When implementing these ethical steps, the researcher looked for ethical concerns at 

all stages of the research design and implementation in order to reduce the potential issues 

that might arise during the study. The study’s objective and the importance of their 

involvement were advised to all participants. The researcher also ensured that all responses 

remained anonymous. Participants were also informed that their participation in the survey 

was voluntary and that they were free to withdraw from the survey at any time without 

incurring any liabilities. 

 

3.8 Data Collection Method 

Many scholars have acknowledged that the internet offers new opportunities for non-

probability survey data (Couper, 2000; Fricker & Schonlau, 2002). In this study, an online 

questionnaire was used to collect the required data. Questions regarding the variables were 

asked. Online questionnaires offer an alternative to traditional paper-based methods, and 

research suggests that the response rates are higher (Chizawsky et al., 2011). Social media 

platforms are free and widely accessible, and they are designed to connect internet users 

worldwide. The internet opens up new avenues for research for social and behavioural 

sciences (Baltar & Brunet, 2012). Furthermore, distributing the questionnaire via electronic 

means allows it to be shared quickly on social media platforms, including the WhatsApp 

application (Doherty et al., 2020). Online questionnaires are becoming increasingly popular 

among social science researchers as a result of the COVID-19 pandemic. Consequently, 

when events prevent in-person methods from being used, online questionnaires may provide 

a viable alternative method for carrying out the research plans (Wardropper et al., 2021). 
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3.8.1 Data Collection Procedure 

In this study, the first step in data collection was creating an online questionnaire via 

Google Form. Google Form is an online survey tool that enables researchers to collect data 

from respondents through a customised online survey. The data was then collected and 

linked directly to a database that was filled with the survey responses. This tool is made 

available by Google and may be used by anyone to generate web-based questionnaires. Apart 

from that, it can be accessed for free on the internet and is accessible through any device 

with an internet connection. Since the survey was carried out with the assistance of Google 

Forms, all the questions were marked with “Required”. In Google Form, marking a question 

with “Required” means that for the respondents to be able to complete the survey, they need 

to answer all the questions stated in the form. This was done to prevent the issue of missing 

values (Islam & Hussain, 2022). After finalising the Google Form, a short uniform resource 

locator (URL) for the online questionnaire was generated. 

The snowball sampling method uses a limited pool of initial sources to recommend 

other respondents in their social networks who may match the eligibility criteria and thus 

could potentially participate in a given study (Kurniawan et al., 2022). Therefore, this study 

applied the snowball sampling steps suggested by Leighton et al. (2021). The first step 

entailed identifying the social media platforms that would best serve the target respondents. 

Facebook was chosen due to its ranking as the number one social media platform used in 

Malaysia (MCMC, 2020). However, since there were no specific groups related to cosmetic 

products available on Facebook, this study selected a group that had more than 90,000 

members. The Doctorate Support Group was chosen. Next, to increase the number of 

responses, the URL of the questionnaire was shared on the researcher’s personal Facebook 

account, and the post was set as visible to the public. During the time when recruitment was 
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taking place, a weekly plan for reposting and distributing the postings was developed with 

the intention of boosting the number of people taking part in the survey. Finally, the posting 

was worded such that it would encourage the respondents to share the questionnaire’s URL, 

“This study is using a snowball sampling strategy, kindly share this questionnaire with your 

family and friend who might be interested to take part in this study. Thank you in advance 

for your participation and assistance”.  

Additionally, this study also used instant messaging platforms such as WhatsApp 

and Telegram by applying the same method suggested by Leighton et al. (2021) for the 

snowball strategy technique via social media. The questionnaire’s URL was shared on the 

WhatsApp and Telegram of personal shopper groups. A personal shopper is someone who 

operates a business to fulfil the shopping needs of others who in this context may be referred 

to as consumers. In order to create earnings and interest from potential customers, the service 

is provided via a mobile device, an online connection, and social media (Efrin, 2021). This 

study chose personal shopper groups because most of the group members were women who 

had the potential to be the target respondents. Before posting in the personal shopper groups 

on WhatsApp and Telegram, permission was requested from the group admin of each group. 

The questionnaire’s URL was shared only after obtaining their approval. Furthermore, the 

questionnaire’s URL was also sent to personal respondents. The respondents were 

encouraged to not only respond to the survey but also share it with their family and friends 

who might meet the criteria of a targeted respondent. The online questionnaire was shared 

with respondents from Peninsular Malaysia, Sabah, and Sarawak. 

This method allowed the sample size to grow like a rolling snowball, and enough 

data was collected as the sample grew. However, filtering questions were added to ensure 
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the data were collected from the right target respondents. The questions are “Are you a 

female respondent?” and “How often do you watch product review videos created by beauty 

influencers on YouTube?”. When a respondent answered “No” for the first question or 

“Never” for the second question, then the questionnaire was excluded. 

In this cross-sectional study, the link to the online survey was available for response 

from 7 February 2022 until 10 May 2022. The respondents who agreed to take part in the 

study were required to complete a self-administered questionnaire. They were notified that 

their participation in the study was entirely voluntary and that they had the option to 

withdraw their participation at any time. 

 

3.9 Data Analysis 

The analysis of data is a method that involves inspecting, tabulating, categorising, or 

otherwise recombining information in various ways in order to answer the initial 

propositions of a study. A great number of researchers have recorded their reflections on the 

integrity of statistical data and its transmission. For instance, Aaker et al. (2001) argue that 

the process of collecting raw data and labelling it in preparation for statistical data analysis 

affects both the quality of the findings and the level of comprehension of the findings. In 

addition, Bryman (2004) and Cooper and Schindler (2014) argue that researchers ought to 

agree on the process of data analysis and evaluation before proceeding with the process of 

data collection. This would help prevent the possibility of collecting incomplete or 

inaccurate data during the data collection process.  
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This study adopted structural equation modelling (SEM) for data analysis for several 

reasons. First, SEM is well suited for the goal of hypothesis testing since it examines a 

number of correlations between dependent and independent variables all at once (Hair et al., 

2010). In other words, SEM performs complete and continuous checks of all relationships 

between all components simultaneously (Tharenou et al., 2007). Second, calculating and 

extracting the measurement error is needed to achieve perfect reliability in a study. SEM can 

be used to estimate the size of the model’s paths while also evaluating the data fit and 

accounting for measurement error (Tharenou et al., 2007). SEM provides valid construct 

level results, allowing for the simultaneous use of multiple variables per construct. It allows 

for inferential testing of hypotheses and provides unambiguous treatment of measurement 

errors (Byrne, 1998). Thus, SEM is able to simultaneously address a set of interrelated 

research questions through both measurement and structural models. 

This study applied covariance-based structural equation modelling (CB-SEM), a 

SEM approach that allows researchers to examine relationships concurrently. CB-SEM is 

most commonly used when a well-established theory is employed in the study and the 

analysis is carried out well ( Beckett et al., 2017; Dash & Paul, 2021). Apart from that, CB-

SEM provides model fit indices (Dash & Paul, 2021). In this study, SPSS version 25 and 

analysis of moment structure (AMOS) version 24 software were used to analyse the data, 

and the SEM technique and multigroup analysis were employed to validate the theoretical 

model and to test the hypotheses (Hair et al., 2010). An overview of the data analysis method 

used in this study is shown in Figure 3.1. 
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Figure 3.1: Data Analysis Procedure 
 

 
 
 

3.9.1 Measurement Model Analysis 

The SEM model consists of two parts: the measurement model and the structural 

model. Both of these models are used to analyse data. The measurement model is a 

formulation of the measurement theory that explains how ideas are operationalised through 

groups of the measured variables (Hair et al., 2010). Confirmatory factors analysis (CFA) 

must be carried out first in order to obtain the measurement model (Anderson & Gerbing, 

1988; Awang, 2015; Hair et al., 2010). The CFA was performed after completing the EFA 

to confirm the measurement model developed in this study. 

Measurement Model (AMOS 24) 

 Undimensionality (factor loading) 
 Evaluating the model fit 
 Reliability and Validity assessment 

Structural Model (AMOS 24) 

 Hypothesis testing 
 Mediating testing 

Descriptive Analysis (SPSS 25.0) 

 Frequencies 
 Standard Deviation 
 Mean 
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The EFA method should be performed using the data from the pilot study, whilst the 

CFA procedure should be performed using the data collected from the field study (Baistaman 

et al., 2020). CFA was performed to ensure that the attainment of goals was factorially valid. 

When applied to the structure of the components found from EFA, CFA can provide 

additional evidence about the fitness of the proposed model. CFA is capable of 

demonstrating a model that is acceptable in terms of good fit and construct validity (Hair et 

al., 2010).  

In this study, CFA was used to conduct a confirmatory test of the measurement 

model, consisting of three primary procedures: the unidimensionality of the measurement 

model, the reliability of the items measuring the constructs, and the validity of the items 

measuring the constructs (Aziz et al., 2019). The examination of unidimensionality must be 

completed first before conducting validity and reliability analyses (Hair et al., 2017). 

Unidimensionality is when a large number of estimated variables can be explained 

by a single underlying construct (Hair et al., 2014). When there are numerous dimensions 

involved, measuring unidimensionality is crucial, and a lack of unidimensionality hinders 

the growth of the dimensions (Hair et al., 2014). Unidimensionality is attained when all the 

measurement items have factor loadings that are acceptable for the latent construct for which 

they are being used. To achieve unidimensionality, the factor loadings must rise beyond the 

cut-off value of 0.6 (Awang, 2015; Dash & Paul, 2021; Hair et al., 2014). Furthermore, items 

with factor loadings below the threshold value should be deleted. 
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3.9.2 Reliability and Validity Analysis 

Before proceeding any further, it is necessary to evaluate the reliability and validity 

of the measurement model. Composite reliability is used to evaluate the internal consistency 

reliability of constructs. According to Hair et al. (2010), reliability refers to a variable or set 

of variables in which what it is intended to measure is reliable. Validity is the extent to which 

a scale or a set of measurements accurately represents the subject of interest (Hair et al., 

2010). It refers to the instrument’s ability to assess the items that should be evaluated using 

the construct (Razali et al., 2018). This study tested the following aspects of validity: 

1. Convergent validity. Convergent validity is the test to measure the level of similarity 

between multiple indicators of the same type. It is the extent to which several 

dimensional measures of the same idea are associated in which a high correlation 

suggests that the scale of the instrument is measuring the construct intended by the 

instrument (Nusair & Hua, 2010). The factor loading of the predictor, composite 

reliability, and the derived average variance extracted (AVE) have to be considered 

in establishing convergent validity. The composite reliability (CR) method is used to 

measure reliability, which replaces inner reliability (Hair et al., 2014; Mahfouz et al., 

2019). CR measures the reliability and internal consistency of variables, and a value 

of .6 is required for CR (Abdul-Rahim et al., 2022; Awang, 2015; Hair et al., 2014). 

The derived AVE is the measure used to determine the convergent validity of a 

construct for all items of each construct (Hair et al., 2017). To measure the AVE, the 

loading of each indicator on a variable must be estimated and the mean value 

calculated. An appropriate AVE is .50 or higher, meaning that at least 50 per cent of 

the variance of its items is clarified by the structure (Abdul-Rahim et al., 2022; 

Awang, 2015; Hair et al., 2014; Razali et al., 2018). 
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2. Discriminant validity. This analysis reveals the extent to which a construct is 

empirically distinct from other constructs, both in terms of how much it integrates 

with other constructs and how precisely this particular construct reflects the 

indicators. To demonstrate discriminant validity, each construct must be unique from 

the others. Discriminant validity ensures that the measure construct is distinct from 

other measures from the structural equation model and captures phenomena of 

interest that other measures do not (Hair et al., 2010). To achieve discriminant 

validity, the square root of the AVE of the relevant construct must be greater than 

the correlations between the constructs (Fornell & Larcker, 1981). 

 

3.9.3 Evaluating the Model Fit 

Several different fitness indices are used in SEM to reflect how well a model fits the 

data that is being examined. When the fitness indices for each construct attain the required 

level, the validation will be accepted (Razali et al., 2018). There are three types of model fit 

indices, namely, absolute fit, incremental fit, and parsimonious fit (Dash & Paul, 2021). 

Absolute fit indices give the researcher an indication of how well their hypothesis matches 

the sample data they have collected (Hair et al., 2010). The incremental, comparative, and 

relative fitness of the model are evaluated using incremental fit indices (Dash & Paul, 2021). 

Parsimony fit indices evaluate a model’s fit in relation to its complexity (Hair et al., 2021). 

Table 3.11 presents the types of models fit and the acceptance level (Awang, 2015; Awang 

et al., 2018). 
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Table 3.11: Types of Models Fit and the Acceptance Level 

Type Index Ideal Threshold 
Value 

Absolute Fit 
Measures 

Discrepancy Chi Square 
Goodness-of-fit Index (GFI) 
Root Mean Square Error of Approximation 
(RMSEA) 

p-value>0.05 
>0.90  
<0.08 

Incremental Fit 
Measures 

Adjusted Goodness of Fit (AGFI) 
Tucker-Lewis Index (TLI) 
Normed Fit Index (NFI) 
Comparative Fit Index (CFI) 

>0.90 
>0.90 
>0.90 
>0.90 

Parsimonious Fit 
Measures 

Chi Square/Degree of Freedom (Chisq/df) <3.0 

 

There is no consensus among researchers regarding the fitness indicators that should 

be used (Awang, 2015). However, when evaluating a model, at least one fitting indices 

should be considered from each category (Hair et al., 2010). According to Awang (2015) 

and Awang et al. (2018), the indices that are most frequently reported in the literature for 

analysing the model fit are; 

Table 3.12: Most Frequent Reported Models Fit and the Acceptance Level 

Type Index Ideal Threshold 
Value 

Absolute Fit 
Measures 

Root Mean Square Error of Approximation 
(RMSEA) 

<0.08 

Incremental Fit 
Measures 

Comparative Fit Index (CFI) 
Tucker-Lewis Index (TLI) 

>0.90 
>0.90 

Parsimonious Fit 
Measures 

Chi Square/Degree of Freedom (Chisq/df) <3.0 

 

The pooled measurement model was used to evaluate and validate the measurement 

model used for this study. As suggested by Awang (2015), it is important to evaluate the 

measurement model for all of the constructs that are a part of the study at the same time. The 
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results of the pooled CFA indicate the fitness indices, factor loading for each item along with 

its R2, and the correlations among the constructs, which are computed at the same time. 

Furthermore, the factor loading needs to be investigated in the event that particular fitness 

indices do not reach the desired level. When the factor loading is less than 0.6, the 

measurement model for the constructs has a poor fit, and the item should be deleted (Awang, 

2015). 

 

3.9.4 Hypothesis Testing 

Path analysis is the ideal approach for testing a hypothesis. In contrast to multiple 

regression, path analysis goes beyond regression by allowing the analysis of more complex 

models. The strength of path analysis as a methodology is that it enables researchers to 

examine both direct and indirect effects concurrently across various independent and 

dependent variables (Stage et al., 2004). It may be used to evaluate the situation in which 

there are multiple final dependent variables, where variable A affects variable B and 

influences variable C (Streiner, 2005). The purpose of path analysis is to offer estimates of 

the extent and significance of the hypothesised causal relationships between sets of variables 

using path diagrams (Stage et al., 2004). 

Path analysis enables the researcher to visualise a collection of hypothesised 

relationships that can be directly transformed into the necessary equations for analysis (Stage 

et al., 2004). In the present study, path analysis was used to examine eight hypotheses to 

ascertain whether the independent variables have direct or indirect effects on a set of related 

variables. The P-value was used at a significance level of < .05 in testing the hypotheses 

(Awang, 2015; Awang et al., 2018; McLean et al., 2020; Wan Afthanorhan & Ahmad, 2014).  
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Furthermore, Path analysis was used to test the direct relationship between the 

dimensions of influencer attributes (expertise, attractiveness, trustworthiness, homophily, 

and information quality) with information credibility, the relationship between information 

credibility and information adoption, the relationship between information credibility and 

purchase intention and finally to test the direct relationship between information adoption 

and purchase intention. 

In addition to testing the direct relationship, path analysis was used to examine the 

mediating relationship together with bootstrapping analysis. A mediating mechanism is 

defined by the presence of a third variable that acts as an intermediary in the relationship 

between two variables, namely the independent and dependent variables. To better 

understand this concept, direct and indirect impacts need to be examined (Hair et al., 2010). 

In other words, the actions of the third variable are examined to see how they affect the 

relationship between two variables (Hayes, 2009).  

As it is the result of two paths that link the variable X (independent variable) to the 

variable M (mediating variable), shown as path (a), and the variable M (mediating variable) 

to the variable Y (dependent variable), shown as path (b), the indirect effect is represented 

as path ab, and when the indirect effect ab is greater than or less than zero, it can be said that 

some type of mediation exists (Demming et al., 2017; Zhao et al., 2010).  
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Figure 3.2: Modelling the Mediator in the structural Model (Awang, 2015; Awang et 
al., 2018) 

 

The mediation relationship can be divided into two categories (Awang, 2012, 2015; 

Awang et al., 2018). It is important that X (the independent variable) has a direct effect on 

Y (the dependent variable). However, when the mediator variable (M) is added to the model, 

the direct effect between X and Y decreases due to the existence of M. The illustration for 

the relationship is presented in Figure 3.2. Thus, this first type of mediation is called “partial 

mediation”, and it happens when the direct effect is lessened but is still significant. In 

addition, the second type of mediation happens when the direct effect is reduced and no 

longer significant. This type of mediation is called “complete mediation” or “full mediation”. 

In addition to the conventional method, there is an approach known as bootstrapping 

that may be used to examine and verify the mediating effect (Aimran et al., 2016; Awang, 
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2015; Awang et al., 2018; Mallinckrodt et al., 2006). The bootstrap of the data resampling 

processes is used to construct the confidence intervals in order to test the statistical 

significance of the indirect effect (Shrout & Bolger, 2002). In this study, the bootstrap test 

was used to further analyse the mediation effect with the P-value set at a significance level 

of < .05 (McLean et al., 2020). Table 3.13 summarises the hypotheses and the statistical 

analysis. 

Table 3.13: The Hypothesis and the Statistical Analysis 

Hypothesis Details Statistical Test 
H1 Expertise has a significant and positive 

impact on information credibility. 
Path Analysis 

H2 Attractiveness has a significant and positive 
impact on information credibility. 

Path Analysis 

H3 Trustworthiness has a significant influence 
on information credibility. 

Path Analysis 

H4 Homophily has a significant and positive 
impact on information credibility. 

Path Analysis 

H5 Information quality has a significant and 
positive impact on information credibility. 

Path Analysis 

H6 Information credibility has a significant and 
positive impact on information adoption 

Path Analysis 

H7 Information credibility has a significant and 
positive impact on purchase intention 

Path Analysis  

H8 Information adoption has a significant and 
positive impact on purchase intention 

Path Analysis 

H9 Information credibility mediate the 
relationship between expertise and 
information adoption 

Path Analysis and bootstrap 
test 

H10 Information credibility mediate the 
relationship between attractiveness and 
information adoption 

Path Analysis and bootstrap 
test 

H11 Information credibility mediate the 
relationship between trustworthiness and 
information adoption 

Path Analysis and bootstrap 
test 

H12 Information credibility mediate the 
relationship between homophily and 
information adoption 

Path Analysis and bootstrap 
test 

H13 Information credibility mediate the 
relationship between information quality 
and information adoption 

Path Analysis and bootstrap 
test 
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Table 3.13 continued 

Hypothesis Details Statistical Test 
H14 Information credibility mediate the 

relationship between expertise and purchase 
intention 

Path Analysis and bootstrap 
test 

H15 Information credibility mediate the 
relationship between attractiveness and 
purchase intention 

Path Analysis and bootstrap 
test 

H16 Information credibility mediate the 
relationship between trustworthiness and 
purchase intention 

Path Analysis and bootstrap 
test 

H17 Information credibility mediate the 
relationship between homophily and 
purchase intention 

Path Analysis and bootstrap 
test 

H18 Information credibility mediate the 
relationship between information quality 
and purchase intention 

Path Analysis and bootstrap 
test 

 

3.10 Chapter Summary 

This chapter described in depth the research method used and provided specifics 

regarding the research framework employed for this study. This was achieved by analysing 

the various research philosophies and offering an explanation of the research methods 

selected. Alternatively, several approaches to the research were applied, along with the 

approach that was ultimately chosen. First, quantitative research was supported by online 

questionnaires and the chosen processes. The definition of survey procedures, data collection 

method, sampling technique, sample size, and questionnaire design process were discussed 

within the same segment. Next, pilot testing, data analysis, and ethical consideration were 

also presented. Finally, AMOS was adopted as the modelling technique for SEM to analyse 

the data. The next chapter presents the results of this study and its conclusion. 
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CHAPTER 4  
 
 

ANALYSIS AND FINDINGS 

4.1 Introduction 

This chapter discusses the testing and evaluation done using SEM on the proposed 

research model. In light of this, the chapter focuses on the demographic features of the 

respondents as well as the analysis of the data acquired from the distributed questionnaires. 

In the context of the present study, the technique of analysis can be broken down into four 

stages. Missing values, outliers, and normality, as well as a descriptive analysis of the 

constructs, are the primary focus at the early stage. The second stage presents the field study 

report, which details the demographic information of the survey participants. The steps 

included an analysis of the proposed model using SEM to check the suggested model’s 

fitness indices, unidimensionality, reliability, validity, and common method variance. In the 

final steps, the hypotheses were tested, and the bootstrapping method was used to test the 

mediating hypotheses. 

 

4.2 Response Rate 

The researcher were unable to exert any control over the people who agreed to 

participate in this study because the data was collected through the internet. Google Form 

was used to develop the questionnaire, and links to the questionnaire were shared on 

Facebook, WhatsApp and Telegram. Finally, a data set consisting of 400 respondents was 

obtained from the online questionnaire for further analysis, which equal to 100% response 

for targeted sample size. 
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4.3 Data Coding 

Data coding is the process of transforming data from a questionnaire into relevant 

categories so that it can be more easily analysed (Williams, 2003). The purpose of coding is 

to simplify the process of identifying data (Sukri & Yusoff, 2021). At the beginning of any 

research project, the researcher should consider the coding scheme and, whenever feasible, 

incorporate it into the questionnaire. A comprehensive coding method was applied to each 

questionnaire once they were processed so that the integrity of the data and its overall quality 

could be maintained.  

Coding is an essential step that must be taken to categorise all of the responses before 

or after the data has been gathered, making entering the information into a database 

substantially simpler. The data coding process involves giving each response a unique 

number so that the information may be stored in a database (Sekaran & Bougie, 2016). 

Giving a unique serial number to each response facilitates identification and makes the data 

entry process in SPSS more efficient. In this study, the first step of data analysis starts with 

data coding by entering the coding number 001 and ending at 400 in SPSS. 

 

4.4 Data Screening 

Data screening is a crucial process that uses various methods to assist the researcher 

in finding any possible violations to the basic principles underlying the use of multivariate 

data analysis methods (Sukri & Yusoff, 2021). There are four steps that should be conducted 

for data screening (Mahmoud et al., 2022; Tay et al., 2021). Therefore in this study, the data 

screening process start with identifying the missing values. Next, a reverse coding of 
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negatively phrased items is performed. Third, outliers are assessed by considering both 

univariate and multivariate outliers. Finally, the normality of the data is checked. 

 

4.4.1 Missing Data 

Data are considered missing when there is no value recorded for observation and in 

the event that there is no input to be entered or generated (Mirzaei et al., 2022). Missing data 

results in a smaller number of sample size than expected, which eventually affects the 

reliability of the study’s findings (Kwak & Kim, 2017).  Researchers have to choose between 

ignoring missing data or making accurate predictions in order to produce a more 

comprehensive data set (Alsaber et al., 2021).  

There are numerous causes of missing data in a survey, such as power outage that 

interrupts the data collection done via electronic devices, an interruption in the internet 

service, a missing page of a printed questionnaire, an invalid response item, or a participant 

skipping the questions (Mirzaei et al., 2022). It is necessary to first characterise the different 

types of missing values before deciding what should be done with the missing data. There 

are three distinct types of missing data that may occur when data are being collected, namely 

missing at random (MAR), missing completely at random (MCAR), and missing not at 

random (MNAR) (Bennett, 2001; Kwak & Kim, 2017; Mirzaei et al., 2022). Table 4.1 

provides a summary of the different types of missing data. 
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Table 4.1: Types of Missing Data 

Types Description 

Missing at Random (MAR) The absence of data happens randomly and is 
unrelated to or affected by any other data.  

Missing Completely at Random 
(MCAR) 

The disappearance of data at a certain moment in time 
is related to participant discontent with the study's 
results and continuous involvement.  

Missing Not at Random (MNAR) Data are considered missing when a respondent who 
is dissatisfied with the results of the study carries out 
the necessary measures independently, in advance of 
the scheduled measurement. 

 
 In this study, missing data were checked by conducting the frequency test using SPSS 

version 24. The result did not display any missing values, as the respondents were required 

to provide responses to all survey questions before they could submit the questionnaire form. 

 

4.4.2 Reverse Coding 

The second step was performing reverse coding on the items that were phrased 

negatively. Reversing negatively phrased items refers to the process of changing the 

responses given to negatively worded questions into positive ones (Tay et al., 2021). This is 

to ensure that the entire questionnaire contains the same kind of responses. For this study, 

there were no negatively worded items in the questionnaire. 

 

4.4.3 Outlier Assessment 

An observation or a set of observations that considerably breaks away from the norm 

of most of the other observations is referred to as an outlier (Saleem et al., 2021). It is a data 

value that is so dissimilar to the other values in the sample that failing to consider it could 
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result in significantly incorrect estimations (Chambers et al., 2004). Depending on the nature 

of the outlier cases, the researcher can keep or discard them (Hair et al., 2010). The statistical 

significance can be completely overturned by even a small number of outliers (Sullivan et 

al., 2021). Estimates of the regression coefficient can be severely skewed by outliers, leading 

to inconsistent results (Verardi & Croux, 2009). Hence, in this study, univariate and 

multivariate outlier analyses were carried out to identify the outliers. 

A case that has a value that is significantly different from the average of the 

population for a single variable is known as a univariate outlier (Tabachnick & Fidell, 2013). 

In this study, z-score was used to identify the univariate outliers. The z-score is a 

standardised score that is given to a continuous variable within the context of its relationship 

to the mean (Mowbray et al., 2019). The baseline value for determining whether 

observations should be considered as outliers is an absolute value of ±3.29 (Tabachnick & 

Fidell, 2013). In other words, any case with a z-score that is higher than +3.29 or lower than 

−3.29 is regarded as an outlier (Mowbray et al., 2019). As shown in Table 4.2, no univariate 

outliers were detected in this study.  

Table 4.2: Summary of Z-score  

  
N 

Minimum Maximum 
Valid 

Zscore:  E1 400 -2.32518 1.63679 
Zscore:  E2 400 -2.63832 1.32164 
Zscore:  E3 400 -2.46465 1.39390 
Zscore:  E4 400 -2.64573 1.53312 
Zscore:  E5 400 -2.68012 1.37683 
Zscore:  A1 400 -3.16141 1.27955 
Zscore:  A2 400 -2.61508 1.21654 
Zscore:  A3 400 -2.62383 1.33667 
Zscore:  A4 400 -2.58448 1.27295 
Zscore:  T1 400 -2.82168 1.26401 



 

209 

 Table 4.2 continued 

  
N 

Minimum Maximum 
Valid 

Zscore:  T2 400 -2.54458 1.22866 
Zscore:  T3 400 -2.81721 1.26570 
Zscore:  T4 400 -2.86086 1.20431 
Zscore:  T5 400 -2.72038 1.17283 
Zscore:  H1 400 -2.91689 1.02485 
Zscore:  H2 400 -2.73752 0.98953 
Zscore:  H3 400 -3.12830 1.18065 
Zscore:  IQ1 400 -2.82415 1.31380 
Zscore:  IQ2 400 -2.89457 1.42166 
Zscore:  IQ3 400 -3.12345 1.48681 
Zscore:  IQ4 400 -2.88918 1.26418 
Zscore:  IQ5 400 -2.81767 1.37998 
Zscore:  IC1 400 -2.79539 1.25590 
Zscore:  IC2 400 -3.15788 1.17392 
Zscore:  IC3 400 -2.81569 1.16057 
Zscore:  IC4 400 -3.15824 1.16220 
Zscore:  IA1 400 -2.46412 1.19094 
Zscore:  IA2 400 -2.53879 1.27416 
Zscore:  IA3 400 -2.40768 1.24032 
Zscore:  IA4 400 -2.45265 1.23555 
Zscore:  PI1 400 -3.03226 1.10382 
Zscore:  PI2 400 -3.23842 1.17886 
Zscore:  PI3 400 -2.96752 1.24546 

 

The Mahalanobis distance was used to identify the multivariate outliers (Ghorbani, 

2019; Tabachnick & Fidell, 2013). According to Tabachnick and Fidell (2013), Mahalanobis 

distance is the distance that separates a case from the centroid of the other cases, where the 

centroid is the point generated when all of the means of the variables are brought together. 

The value for Mahalanobis distance is compared to the chi-square value in this analysis 

(Jamal et al., 2021). A multivariate outlier problem is identified when the Mahalanobis 

distance value is higher than the chi-square value. Therefore, a conservative significance test 

of p < .001 for the X2 value, which determines whether or not a case is an outlier, is 
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reasonable when used in conjunction with the Mahalanobis distance (Tabachnick & Fidell, 

2013). The results presented in Table 4.6 show that 7 cases were found to be outliers and 

thus removed. Therefore, 393 responses were retained for further analysis. 

Table 4.3: Multivariate Outliers Investigated for Removal 

Observation Number Mahalanobis 
d-squared 

P-Value 

355 0.00021 1.00 
382 0.00013 1.00 
384 0.00043 1.00 
392 0.00038 1.00 
396 0.00007 1.00 
398 0.00024 1.00 
400 0.00003 1.00 

 

4.4.4 Normality Check 

The degree of normality can be determined using either graphical or statistical 

methods. The statistical approach uses skewness and kurtosis, whereas the graphical 

procedure uses histogram residual plot, in assessing normality (Mahmoud et al., 2022). This 

study employed the statistical method of skewness and kurtosis to examine the normality of 

the data, as suggested by Hair et al. (2010) and Tabachnick and Fidell (2013). The state of 

the mode, median, and mean of the data in relation to one another is a factor in determining 

the skewness of a distribution. When the mean is in the middle, there is no skewness. 

Meanwhile, kurtosis is proportional to the degree to which the data deviate from the mean 

or the degree to which they converge on the mean, and it is related with the data’s standard 

deviation (Demir, 2022). 
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AMOS version 24 was used to perform an analysis to determine the normality of the 

data. When the sample size is greater than 200, skewness values that fall between −1.5 and 

+1.5 are recommended (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018). In 

addition, the SEM that uses the maximum likelihood estimator (MLE) is resistant to kurtosis 

violations of multivariate normality. However, this is only the case if the sample size is 

substantial (more than 200) and the value of the critical region (CR) for the kurtosis does not 

exceed 7.0 (Awang, 2015; Awang et al., 2018). When both the skewness and kurtosis values 

fall within the range, the data are regarded as normally distributed. Table 4.4 shows the 

results of the skewness and kurtosis tests performed in this study. The skewness values 

varied from −1.084 to −0.370, while the CR values for kurtosis ranged from −1.697 to 6.905, 

indicating a normal distribution. 

Table 4.4: Skewness and Kurtosis 

Variable Min Max Skew c.r. Kurtosis c.r. 
Expertise1 2 7 -1.059 -8.570 1.178 4.766 
Expertise2 1 7 -0.886 -7.168 1.706 6.905 
Expertise3 2 7 -0.561 -4.543 0.127 0.512 
Expertise4 2 7 -0.785 -6.357 0.977 3.954 
Expertise5 1 7 -0.932 -7.544 1.461 5.912 
Attractiveness1 3 7 -0.511 -4.132 -0.013 -0.052 
Attractiveness2 3 7 -0.704 -5.698 -0.112 -0.455 
Attractiveness3 3 7 -0.644 -5.212 -0.173 -0.699 
Attractiveness4 3 7 -0.628 -5.079 -0.179 -0.724 
Trustworthiness1 3 7 -0.540 -4.368 -0.088 -0.354 
Trustworthiness2 3 7 -0.711 -5.755 0.136 0.551 
Trustworthiness3 3 7 -0.699 -5.656 0.323 1.306 
Trustworthiness4 3 7 -0.662 -5.361 0.010 0.042 
Trustworthiness5 3 7 -0.649 -5.254 -0.191 -0.773 
Homophily1 2 7 -1.084 -8.776 0.968 3.918 
Homophily2 2 7 -0.982 -7.951 0.337 1.365 
Homophily3 2 7 -0.750 -6.066 0.093 0.376 
Homophily4 2 7 -0.758 -6.131 0.202 0.818 
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Table 4.4 continued 

Variable Min Max Skew c.r. Kurtosis c.r. 
Information Quality1 3 7 -0.648 -5.245 0.195 0.787 
Information Quality2 3 7 -0.746 -6.037 0.664 2.688 
Information Quality3 3 7 -0.578 -4.681 0.468 1.893 
Information Quality4 3 7 -0.603 -4.881 0.104 0.423 
Information Quality5 3 7 -0.645 -5.219 0.273 1.105 
Credibility1 3 7 -0.619 -5.009 -0.056 -0.228 
Credibility2 2 7 -0.814 -6.590 0.391 1.583 
Credibility3 3 7 -0.667 -5.395 0.052 0.209 
Credibility4 2 7 -0.952 -7.704 0.853 3.452 
Adoption1 4 7 -0.526 -4.261 -0.275 -1.114 
Adoption2 4 7 -0.370 -2.996 -0.419 -1.697 
Adoption3 4 7 -0.441 -3.567 -0.365 -1.479 
Adoption4 4 7 -0.496 -4.011 -0.224 -0.907 
Purchase1 3 7 -0.858 -6.942 0.465 1.883 
Purchase2 3 7 -0.729 -5.901 0.358 1.450 
Purchase3 3 7 -0.762 -6.164 0.359 1.454 
Multivariate 

    
229.081 45.893 

 

4.5 Profile of Respondents 

The descriptive analysis looks at the distribution of data across the demographic 

features of the respondents as well as the respondents’ experiences in using YouTube. For 

this analysis, the respondents were requested to provide their demographic data such as age, 

race, current location, employment status, academic qualification, and personal income 

level. Apart from that, they were also asked questions related to their experience in using 

YouTube. The results are discussed in the following sub-sections. 
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4.5.1 Demographic Profile 

Table 4.5: Respondents Age 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
18 - 27 years old 196 49.9 49.9 49.9 

28 - 41 years old 165 42.0 42.0 91.9 

42 - 56 years old 32 8.1 8.1 100.0 

Total 393 100.0 100.0   
 

The ages of the respondents are summarised in Table 4.5. Out of the 393 respondents, 

196 respondents (49.9%) were age range of 18–27 years old. Another 165 respondents (42%) 

were age range of 28–41 years old. Finally, age range of 42–56 years old was represented 

by 32 respondents (8.1%). 

Table 4.6: Respondents’ Ethnicity 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Malay 165 42.0 42.0 42.0 
Chinese 59 15.0 15.0 57.0 
India 28 7.1 7.1 64.1 
Bumiputera Sarawak 95 24.2 24.2 88.3 
Bumiputera Sabah 46 11.7 11.7 100.0 
Total 393 100.0 100.0   

 

The results presented in Table 4.6 show that 165 respondents (42%) belonged to the 

Malay ethnic group, followed by Bumiputera Sarawak with 95 respondents (24.2%), 

Chinese with 59 respondents (15%), Bumiputera Sabah with 46 respondents (11.7%), and 

Indian with 28 respondents (7.1%). These results are in line with Lee (2017), which reported 

that the Malays made up the majority of the population in Malaysia, followed by Chinese, 
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Bumiputera Sarawak, Bumiputera Sabah, and finally Indians. Since this survey succeeded 

in recruiting respondents from various ethnic backgrounds in Malaysia, the results of this 

study can be said as representing the population of Malaysia as a whole (Hadi et al., 2020). 

Table 4.7: Respondents’ Current Location 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Peninsular Malaysia 179 45.5 45.5 45.5 
Sarawak 150 38.2 38.2 83.7 
Sabah 64 16.3 16.3 100.0 
Total 393 100.0 100.0   

 

The findings presented in Table 4.7 show that the highest number of respondents 179 

or 45.5% were from Peninsular Malaysia. Meanwhile, 150 respondents were from Sarawak, 

and the remaining 64 respondents were from Sabah. 

Table 4.8: Respondents’ Employment Status 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Student 100 25.4 25.4 25.4 
Employed 233 59.3 59.3 84.7 
Self-employed 47 12.0 12.0 96.7 
Un-employed 13 3.3 3.3 100.0 
Total 393 100.0 100.0   

 

Table 4.8 shows that the majority of the respondents who participated in this study 

were employees, totalling 233 respondents (59.3%). These employees worked for both 

private and public sectors. Another 47 respondents (12.0%) were self-employed. In addition, 

100 respondents (25.4%) were students, and only 13 respondents (3.3%) were unemployed. 
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Table 4.9: Respondents’ Academic Qualification 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Sijil Pelajaran Malaysia (SPM) 26 6.6 6.6 6.6 
Sijil Tinggi Pelajaran Malaysia 
(STPM) 

31 7.9 7.9 14.5 

Certificate 16 4.1 4.1 18.6 
Diploma 138 35.1 35.1 53.7 
Bachelor Degree 128 32.6 32.6 86.3 
Master 47 12.0 12.0 98.2 
PhD 7 1.8 1.8 100.0 
Total 393 100.0 100.0   

 

Table 4.9 presents the respondents’ academic qualifications. The table shows that 

138 respondents (35.1%) had a diploma as the highest academic qualification, followed by 

128 respondents (32.6%) with a bachelor’s degree and 47 respondents (12%) with a master’s 

degree. Another 31 respondents (7.9%) were educated up to the Sijil Tinggi Pelajaran 

Malaysia (STPM) level, 26 respondents (6.6%) up to the Sijil Pelajaran Malaysia (SPM) 

level, and 16 respondents (4.1%) up to the certificate level. Finally, only 7 respondents 

(1.8%) possessed the highest academic qualification, namely the PhD qualification. 

Table 4.10: Respondents’ Average Income Level 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Below RM1,000 89 22.6 22.6 22.6 
RM1,000 - RM2,999 93 23.7 23.7 46.3 
RM3,000 - RM4,999 114 29.0 29.0 75.3 
RM5,000 - RM6,999 63 16.0 16.0 91.3 
RM7,000 - RM8,999 18 4.6 4.6 95.9 
RM9,000 - RM10,999 10 2.5 2.5 98.5 
RM11,000 and above 6 1.5 1.5 100.0 
Total 393 100.0 100.0   
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The respondents’ average monthly income level is presented in Table 4.10. The 

results show that 114 respondents (29.9%) earned an average of RM3,000 to RM4,999 per 

month. The income range with the second highest number of respondents was RM1000 to 

RM2,999 per month with 93 respondents (23.7%). Another 89 respondents (22.6%) earned 

RM1000 and below per month, and 63 respondents (16%) earned RM5,000 to RM6,999 per 

month. Other than that, 10 respondents (2.5%) earned between RM9,000 and RM10,999 per 

month, and finally, 6 respondents (1.5%) earned above RM11,000 per month. 

 

4.5.2 Respondents’ YouTube Usage 

Table 4.11: Frequencies of Watching Cosmetic Product Review Videos 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
More than once a month 197 50.1 50.1 50.1 
Once a month 139 35.4 35.4 85.5 
Very rare 57 14.5 14.5 100.0 
Total 393 100.0 100.0   

 

The respondents’ frequencies of watching cosmetic product review videos on 

YouTube are presented in Table 4.11. The results demonstrate that 197 respondents (50.1%) 

watched such videos more than once a month. Further, 139 respondents (35.4%) watched 

cosmetic product review videos on YouTube once a month, and another 57 respondents 

(14.5%) watched cosmetic product review videos on YouTube on rare occasions. 
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Table 4.12: Preferred Beauty Influencers 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Malaysia beauty influencer 229 58.3 58.3 58.3 
International beauty influencer 164 41.7 41.7 100.0 
Total 393 100.0 100.0   

 

Table 4.12 presents the origins of beauty influencers that were preferred by 

consumers. The majority of the respondents (229 respondents or 58.3%) preferred watching 

cosmetic product review videos created by Malaysian beauty influencers. The remaining 164 

respondents (41.7%) preferred watching product review videos created by international 

beauty influencers.  

Table 4.13: Types of Cosmetic Product Review Videos 

  Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Make up products 197 50.1 50.1 50.1 
Skin care products 162 41.2 41.2 91.3 
Hair care products 20 5.1 5.1 96.4 
Fragrance products 14 3.6 3.6 100.0 
Total 393 100.0 100.0 

 

 

The types of cosmetic product review videos watched by the respondents on 

YouTube are presented in Table 4.13. The results show that 197 respondents (50.1%) 

preferred watching make up product review videos. Another 162 respondents (41.2%) chose 

to watch cosmetic product review videos. Further, 20 respondents (5.1%) preferred watching 

product review videos on haircare products. Lastly, 14 respondents (3.6%) preferred 

watching fragrance product review videos on YouTube. 
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4.6 Descriptive Analysis 

Basic descriptive statistics, such as mean and variance, can be used to accomplish 

the construct validity in a questionnaire. The mean indicates what the average value is, while 

the standard deviation indicates how far apart the values are, on average, around the mean 

(Andrade, 2020). Means and standard deviations are used to determine whether or not the 

items that make up each predicted grouping contain nearly the same amount of information 

regarding the construct being measured, and they are also used to determine whether or not 

the items have standard deviations that are approximately equivalent to one another, so that 

each item contributes an equal amount to the overall scale score (Yin et al., 2016). In other 

words, the means of the items and the standard deviations of the items within a Likert scale 

should be approximately equal to one another.  

 The questionnaire for this study had 33 items that were measured on a scale from 1 

to 7, with 1 indicating strong disagreement and 7 indicating strong agreement. Table 4.14 

presents the descriptive information, such as mean and standard deviation scores, for each 

item in this study. The items’ mean values were between 5.63 and 6.03, and the standard 

deviation values were between 0.79 and 1.32. 

Table 4.14: Descriptive Analysis 

Items N Minimum Maximum Mean Std. Deviation 
Expertise1 393 2.00 7.00 6.00 0.98 
Expertise2 393 1.00 7.00 5.78 0.92 
Expertise3 393 2.00 7.00 5.81 0.97 
Expertise4 393 2.00 7.00 5.67 0.88 
Expertise5 393 1.00 7.00 5.84 0.97 
Attractiveness1 393 3.00 7.00 5.86 0.89 
Attractiveness2 393 3.00 7.00 5.73 1.04 
Attractiveness3 393 3.00 7.00 5.66 1.00 
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Table 4.14 continued 

Items N Minimum Maximum Mean Std. Deviation 
Attractiveness4 393 3.00 7.00 5.69 1.03 
Trustworthiness1 393 3.00 7.00 5.75 0.96 
Trustworthiness2 393 3.00 7.00 5.69 1.04 
Trustworthiness3 393 3.00 7.00 5.76 0.97 
Trustworthiness4 393 3.00 7.00 5.80 0.97 
Trustworthiness5 393 3.00 7.00 5.81 1.02 
Homophily1 393 2.00 7.00 5.73 1.24 
Homophily2 393 2.00 7.00 5.70 1.32 
Homophily3 393 2.00 7.00 5.65 1.14 
Homophily4 393 2.00 7.00 5.65 1.13 
Information Quality1 393 3.00 7.00 5.75 0.95 
Information Quality2 393 3.00 7.00 5.70 0.90 
Information Quality3 393 3.00 7.00 5.72 0.84 
Information Quality4 393 3.00 7.00 5.80 0.94 
Information Quality5 393 3.00 7.00 5.69 0.93 
Information Credibility1 393 3.00 7.00 5.74 0.99 
Information Credibility2 393 2.00 7.00 5.63 1.12 
Information Credibility3 393 3.00 7.00 5.81 1.00 
Information Credibility4 393 2.00 7.00 5.64 1.13 
Information Adoption1 393 4.00 7.00 6.03 0.82 
Information Adoption2 393 4.00 7.00 5.99 0.79 
Information Adoption3 393 4.00 7.00 5.99 0.81 
Information Adoption4 393 4.00 7.00 6.02 0.80 
Purchase Intention1 393 3.00 7.00 5.94 0.95 
Purchase Intention2 393 3.00 7.00 5.94 0.90 
Purchase Intention3 393 3.00 7.00 5.81 0.95 

 

4.7 Reliability Test 

When conducting a study, it is necessary to conduct reliability assessments on each 

of the research instruments. Internal consistency is one of the most commonly used 

reliability estimates for instruments with a linear composite (Ferketich, 1990). Cronbach’s 

alpha is a popular statistic that is used to evaluate the degree of internal consistency 

(Adamson & Prion, 2013; Ferketich, 1990). A Cronbach’s alpha coefficient of .60 indicates 
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average reliability, and a coefficient of .70 and above indicates that the instrument has a 

higher reliability standard (Hoque et al., 2017; Sekaran & Bougie, 2016). 

Table 4.15: Result for Reliability Test 

Construct Number of Items Cronbach’s Alpha 
Expertise 5 0.888 
Attractiveness 4 0.910 
Trustworthiness 5 0.903 
Homophily 4 0.931 
Information Quality 5 0.913 
Information Credibility 4 0.886 
Information Adoption 4 0.845 
Purchase Intention 3 0.859 

 

The results of the reliability test are presented in Table 4.15. Since every construct 

in this investigation had a value that exceeded .70, the internal consistency of every variable 

in this research was considered reliable. Furthermore, reliability was achieved by looking at 

the Average Variance Extracted (AVE) and Composite Reliability (CR) value (Awang, 

2015; Awang et al., 2018) as presented in Table 4.16. 

4.8 Validity Test 

The term validity refers to the extent to which the data obtained cover the subject of 

the research (Ghauri et al., 2020). In this study, an investigation into the measurement model 

was carried out utilising convergent validity and discriminant validity to assess the 

constructs’ degree of validity. 

4.8.1 Convergent Validity 

Coefficients of question-statements that are associated with the principal latent 

variable are referred to as factor loadings or loadings, whereas coefficients of question-



 

221 

statements that are associated with other latent variables are referred to as cross loadings 

(Amora, 2021). In this investigation, convergent validity was examined using factor loading, 

which should be .60 or greater (Awang, 2015; Dash & Paul, 2021; Hair et al., 2010). Next, 

the study assessed composite reliability (CR), which should be at least .60. Finally, average 

variance extracted (AVE), which should be greater than .50, was examined (Abdul-Rahim 

et al., 2022; Awang, 2015; Hair et al., 2014; Razali et al., 2018). 

 

Table 4.16: Convergent Validity 

Variable Factor 
Loading 

AVE CR 

Expertise   0.601 0.882 
  0.69    
  0.78    
  0.82    
  0.79    
  0.79      

Attractiveness   0.723 0.912 
  0.87     
  0.85     
  0.83     

  0.85 
      

Trustworthiness   0.650 0.903 
  0.74     
  0.81     
  0.81     
  0.82     

  0.85 
      

Homophily   0.775 0.932 
  0.90     
  0.86     
  0.88     

  
0.88 
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Table 4.16 continued 

Variable Factor 
Loading AVE CR 

Information Quality   0.679 0.914 
 0.88     
  0.82     
  0.79     

  
0.85 
0.78     

Information Credibility   0.658 0.885 
  0.83     
  0.74     
  0.86     
  0.81      

Information Adoption   0.578 0.846 
0.77     

  0.79     
  0.76     
  0.72      

Purchase Intention  0.674 0.861 
 0.85     
  0.84     
  0.77      

 

As per the findings presented in Table 4.16, this study successfully met all of the 

requirements, as indicated by factor loadings of greater than .60, AVE values of greater than 

.50, and CR values of greater than .60.  

 

4.8.2 Discriminant Validity 

The concept of discriminant validity is applied to quantify the degree to which one 

construct is highly different from other constructs (Hair et al., 2014). The square root of each 

construct’s AVE needs to be higher than its correlation with every other construct within the 
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framework if the Fornell-Larcker criterion is to be used to determine whether or not 

discriminant validity has been achieved (Fornell & Larcker, 1981). In other words, 

discriminant validity is considered to have been met if the bolded diagonal estimation is 

higher than any other values in its row and column. 

Table 4.17: Discriminant Validity Index Summary 

Construct E A T H IQ IC IA PI 
Expertise (E) 0.775 

       

Attractiveness (A) 0.434 0.850 
      

Trustworthiness (T) 0.426 0.416 0.806 
     

Homophily (H) 0.393 0.574 0.509 0.880 
    

Information Quality (IQ) 0.459 0.515 0.586 0.589 0.824 
   

Information Credibility 
(IC) 

0.530 0.671 0.610 0.737 0.696 0.811   

Information Adoption 
(IA) 

0.507 0.519 0.638 0.551 0.639 0.689 0.760  

Purchase Intention (PI) 0.562 0.542 0.526 0.563 0.603 0.682 0.747 0.821 

 

Table 4.17 shows that the values were sufficient to satisfy the criteria for discriminant 

validity. The analysis reached the conclusion that the discriminant validity for each construct 

was met. 

 

4.9 Measurement Model 

Once confirmatory factor analysis (CFA) has been successfully carried out, the next 

step is performing SEM. CFA verifies the measurement model, and SEM visualises the path 

analysis of the relationships among the components (Dash & Paul, 2021). In this study, the 

SEM approach using the pool measurement model was employed as the analysis technique 
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in order to determine the outcomes. The pool measurement model is a structural model that 

entails examining the connections between many exogenous and endogenous constructs that 

were generated based on the hypotheses (Awang, 2015; Awang et al., 2018; Hair et al., 

2014). 

  

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 4.1: The Standardized Path Coefficients between Constructs in the Model 
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The output displayed in Figure 4.1 indicates that the R2 value is 90% indicating that 

information credibility could be estimated by using five exogenous constructs, namely 

expertise, attractiveness, trustworthiness, homophily, and information quality. At the same 

time, 65% of information adoption could be measured by information credibility. In addition, 

77% of purchase intention could be measured by information credibility and information 

adoption. 

Figure 4.1 provides evidence that the model’s construct validity was acceptable, as 

the fitness indices satisfied all three model-fit criteria  (Awang, 2015; Awang et al., 2018). 

The results for the model fit are summarised in Table 4.18. 

Table 4.18: Fit Indices for Measurement Model   

Type Index 
Ideal 

Threshold 
Value 

Measurement 
Model 

Indexed Value 
Remarks 

Absolute Fit 
Measures 

Discrepancy Chi Square p-value>0.05 0.000 Achieved 
Root Mean Square Error 
of Approximation 
(RMSEA) 

<0.08 0.051 Achieved 

Incremental 
Fit Measures 

Comparative Fit Index 
(CFI) 

>0.90 0.950 Achieved 

Tucker-Lewis Index 
(TLI) 

>0.90 0.945 Achieved 

Parsimonious 
Fit Measures 

Chi Square/Degree of 
Freedom (Chisq/df) 

<3.0 2.010 Achieved 

 

As shown in Table 4.19, the correlation value between two latent exogenous 

constructs in this model was less than .85 (Awang, 2015), indicating that the discriminant 

validity between exogenous constructs was reached. Thus, the model did not face any 

multicollinearity issue. 
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Table 4.19: Correlation Value Between Exogenous Construct 

 Construct Estimate 
Expertise <--> Attractiveness 0.476 
Expertise <--> Trustworthiness 0.544 
Expertise <--> Homophily 0.417 
Expertise <--> Information Quality 0.496 
Attractiveness <--> Trustworthiness 0.648 
Attractiveness <--> Homophily 0.620 
Attractiveness <--> Information Quality 0.572 
Trustworthiness <--> Homophily 0.712 
Trustworthiness <--> Information Quality 0.767 
Homophily <--> Information Quality 0.639 

 

4.10 Testing the Hypothesis 

After determining the structural model and ensuring the validity, the next stage of 

the study was to conduct the hypothesis testing via SEM by utilising AMOS. Figure 4.2 

shows the actual regression coefficients (beta), where the value of the regression coefficient 

represents the influence of an exogenous construct on its corresponding endogenous 

construct. Additionally, Amos Graphic generated the text output that the researcher needed 

in order to test the hypotheses. A hypothesis is considered significant if the computed P-

value is less than .05 (Awang, 2015; Awang et al., 2018; McLean et al., 2020; Wan 

Afthanorhan & Ahmad, 2014). 
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Figure 4.2: The Regression Path Coefficients between Constructs in the Model 
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4.10.1 Hypothesis 1: Expertise has a Significant and Positive Impact on Information 
Credibility 

As hypothesised, expertise was found to be significantly related to information 

credibility (beta estimate = .162, P-value = .000). This finding indicated that an increase in 

expertise by 1 was accompanied by an increase in information credibility by .162. Hence, 

this research hypothesis was supported, as shown in Table 4.20. 

Table 4.20: The Significant Effect of Expertise on Information Credibility 

Relationship Estimate S.E. C.R. P Result 
Information 
Credibility <--- Expertise 0.162 0.040 4.056 *** Significant 

 

4.10.2 Hypothesis 2: Attractiveness Has a Significant and Positive Impact on 
Information Credibility 

Attractiveness was found to be significantly related to information credibility (beta 

estimate = .182, P-value = .000). This finding indicated that as attractiveness increased by 

1, information credibility increased by .182. Hence, this research hypothesis was supported, 

as shown in Table 4.21. 

Table 4.21: The Significant Effect of Attractiveness on Information Credibility 

Relationship Estimate S.E. C.R. P Result 
Information 
Credibility <--- Attractiveness 0.182 0.035 5.137 *** Significant 

  

4.10.3 Hypothesis 3: Trustworthiness Has a Significant and Positive Impact on 
Information Credibility 

Based on the findings presented in Table 4.22, trustworthiness was found to influence 

information credibility (beta estimate = .356, P-value = .000). This result indicated, for every 

one-unit increment in trustworthiness, information credibility increased by .356. Hence, 
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trustworthiness had a significant and positive influence on information credibility, indicating 

that hypothesis 3 was supported. 

Table 4.22: The Significant Effect of Attractiveness on Information Credibility 

Relationship Estimate S.E. C.R. P Result 

Information 
Credibility <--- Trustworthiness 0.356 0.052 6.183 *** Significant 

 

4.10.4 Hypothesis 4: Homophily has a Significant and Positive Impact on Information 
Credibility 

Homophily was found to have a significant impact on information credibility (beta 

estimate = .198, P-value = .000). This finding showed that when homophily increased by 1, 

information credibility increased by .198. Hence, hypothesis 4 was supported as homophily 

had a significant and positive impact on information credibility, as presented in Table 4.23. 

Table 4.23: The Significant Effect of Homophily on Information Credibility 

Relationship Estimate S.E. C.R. P Result 

Information 
Credibility <--- Homophily 0.198 0.034 5.876 *** Significant 

 

4.10.5 Hypothesis 5: Information Quality has a Significant and Positive Impact on 
Information Credibility 

Information quality was discovered to have a significant impact on information 

credibility, as shown in Table 4.24 (beta estimate = .169, P-value = .000). Hence, as 

information quality increased by 1, information credibility increased by .169. Thus, this 

hypothesis was supported. 
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Table 4.24: The Significant Effect of Information Quality on Information Credibility 

Relationship Estimate S.E. C.R. P Result 

Information 
Credibility <--- Information 

Quality 0.169 0.046 3.697 *** Significant 

 

4.10.6 Hypothesis 6: Information Credibility has a Significant and Positive Impact on 
Information Adoption 

Based on the findings in Table 4.25, information credibility was found to influence 

information adoption (beta estimate = .631, P-value = .000). This finding showed that 

information adoption increased by .631 when information credibility increased by 1. 

Therefore, information credibility seemed to have a significant and positive influence on 

information adoption, indicating that hypothesis 6 was supported. 

Table 4.25: The Significant Information Credibility on Information Adoption 

Relationship Estimate S.E. C.R. P Result 

Information 
Adoption <--- Information 

Credibility 0.631 0.045 13.875 *** Significant 

 

4.10.7 Hypothesis 7: Information Credibility has a Significant and Positive Impact on 
Purchase Intention 

Information credibility was found to significantly influence purchase intention (beta 

estimate = .269, P-value = .000). When attractiveness increased by 1, information credibility 

increased by .269. Thus, this research hypothesis was supported, as shown in Table 4.26. 

Table 4.26: The Significant Information Credibility on Purchase Intention 

Relationship Estimate S.E. C.R. P Result 

Purchase 
Intention <--- Information 

Credibility 0.269 0.075 3.604 *** Significant 
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4.10.8 Hypothesis 8: Information Adoption has a Significant and Positive Impact on 
Purchase Intention 

Information adoption was found to have a significant impact on purchase intention 

(beta estimate = .827, P-value = .000). When information adoption increased by 1, purchase 

intention went up by .827. Hence, hypothesis 4 was supported as information adoption had 

a significant and positive impact on purchase intention, as presented in Table 4.27. 

Table 4.27: The Significant Information Adoption on Purchase Intention 

Relationship Estimate S.E. C.R. P Result 

Purchase 
Intention <--- Information 

Adoption 0.827 0.107 7.761 *** Significant 

 

4.10.9 Hypothesis 9: Information Credibility Mediate the Relationship Between 
Expertise and Information Adoption 

 

Figure 4.3: Modelling the Direct Effect for Hypothesis 9 

  

 Figure 4.3, Figure 4.4 and Table 4.28 have shown that information credibility 

partially mediated the relationship between expertise and information adoption. This was 

due to the significant relationship between expertise and information adoption even after the 

inclusion of information credibility in the model as a mediator, even though the path 
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coefficient for the direct effect of expertise on information adoption decreased from .43 to 

.15 (Awang, 2015; Awang et al., 2018). 

 

Figure 4.4: Modelling the Mediating Effect for Hypothesis 9 

 

As a result, expertise had both a significant direct effect on information adoption and 

a significant indirect effect on information adoption through information credibility as the 

mediator. In other words, expertise not only affects information adoption directly but also 

affects information adoption through its impact on information credibility. However, the 

direct effect of expertise on information adoption is still significant even after accounting 

for the indirect effect through information credibility. This suggests that while information 

credibility plays a role in mediating the relationship between expertise and information 

adoption, there are other factors or pathways contributing to the direct effect of expertise and 

information adoption as well. 
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Table 4.28: The Path Regression Coefficient and its Significance for Hypothesis 9 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Expertise 0.612 0.060 10.290 *** Significant 

Information 
Adoption <--- Information 

Credibility 
0.464 0.048 9.717 *** Significant 

Information 
Adoption <--- Expertise 0.150 0.041 3.695 *** Significant 

 

Mediation Test: Confirming the result through bootstrapping 

In ensuring consistency throughout this investigation, the bootstrapping technique 

was employed to validate the results obtained from the standard mediation analysis, utilising 

1,000 bootstrap sample and 95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; 

Awang et al., 2018; Mallinckrodt et al., 2006). The result is reported in Table 4.29. 

Table 4.29: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 9 

 Indirect effects Direct effects 
Bootstrapping Results 0.391 0.206 
Bootstrapping P-Value 0.001 0.004 
Test Results Significant Significant 
Type of Mediation Partial Mediation 

 

The bootstrapping procedure result confirmed the existence of a significant direct 

relationship between expertise and information adoption, which also indicated partial 

mediation (Awang, 2015; Awang et al., 2018). Therefore, on the basis of the findings in 

Table 4.29, the result of bootstrapping is consistent with the mediation test using path 

analysis in Table 4.28. 
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4.10.10 Hypothesis 10: Information Credibility Mediate the Relationship Between 
Attractiveness and Information Adoption 

 
Figure 4.5: Modelling the Direct Effect for Hypothesis 10 

 

The results of hypothesis testing in Figure 4.5, Figure 4.6 and Table 4.30 have shown 

that information credibility mediated the relationship between attractiveness and information 

adoption.  

 

Figure 4.6: Modelling the Mediating Effect for Hypothesis 10 
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As a result, full mediation existed since the direct relationship between attractiveness 

and information adoption was no longer significant after the inclusion of information 

credibility as a mediator in the model (Awang, 2015; Awang et al., 2018). 

Table 4.30: The Path Regression Coefficient and its Significance for Hypothesis 10 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Attractiveness 0.725 0.050 14.559 *** Significant 

Information 
Adoption <--- Information 

Credibility 0.535 0.060 8.894 *** Significant 

Information 
Adoption <--- Attractiveness -0.006 0.048 -0.120 0.904 Not 

Significant 
 

Mediation Test: Confirming the result through Bootstrapping 

This study applied bootstrapping procedure, utilising 1000 bootstrap sample and 

95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; 

Mallinckrodt et al., 2006). The result is reported in Table 4.31. 

Table 4.31:  Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 10 

 Indirect effects Direct effects 
Bootstrapping Results 0.601 -0.009 
Bootstrapping P-Value 0.001 0.885 
Test Results Significant Not Significant 
Type of Mediation Full Mediation 

 

The bootstrapping procedure result confirmed that the direct relationship between 

attractiveness and information adoption was not significant, which also indicated full 

mediation (Awang, 2015; Awang et al., 2018). Therefore, on the basis of the findings in 

Table 4.30, the result of bootstrapping is consistent with the mediation test that used path 

analysis in Table 4.29. 
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4.10.11 Hypothesis 11: Information Credibility Mediate the Relationship Between 
Trustworthiness and Information Adoption 

 

 

 

 

 

 
Figure 4.7: Modelling the Direct Effect for Hypothesis 11 

 
The results of hypothesis testing in Figure 4.7, Figure 4.8 and Table 4.32 have shown 

that information credibility mediated the relationship between attractiveness and information 

adoption.  

 

Figure 4.8: Modelling the Mediating Effect for Hypothesis 11 
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As a result, full mediation existed since the direct relationship between 

trustworthiness and information adoption was no longer significant after the inclusion of 

information credibility as a mediator in the model (Awang, 2015; Awang et al., 2018). 

Table 4.32: The Path Regression Coefficient and its Significance for Hypothesis 11 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Trustworthiness 0.813 0.048 16.828 *** Significant 

Information 
Adoption <--- Information 

Credibility 0.469 0.090 5.204 *** Significant 

Information 
Adoption <--- Trustworthiness 0.088 0.078 1.127 0.260 Not 

Significant 
 

Mediation Test: Confirming the result through Bootstrapping 

This study applied bootstrapping procedure, utilising 1,000 bootstrap sample and 

95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; 

Mallinckrodt et al., 2006). The result is reported in Table 4.33. 

 

Table 4.33: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 11 

 Indirect effects Direct effects 
Bootstrapping Results 0.588 0.135 
Bootstrapping P-Value 0.001 0.369 
Test Results Significant Not Significant 
Type of Mediation Full Mediation 

 

The bootstrapping procedure result confirmed that the direct relationship between 

trustworthiness and information adoption was not significant, which also indicated full 

mediation (Awang, 2015; Awang et al., 2018). Therefore, based on the findings in Table 

4.33, the result of bootstrapping is consistent with the mediation test that used path analysis 

in Table 4.32. 
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4.10.12 Hypothesis 12: Information Credibility Mediate the Relationship Between 
Homophily and Information Adoption 

 
Figure 4.9: Modelling the Direct Effect for Hypothesis 12 

  
 The results of hypothesis testing in Figure 4.9, Figure 4.10 and Table 4.34 have 

shown that information credibility mediated the relationship between homophily and 

information adoption. 

 

 

 

 

 

 

 

 

Figure 4.10: Modelling the Mediating Effect for Hypothesis 12 
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Full mediation existed since the direct relationship between homophily and 

information adoption was no longer significant after the inclusion of information credibility 

as a mediator in the model (Awang, 2015; Awang et al., 2018). 

Table 4.34: The Path Regression Coefficient and its Significance for Hypothesis 12 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Trustworthiness 0.653 0.041 15.889 *** Significant 

Information 
Adoption <--- Information 

Credibility 0.591 0.070 8.469 *** Significant 

Information 
Adoption <--- Trustworthiness -0.041 0.047 -0.864 0.387 Not 

Significant 
 

Mediation Test: Confirming the result through Bootstrapping 

This study applied the bootstrapping procedure, utilising 1,000 bootstrap sample and 

95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; 

Mallinckrodt et al., 2006). The result is reported in Table 4.35. 

Table 4.35: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 12 

 Indirect effects Direct effects 
Bootstrapping Results 0.067 -0.072 
Bootstrapping P-Value 0.001 0.447 
Test Results Significant Not Significant 
Type of Mediation Full Mediation 

 

The bootstrapping procedure result confirm that the direct effect between Homophily 

and Information Adoption is not significant which also indicate full mediation (Awang, 

2015; Awang et al., 2018). Therefore, on the basis of the findings in Table 4.35, that the 

result of bootstrapping is consistent with the mediation test that makes use of path analysis 

in table 4.34. 
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4.10.13 Hypothesis 13: Information Credibility Mediate the Relationship Between 
Information Quality and Information Adoption 

 
 

Figure 4.11: Modelling the Direct Effect for Hypothesis 13 
  

 Figure 4.11, Figure 4.12 and Table 4.36 have shown that information credibility 

partially mediated the relationship between information quality and information adoption. 

This was due to the significant relationship between information quality and information 

adoption even after the inclusion of information credibility in the model as a mediator, even 

though the path coefficient for the direct effect of information quality on information 

adoption decreased from .57 to .25 (Awang, 2015; Awang et al., 2018). 

 

 

 

 

 

 
Figure 4.12: Modelling the Mediating Effect for Hypothesis 13 

 



 

241 

Thus, information quality had both a significant direct effect on information adoption 

and a significant indirect effect on information adoption through information credibility as 

the mediator. In other words, information quality not only affects information adoption 

directly but also affects information adoption through its impact on information credibility. 

However, the direct effect of information quality on information adoption is still significant 

even after accounting for the indirect effect through information credibility. This suggests 

that while information credibility plays a role in mediating the relationship between 

information quality and information adoption, there are other factors or pathways 

contributing to the direct effect of information quality and information adoption as well. 

 

Table 4.36: The Path Regression Coefficient and its Significance for Hypothesis 13 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Information 

Quality 0.860 0.064 13.521 *** Significant 

Information 
Adoption <--- Information 

Credibility 0.377 0.056 6.758 *** Significant 

Information 
Adoption <--- Information 

Quality 0.247 0.058 4.272 *** Significant 

 

 

Mediation Test: Confirming the result through Bootstrapping 

In ensuring consistency throughout this investigation, the bootstrapping technique 

was employed to validate the results obtained from the standard mediation analysis, utilising 

1,000 bootstrap sample and 95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; 

Awang et al., 2018; Mallinckrodt et al., 2006). The result is reported in Table 4.37. 
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Table 4.37: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 13 

 Indirect effects Direct effects 
Bootstrapping Results 0.417 0.318 
Bootstrapping P-Value 0.001 0.002 
Test Results Significant Significant 
Type of Mediation Partial Mediation 

 

The bootstrapping procedure result confirmed the existence of a significant direct 

relationship between information quality and information adoption, which also indicated 

partial mediation (Awang, 2015; Awang et al., 2018). Therefore, based on the findings in 

Table 4.37, the result of bootstrapping is consistent with the mediation test that used path 

analysis in Table 4.36. 

 

4.10.14 Hypothesis 14: Information Credibility Mediate the Relationship Between 
Expertise and Purchase Intention 

 

Figure 4.13: Modelling the Direct Effect for Hypothesis 14 

 

 Figure 4.13, Figure 4.14 and Table 4.38 have shown that information credibility 

partially mediated the relationship between expertise and purchase intention. This Was due 

to the significant relationship between expertise and purchase intention even after the 
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inclusion of information credibility in the model as a mediator, even though the path 

coefficient for the direct effect of expertise on purchase intention decreased from .59 to .26 

(Awang, 2015; Awang et al., 2018). 

 

 

 

 
 

 
 

 
Figure 4.14: Modelling the Mediating Effect for Hypothesis 14 

 

Hence, expertise had both a significant direct effect on purchase intention and a 

significant indirect effect on purchase intention through information credibility as the 

mediator. In other words, expertise not only affects purchase intention directly but also 

affects purchase intention through its impact on information credibility. However, the direct 

effect of expertise on purchase intention is still significant even after accounting for the 

indirect effect through information credibility. This suggests that while information 

credibility plays a role in mediating the relationship between expertise and purchase 

intention, there are other factors or pathways contributing to the direct effect of expertise 

and purchase intention as well. 
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Table 4.38: The Path Regression Coefficient and its Significance for Hypothesis 14 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Expertise 0.614 0.060 10.273 *** Significant 

Purchase 
Intention <--- Information 

Credibility 
0.560 0.057 9.746 *** Significant 

Purchase 
Intention <--- Expertise 0.255 0.053 4.849 *** Significant 

 

Mediation Test: Confirming the result through Bootstrapping 

The bootstrapping technique was also employed to validate the results obtained from 

the standard mediation analysis, utilising 1000 bootstrap sample and 95% bias correction 

(Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; Mallinckrodt et al., 2006). 

The result is reported in Table 4.39. 

 

Table 4.39: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 14 

 Indirect effects Direct effects 
Bootstrapping Results 0.362 0.268 
Bootstrapping P-Value 0.001 0.002 
Test Results Significant Significant 
Type of Mediation Partial Mediation 

 

The bootstrapping procedure result confirmed the existence of a significant direct 

relationship between expertise and purchase intention, which also indicated partial mediation 

(Awang, 2015; Awang et al., 2018). Therefore, based on the findings in Table 4.39, the result 

of bootstrapping is consistent with the mediation test that used path analysis in Table 4.38. 
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4.10.15 Hypothesis 15: Information Credibility Mediate the Relationship Between 
Attractiveness and Purchase Intention 

 

Figure 4.15: Modelling the Direct Effect for Hypothesis 15 

 

The results of hypothesis testing in Figure 4.15, Figure 4.16 and Table 4.40 have 

shown that information credibility mediated the relationship between attractiveness and 

purchase intention.  

 

 

 

 

 

 

 

Figure 4.16: Modelling the Mediating Effect for Hypothesis 15 
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Full mediation existed since the direct relationship between attractiveness and 

purchase intention was no longer significant after the inclusion of information credibility as 

a mediator in the model (Awang, 2015; Awang et al., 2018). 

Table 4.40: The Path Regression Coefficient and its Significance for Hypothesis 15 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Attractiveness 0.717 0.05 14.448 *** Significant 

Purchase 
Intention <--- Information 

Credibility 0.631 0.073 8.641 *** Significant 

Purchase 
Intention <--- Attractiveness 0.061 0.061 0.997 0.319 Not 

Significant 
 

Mediation Test: Confirming the result through bootstrapping 

This study applied the bootstrapping procedure, utilising 1000 bootstrap sample and 

95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; 

Mallinckrodt et al., 2006). The result is reported in Table 4.41. 

Table 4.41: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 15 

 Indirect effects Direct effects 
Bootstrapping Results 0.540 0.073 
Bootstrapping P-Value 0.001 0.347 
Test Results Significant Not Significant 
Type of Mediation Full Mediation 

 

The bootstrapping procedure result confirmed that the direct relationship between 

attractiveness and purchase intention was not significant, which also indicated full mediation 

(Awang, 2015; Awang et al., 2018). Therefore, based on the findings in Table 4.41, the result 

of bootstrapping is consistent with the mediation test that used path analysis in Table 4.40. 



 

247 

4.10.16 Hypothesis 16: Information Credibility Mediate the Relationship Between 
Trustworthiness and Purchase Intention 

 

Figure 4.17: Modelling the Direct Effect for Hypothesis 16 

 

The results of hypothesis testing in Figure 4.17, Figure 4.18 and Table 4.42 have 

shown that information credibility mediated the relationship between trustworthiness and 

purchase intention.  

 

 

 

 

 

Figure 4.18: Modelling the Mediating Effect for Hypothesis 16 
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Full mediation existed since the direct relationship between trustworthiness and 

purchase intention was no longer significant after the inclusion of information credibility as 

a mediator in the model (Awang, 2015; Awang et al., 2018). 

Table 4.42: The Path Regression Coefficient and its Significance for Hypothesis 16 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Trustworthiness 0.808 0.048 16.795 *** Significant 

Purchase 
Intention <--- Information 

Credibility 0.750 0.123 6.122 *** Significant 

Purchase 
Intention <--- Trustworthiness -0.040 0.105 -0.38 0.704 Not 

Significant 
 

Mediation Test: Confirming the result through bootstrapping 

This study applied the bootstrapping procedure, utilising 1000 bootstrap sample and 

95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; 

Mallinckrodt et al., 2006). The result is reported in Table 4.43. 

Table 4.43: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 16 

 Indirect effects Direct effects 
Bootstrapping Results 0.717 -0.047 
Bootstrapping P-Value 0.002 0.848 
Test Results Significant Not Significant 
Type of Mediation Full Mediation 

 

The bootstrapping procedure result confirmed that the direct relationship between 

trustworthiness and purchase intention was not significant, which also indicated full 

mediation (Awang, 2015; Awang et al., 2018). Therefore, based on the findings in Table 

4.43, the result of bootstrapping is consistent with the mediation test that used path analysis 

in Table 4.42. 
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4.10.17 Hypothesis 17: Information Credibility Mediate the Relationship Between 
Homophily and Purchase Intention 

 

Figure 4.19: Modelling the Direct Effect for Hypothesis 17 

 

The results of hypothesis testing in Figure 4.19, Figure 4.20 and Table 4.44 have 

shown that information credibility mediated the relationship between homophily and 

purchase intention.  

 

 

 

 

 

 

Figure 4.20: Modelling the Mediating Effect for Hypothesis 17 
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Full mediation existed since the direct relationship between homophily and purchase 

intention was no longer significant after the inclusion of information credibility as a mediator 

in the model (Awang, 2015; Awang et al., 2018). 

Table 4.44: The Path Regression Coefficient and its Significance for Hypothesis 17 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Homophily 0.649 0.041 15.795 *** Significant 

Purchase 
Intention <--- Information 

Credibility 0.696 0.085 8.173 *** Significant 

Purchase 
Intention <--- Homophily 0.009 0.061 0.15 0.881 Not 

Significant 
 

Mediation Test: Confirming the result through bootstrapping 

This study applied the bootstrapping procedure, utilising 1000 bootstrap sample and 

95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; 

Mallinckrodt et al., 2006). The result is reported in Table 4.45. 

Table 4.45: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 17 

 Indirect effects Direct effects 
Bootstrapping Results 0.612 0.012 
Bootstrapping P-Value 0.001 0.953 
Test Results Significant Not Significant 
Type of Mediation Full Mediation 

 

The bootstrapping procedure result confirmed that the direct relationship between 

homophily and purchase intention was not significant, which also indicated full mediation 

(Awang, 2015; Awang et al., 2018). Therefore, based on the findings in Table 4.45, the result 

of bootstrapping is consistent with the mediation test that used path analysis in Table 4.44. 
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4.10.18 Hypothesis 18: Information Credibility Mediate the Relationship Between 
Information Quality and Purchase Intention 

 

Figure 4.21: Modelling the Direct Effect for Hypothesis 18 

  

 Figure 4.21, Figure 4.22 and Table 4.46 have shown that information credibility 

partially mediated the relationship between information quality and purchase intention. This 

was due to the significant relationship between information quality and purchase intention 

even after the inclusion of information credibility in the model as a mediator, even though 

the path coefficient for the direct effect of information quality and purchase intention 

decreased from .69 to .22 (Awang, 2015; Awang et al., 2018). 

 
Figure 4.22: Modelling the Mediating Effect for Hypothesis 18 



 

252 

As a result, information quality had both a significant direct effect on purchase 

intention and a significant indirect effect on purchase intention through information 

credibility as the mediator. In other words, information quality not only affects purchase 

intention directly but also affects purchase intention through its impact on information 

credibility. However, the direct effect of information quality on purchase intention is still 

significant even after accounting for the indirect effect through information credibility. This 

suggests that while information credibility plays a role in mediating the relationship between 

information quality and purchase intention, there are other factors or pathways contributing 

to the direct effect of information quality and purchase intention as well. 

Table 4.46: The Path Regression Coefficient and its Significance for Hypothesis 18 

      Estimate S.E. C.R. P Label 
Information 
Credibility <--- Information 

Quality 0.858 0.064 13.461 *** Significant 

Purchase 
Intention <--- Information 

Credibility 0.553 0.074 7.445 *** Significant 

Purchase 
Intention <--- Information 

Quality 0.217 0.075 2.874 0.004 Significant 

 

Mediation Test: Confirming the result through bootstrapping 

This study applied the bootstrapping procedure, utilising 1000 bootstrap sample and 

95% bias correction (Abdul-Rahim et al., 2022; Awang, 2015; Awang et al., 2018; 

Mallinckrodt et al., 2006). The result is reported in Table 4.47. 

Table 4.47: Direct vs. Indirect Effect Tests Using the Bootstrapping for Hypothesis 18 

 Indirect effects Direct effects 
Bootstrapping Results 0.468 0.214 
Bootstrapping P-Value 0.001 0.017 
Test Results Significant Significant 
Type of Mediation Partial Mediation 
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The bootstrapping procedure result confirmed that the direct relationship between 

information quality and purchase intention was significant, which also indicated partial 

mediation (Awang, 2015; Awang et al., 2018). Therefore, based on the findings in Table 

4.47, the result of bootstrapping is consistent with the mediation test that used path analysis 

in Table 4.46. 

 

4.11 Discussion of The Findings 

4.11.1 Finding 1: Expertise Has a Significant and Positive Impact on Information 
Credibility 

This study’s findings support the hypothesis that expertise has a considerable impact, 

both positively and significantly, on the credibility of information. These findings are in line 

with those of earlier studies that investigated the effect of expertise on the credibility of 

information. 

The study carried out by Andoy et al. (2022) found that the level of expertise 

possessed by a reviewer possesses was by far the single most critical element in determining 

the review’s credibility. Customers were found to have the impression that the reviewer’s 

expertise could be gleaned from the reviewer’s proficiency and capacity to provide 

appropriate insights. Further, Intansari and Roostika (2022) found the level of expertise of a 

source to be a significant factor in determining the credibility of electronic word of mouth. 

When users have gone on vacation utilising TripAdvisor’s travel products or services, they 

will share their experience with the website in the form of a review after using the products 

or services. Most of the people using TripAdvisor have their own personal opinions 

regarding the hotels and airlines whose services they can purchase through the website. 
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Moreover, Xiao et al. (2018) discovered that heuristic information processing significantly 

emphasised the function of source expertise in the determination of whether or not a user 

perceived a YouTube influencer to be an expert on a particular subject and a credible source 

of information. 

In addition, when evaluating the credibility of electronic word of mouth messages 

gained from customer-to-customer interaction on social networking sites, users of electronic 

word of mouth were found to consider the source’s expertise as one of the most important 

aspects (Tien et al., 2018). The study carried out by Wang and Scheinbaum (2017) found the 

existence of a strong correlation between the level of expertise possessed by celebrities and 

their credibility. Further, Lis (2013) provides support for the notion that expertise is one of 

the most critical elements in determining how reliable electronic word of mouth is perceived. 

It has often been demonstrated that source expertise significantly enhances the sense of 

credibility (Fang, 2014). Furthermore, in the study by Ismagilova et al. (2020), the most 

significant finding was pertaining to the influence of expertise on the perceived credibility 

of information. When information comes from a qualified and experienced source, the 

recipient is more likely to believe it to be credible. As a result, hypothesis 1 (H1) was 

supported. 

 

4.11.2 Findings 2: Attractiveness Has a Significant and Positive Impact on Information 
Credibility 

According to the findings of this study, the attractiveness of social media influencers 

was related to the credibility of the information they shared. This finding is consistent with 
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the conclusions drawn from previous studies on the effect of attractiveness on information 

credibility. 

For instance, the audience was found to be interested in the physical attractiveness 

of video bloggers, and this physical attractiveness influenced the credibility of the 

information supplied by the video bloggers. As a result, the audience was more likely to 

believe that the information provided by the video bloggers about the culinary world was 

credible information (Pinda et al., 2021). Similarly, Astarini and Sumardi (2022) 

demonstrated the existence of a significant and positive correlation between an influencer’s 

physical attractiveness and their credibility. Positive qualities, such as being lovely or 

handsome, as well as an attractive physical appearance, were found to be related to a person’s 

level of physical attractiveness. Furthermore, in the context of beauty and fashion influencers 

who were active on YouTube and Instagram, Sokolova and Kefi (2020) discovered a positive 

correlation between their physical attractiveness and their credibility on those respective 

platforms. 

Likewise, customers in the airline industry also placed a high emphasis and focus on 

the attractiveness of the endorser, which then influenced the brand’s credibility in relation 

to the endorsed product (Wang & Scheinbaum, 2017). Additionally, Wang et al. (2017) 

discovered that the level of credibility of an endorsement might be explained by the 

attractiveness of the celebrity endorsing the product. Therefore, hypothesis 2 (H2) was 

supported. 
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4.11.3 Finding 3: Trustworthiness Has a Significant and Positive Impact on 
Information Credibility 

The findings of this study support the hypothesis that the trustworthiness of a social 

media influencer has a significant and positive effect on the credibility of the information 

they supply. This finding is consistent with the results of prior studies that investigated the 

influence of trustworthiness on the credibility of information. 

The study of Saima and Khan (2020) found that the trustworthiness of social media 

influencers had a substantial effect on their credibility. Further, Chih et al. (2020) noted that 

the degree to which individuals perceived a source as trustworthy had a significant and 

positive impact on the credibility established through a favourable perception of electronic 

word of mouth. Similarly, Ismagilova et al. (2020) discovered that when information was 

delivered to a receiver by a trustworthy source, the information was perceived as credible if 

it exhibited a high level of objectivity and sincerity on the part of the information provider. 

In addition, Lis (2013) found a strong positive correlation between credibility and 

trustworthiness. One of the most crucial aspects in determining a person’s credibility in 

electronic word of mouth is the extent to which they can be trusted as a source of information. 

Moreover, Wang and Scheinbaum (2017) discovered that customers with high and low 

degrees of participation focused their attention on the trustworthiness of the endorser, which 

influenced the brand’s credibility in relation to the product being endorsed. 

Furthermore, Xiao et al. (2018) found trustworthiness to be a more important 

component in credibility judgments pertaining to the influence of trustworthiness on 

perceived information credibility in both heuristic and systematic information processing 

modes. Additionally, Wang et al. (2017) reported that a celebrity’s trustworthiness could 
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best explain their credibility. As soon as customers began to believe that a brand had become 

more trustworthy, reputable, and desirable due to an endorsement, their attitude towards the 

celebrity-supported brand began to improve. In addition, Tien et al. (2018) discovered a 

source’s trustworthiness to be vital in the evaluation of the credibility of electronic word of 

mouth. Therefore, hypothesis 3 (H3) was supported. 

 

4.11.4 Finding 4: Homophily Has a Significant and Positive Impact on Information 
Credibility 

This study’s findings support the hypothesis that homophily has a significant positive 

impact on the credibility of information. This finding aligns with the result of earlier research 

that examined the effect of homophily on the credibility of information. 

The study done by Astarini and Sumardi (2022)  found that attitude homophily had 

a considerable positive impact on credibility. Consumers that displayed attitude homophily 

led lives and possessed cognitive patterns that were similar to those of the influencers. 

Ismagilova et al. (2020) also discovered a connection between the homophily of the 

information source and the credibility of the information provided. Concerning the sender’s 

impact, having a higher degree of homophily between themselves and the person receiving 

the information was shown to be beneficial. Similarly, Chih et al. (2020) found homophily 

to be the most important factor in the perceived credibility of positive electronic word of 

mouth when viewed from the perspectives of both interpersonal and informational 

determinants.  
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In addition, Daowd et al. (2020) discovered that members of Thailand’s generation 

Y were often open to novel concepts and were inclined to accept the material presented by 

reviewers who shared their characteristics, attitudes, and behaviours. In addition, Xiao et al. 

(2018) found that when individuals processed information in a heuristic way, the positive 

influence of homophily on perceived information credibility meant that video viewers tended 

to interact with other persons who shared their values and perspectives. Thus, hypothesis 4 

(H4) was supported. 

 

4.11.5 Finding 5: Information Quality Has a significant and positive impact on 
Information Credibility 

The findings of this study support the hypothesis that information quality has a 

significant and positive effect on the credibility of information. This finding is consistent 

with the result of prior research that investigated the influence of information quality on the 

credibility of information. 

In contrast, a study done by Li and Suh (2015) found that the quality of information 

did not significantly affect the credibility of the information. Even though the information 

provided on the Facebook-based platform was based on user-generated content, the 

respondents opined that the information was well-planned and had varying degrees of the 

power of persuasive arguments. 

However, Saima and Khan (2020) discovered that the quality of the information 

provided by an influencer significantly impacted the credibility of that information. The 

study investigated the impacts of social media influencers’ various qualities on their 
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credibility and, ultimately, on the intention of consumers in Delhi, India, to make a purchase. 

An attrition study conducted by Chakraborty and Bhat (2018) showed that the quality of 

online reviews had a statistically significant and positive impact on the credibility of those 

reviews. Furthermore, customers were not only interested in reading reviews; rather, they 

looked for analyses that provided detailed justifications that were considered throughout the 

formation of the reviews. In addition, Jiang et al. (2021) developed a model to analyse the 

influence of information quality on individuals’ adoption of the information provided on e-

commerce platforms. They found that the credibility of information improved due to the high 

information quality of the online reviews provided on those platforms. Thus, hypothesis 5 

(H5) was supported. 

 

4.11.6 Finding 6: Information Credibility Has a Significant and Positive Impact on 
Information Adoption 

The outcomes of this study support the hypothesis that information credibility has a 

considerable positive and significant impact on information adoption. This finding aligns 

with the results of earlier studies that investigated the effect of information credibility on the 

adoption of information. 

According to the findings presented by Lis (2013), the adoption of electronic word 

of mouth, or the acceptance of the recommendation made by the relevant review, is the final 

step in a communication process that has been successfully completed using electronic word 

of mouth. The study found credible electronic word of mouth to be an effective predictor of 

the adoption of a product or service. In addition, Daowd et al. (2020) concluded that the 

adoption of electronic word of mouth information was highly connected with the credibility 
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of the information. In addition, Tien et al. (2018) found that the credibility of electronic word 

of mouth was of utmost significance in customers’ decision to adopt an electronic word of 

mouth message. These findings show that senders of electronic word-of-mouth should 

increase their attention to the cultivation of customers’ perceptions of credibility in order to 

enhance consumers’ adoption of the information provided on social networking sites. 

Similarly, Fang (2014) found perceived credibility to be an essential component in 

supporting the adoption of electronic word of mouth information as a source of information. 

In addition, Sardar et al. (2021) discovered that consumers’ decisions to adopt electronic 

word-of-mouth information were significantly influenced by the credibility of the 

information, thus supporting the importance of information credibility. This finding suggests 

that consumers value the credibility of information highly. In addition, Jiang et al. (2021) 

found that the credibility of information had a direct effect on both the ability of consumers 

to correctly diagnose information and their readiness to embrace information. In a similar 

vein, Intansari and Roostika (2022) revealed that the credibility of electronic word of mouth 

had a positive influence in encouraging its adoption. Customers who had used a product and 

then wrote online evaluations about their experiences with the product after they had 

ingested or used it could help reduce doubt and increase the product’s reputation. 

Respondents readily accepted the information provided by another customer as a reviewer 

on the information media page since the respondents found the material to be beneficial to 

them. Thus, hypothesis 6 (H6) was supported. 
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4.11.7 Finding 7: Information Credibility Has a Significant and Positive Impact on 
Purchase Intention 

The findings of this study support the hypothesis that information credibility has a 

significant and positive effect on consumers’ purchase intention. This finding is consistent 

with those of prior studies that investigated the influence of information credibility on 

purchase intention. 

Saima and Khan (2020) found the credibility of an influencer to be a significant 

determinant of the intention of customers to make a purchase. Furthermore, Pick (2020) 

revealed that the credibility of an influencer had a positive impact on consumers’ intention 

to purchase as a result of the influencer’s recommendation. In a similar vein, Hui (2017) 

discovered that the credibility of a source had a significant influence on Malaysian 

customers’ intention to make a purchase. In the context of interactive marketing, the situation 

in which it is argued that the credibility of the source has a direct influence on consumers’ 

intentions to make a purchase is called the trustworthiness argument. 

Furthermore, Sokolova and Kefi (2020) found that followers went through affective 

and internalisation processes when they were persuaded to acquire a product. This was 

because the credibility of bloggers affected the purchase intentions of their followers. 

Moreover, Intansari and Roostika (2022) demonstrated that the credibility of electronic word 

of mouth had a positive influence on the intention to purchase the recommended product. 

One type of response that readers might give to the online reviews formed from the 

experiences of other consumers was by making the choice to purchase the reviewed product. 

Customers’ intention to purchase the product or service was quickly reawakened when they 
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read the reviews made on the information media page by other customers who said the 

information was beneficial to them. Thus, hypothesis 7 (H7) was supported. 

 

4.11.8 Finding 8: Information Adoption Has a Significant and Positive Impact on 
Purchase Intention 

The findings of this study support the hypothesis that consumers’ information 

adoption has a significant and positive effect on their purchase intention. This finding is 

consistent with the findings of prior studies that investigated the influence of information 

adoption on purchase intention. 

The results of the study by Abedi et al. (2020) also support the hypothesis that 

information adoption has a direct positive effect on the intention to make a purchase. The 

research examined the influence of electronic word of mouth information on the behavioural 

intentions of consumers who were participants in mobile social networks. Likewise, Erkan 

and Evans (2016) found that social media users were either consciously or unconsciously 

exposed to a large volume of electronic word of mouth information and that information 

adoption influenced consumers’ intentions to make a purchase. In addition to this, Khwaja 

et al. (2020) discovered a strong association between the adoption of information and the 

intention to purchase products or services. The study focused on the scope of online 

information transmission, which has significantly grown in recent years. 

Leong et al. (2021) found a positive association between the adoption of information 

provided through electronic word of mouth on social media and consumers’ intention to 

make a purchase. In addition, Daowd et al. (2020) discovered a significant correlation 

between the adoption of electronic word of mouth information by generation Y consumers 
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and their intention purchase. Both male and female respondents were included in the pool of 

respondents. In addition, Intansari and Roostika (2022) conducted a study to investigate how 

consumers’ electronic word of mouth affected their intentions to make purchases based on 

the information provided on the information media pages hosted on TripAdvisor. The results 

indicated that electronic word of mouth adoption influenced consumers’ purchase intention. 

Therefore, hypothesis 8 (H8) was supported. 

 

4.11.9 Finding 9: Information Credibility Mediates the Relationship Between 
Expertise and Information Adoption 

This study investigated the role of information credibility in mediating the 

relationship between expertise and information adoption. Based on the findings, the link 

between information adoption and social media influencer expertise was partially mediated 

by information credibility. This showed that there was a high correlation between social 

media influencers’ expertise and consumers’ information adoption. The degree of 

significance did, however, decrease when information credibility was introduced as a 

mediator. Thus, hypothesis 9 (H9) was supported. 

 

4.11.10 Finding 10: Information Credibility Mediates the Relationship Between 
Attractiveness and Information Adoption 

According to the finding, the association between attractiveness and information 

adoption was fully mediated by information credibility. Information credibility had a 

substantial role in the mediating process, in addition to having a direct impact on information 

adoption by itself. Therefore, the relationship between attractiveness and information 

adoption was not supported. Based on the current study’s finding, information credibility is 
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beneficial due to its full mediation role in the relationship between attractiveness and 

information adoption. In other words, information credibility influences how social media 

influencers’ attractiveness affects information adoption. Therefore, hypothesis 10 (H10) was 

supported. 

 

4.11.11 Finding 11: Information Credibility Mediates the Relationship Between 
Trustworthiness and Information Adoption 

This study found that the relationship between trustworthiness and information 

adoption was fully mediated by information credibility. This indicated that trustworthiness 

did not directly influence the adoption of information; rather, information adoption must first 

be influenced by the credibility of the information. Therefore, the relationship between 

trustworthiness and the adoption of information was not accepted. Instead, it was determined 

that information credibility played a key role in the mediation process between these two 

variables, in addition to its direct impact on the adoption of information by itself. The 

findings of this analysis imply that information credibility is beneficial due to its full 

mediation role in the relationship between trustworthiness and information adoption. 

Therefore, information credibility is useful. To put it another way, the impact of the 

trustworthiness of social media influencers on the adoption of information is indirect and 

occurs through information credibility. As a result, hypothesis 11 (H11) was supported. 

 

4.11.12 Finding 12: Information Credibility Mediates the Relationship Between 
Homophily and Information Adoption 

This study then looked into how the credibility of information influenced the 

relationship between homophily and information adoption and how it acted as a mediator in 
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that relationship. The finding demonstrated that homophily did not directly influence the 

adoption of information; rather, information credibility must come first. Therefore, the 

relationship between homophily and the adoption of information was not acknowledged; 

instead, the credibility of information had an important mediation role, in addition to its 

direct impact on the adoption of information by itself. The findings of this study imply that 

information credibility is important due to its full mediation role in the connection between 

homophily and purchase intention. In other words, the effect of homophily on purchase 

intention occurs indirectly, and it does so through the credibility of information. Thus, 

hypothesis 12 (H12) was supported. 

4.11.13 Finding 13: Information Credibility Mediates the Relationship Between 
Information Quality and Information Adoption 

This study discovered that the credibility of information partially mediated the 

relationship between information quality and information adoption. This finding 

demonstrated that in this research, there was a high link between the quality of information 

and information adoption. When information credibility was included in the model as a 

mediator, there was a reduction in the significance level. As a result, hypothesis 13 (H13) 

was supported. 

 

4.11.14 Finding 14: Information Credibility Mediates the Relationship Between 
Expertise and Purchase Intention 

The findings of this study demonstrated that when information credibility was 

included in the model as a mediator, there was a reduction in the significance level of the 

direct relationship between expertise and purchase intention. Based on this study’s results, 

the credibility of the information supplied served as a partial mediator between the expertise 
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of social media influencers and consumers’ purchase intention. Therefore, hypothesis 14 

(H14) was supported. 

Contrary, Saima and Khan (2020) conducted a study with a sample size of 75 

respondents who were all regular users of social media and followed at least one social media 

influencer. The researchers hypothesised that the credibility of social media influencers 

mediates the relationship between expertise and purchase intention. The outcomes of the 

study indicated that the connection between the expertise of social media influencers and the 

intention to make a purchase was not mediated by the credibility of the influencers. 

 
4.11.15 Finding 15: Information Credibility Mediates the Relationship Between 

Attractiveness and Purchase Intention 

According to the findings, the relationship between attractiveness and purchase 

intention was fully mediated by the credibility of information. In addition to impacting 

consumers’ purchase intentions by itself, the credibility of information played a significant 

role in the process that mediated those intentions. Hence, information credibility is beneficial 

due to its full mediation role in the association between attractiveness and purchase intention. 

To put it another way, the credibility of information affects how the attractiveness of social 

media influencers impacts consumers’ purchase intention. Hence, hypothesis 15 (H15) was 

supported. 

 

4.11.16 Finding 16: Information Credibility Mediates the Relationship Between 
Trustworthiness and Purchase Intention 

The analysis results show that information credibility fully mediated the relationship 

between trustworthiness and purchase intention. This showed that trustworthiness must 
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impact information credibility first before it can influence a consumer’s purchase intention. 

The direct relationship between trustworthiness and purchase intention was not significant. 

Instead, it was discovered that information credibility played a significant part in the 

mediating process, in addition to having a direct influence on purchase intention. This result 

implies that information credibility is beneficial due to its full mediation role in the 

relationship between trustworthiness and purchase intention. The credibility of information 

is, therefore, important. To put it another way, the credibility of information influences the 

trustworthiness towards social media influencers, which indirectly affects consumers’ 

purchase intention. Therefore, hypothesis 16 (H16) was supported. 

However, this finding is inconsistent with the findings of previous research carried 

out by Saima and Khan (2020), which found that information credibility went as partial 

mediator in the relationship between trustworthiness and purchase intention. 

 

4.11.17 Finding 17: Information Credibility Mediates the Relationship Between 
Homophily and Purchase Intention 

The relationship between homophily and purchase intention was fully mediated by 

information credibility. This showed that homophily could not directly influence purchase 

intention; rather, the credibility of information should come first. Therefore, the relationship 

between homophily and purchase intention was not acknowledged. Instead, the credibility 

of information had a role in mediating, in addition to its direct impact on purchase intention 

by itself. This research implies that information credibility is beneficial due to its full 

mediation role in the connection between homophily and purchase intention. It is one of the 

reasons for the existence of this connection. In other words, the effect of homophily on 
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purchase intention is exerted indirectly via the influence of information credibility. As a 

result, hypothesis 17 (H17) was supported. 

 

4.11.18 Finding 18: Information Credibility Mediates the Relationship Between 
Information Quality and Purchase Intention 

The results showed that the credibility of information acted as a partial mediator of 

the relationship between information quality and consumers’ purchase intention. This 

indicated that, despite appearances to the contrary, there was still a strong correlation 

between information quality and purchase intention. However, when information credibility 

was added to the model as a mediator, there was a significant decrease in the relationship. 

Therefore, hypothesis 18 (H18) was supported. 

In contrast, this finding is inconsistent with the findings of previous research carried 

out by Saima and Khan (2020), which found that information credibility fully mediated the 

relationship between information quality and purchase intention.  

 

4.12 Summary of Hypothesis Testing 

Table 4.48 presents the rundown of the hypotheses of the investigation. There are 

eight direct hypotheses (H1, H2, H3, H4, H5, H6, H7, and H8) and ten hypotheses pertaining 

to mediation relationships (H9, H10, H11, H12, H13, H14, H15, H16, and H18). 
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Table 4.48: The Hypothesis and Statistical Analysis 

Hypothesis Results 

H1 Expertise has a significant and positive impact on 

information credibility. 

Supported 

H2 Attractiveness has a significant and positive impact on 

information credibility. 

Supported 

H3 Trustworthiness has a significant influence on information 

credibility. 

Supported 

H4 Homophily has a significant and positive impact on 

information credibility. 

Supported 

H5 Information quality has a significant and positive impact on 

information credibility. 

Supported 

H6 Information credibility has a significant and positive impact 

on information adoption. 

Supported 

H7 Information credibility has a significant and positive impact 

on purchase intention. 

Supported 

H8 Information adoption has a significant and positive impact 

on purchase intention. 

Supported 

H9 Information credibility mediate the relationship between 

expertise and information adoption. 

Partial Mediation 

H10 Information credibility mediate the relationship between 

attractiveness and information adoption. 

Full Mediation 

H11 Information credibility mediate the relationship between 

trustworthiness and information adoption. 

Full Mediation 

H12 Information credibility mediate the relationship between 

homophily and information adoption. 

Full Mediation 

H13 Information credibility mediate the relationship between 

information quality and information adoption. 

Partial Mediation 

H14 Information credibility mediate the relationship between 

expertise and purchase intention. 

Partial Mediation 
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Table 4.48 continued 

H15 Information credibility mediate the relationship between 

attractiveness and purchase intention. 

Full Mediation 

H16 Information credibility mediate the relationship between 

trustworthiness and purchase intention. 

Full Mediation 

H17 Information credibility mediate the relationship between 

homophily and purchase intention. 

Full Mediation 

H18 Information credibility mediate the relationship between 

information quality and purchase intention. 

Partial Mediation 

 

 

4.13 Chapter Summary 

The findings of this study were analysed, elaborated on, and summarised in this 

chapter. This chapter began with a review of the data collection process, followed by a 

discussion of the demographic background of the respondents selected for the sample. 

Following a discussion of the significant demographic factors, this chapter presented the 

analysis of data using SEM on AMOS software. CFA was utilised in this analysis to validate 

the measurement model by checking the unidimensionality, validity, and reliability. The 

eight constructs that made up the pool measurement model were expertise, attractiveness, 

trustworthiness, homophily, information quality, information credibility, information 

adoption, and purchase Intention. A total of 18 hypotheses were examined, with eight being 

direct hypotheses and 10 indirect hypotheses for testing the mediating effects. Therefore, the 

conclusions of this study have been supported and validated through statistical analysis. In 

light of these findings, it is necessary to highlight the addition to the body of knowledge 

made by this study. The discussion and conclusion of the findings are presented in the 

following chapter. 
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CHAPTER 5  
 
 

DISCUSSION AND CONCLUSION 

5.1 Introduction 

This chapter summarises the thesis by presenting an outline of the research 

conducted. To fulfil this purpose, the following part provides a review of the study’s 

objectives and discusses how each objective was met within the scope of the thesis. The 

second section discusses both the theoretical and practical contributions made by the 

research. The final part of the chapter focuses on the study’s limitations and potential for 

future research. 

 

5.2 Discussion 

5.2.1 The Relationship Between Influencers’ Attributes and Information Credibility 

Social Media Influencers engage with their followers on social media platform to 

demonstrate professional experience, knowledge, and personal observation, making 

followers feel that they can rely on the influencers. Expertise strengthens the expectations of 

a brand, and an influencer’s attractiveness contributes favourably to the product being 

marketed by the influencer. Hence, it is not surprising that social media influencers who 

have successfully branded themselves as experts have gained popularity on social media 

platforms. The level of expertise influences the level of a consumer’s attachment to the 

information provided by the influencer. Credibility affects consumers’ perception of 

information. In other words, viewers or followers will regard an influencer as an expert if 

the influencer has the required knowledge, which will in turn increase the credibility of the 
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information that the influencer shared. The results of this study support the hypothesis that 

expertise has a significant and positive impact on information credibility. The findings are 

in line with the results of previous studies (Andoy et al., 2022; Fang, 2014; Intansari & 

Roostika, 2022; Ismagilova et al., 2020; Lis, 2013; Saima & Khan, 2020; Tien et al., 2018; 

Wang & Scheinbaum, 2017; Xiao et al., 2018), which found that the expertise of social 

media influencers influenced the credibility of information. 

Furthermore, attractiveness helps influencers maintain their followers and convince 

most of their followers to follow their product recommendations, leading to the purchase of 

products or services. Attractiveness is the initial impression that appears in the minds of the 

audience while evaluating a video blogger’s credibility. This is due to the reviews, 

recommendations, and product tutorials posted on the influencer’s social media platforms 

that have a positive impact on the consumers as the source of information provided by the 

influencer is considered credible and useful. Since this study is concerned with the role of 

influencers in the cosmetics industry, it follows that the attractiveness of the influencers 

themselves can be used for commercial gain by leveraging their looks to demonstrate the 

desired or actual effects of using the cosmetics in question, leading to the consumer believing 

that the information comes from a credible source. The results of this study support the 

hypothesis that attractiveness has a significant and positive impact on information 

credibility. The findings are similar with previous studies that acknowledged the influence 

of attractiveness on information credibility (Astarini & Sumardi, 2022; Pinda et al., 2021; 

Sokolova & Kefi, 2020; Wang & Scheinbaum, 2017).  

Moreover, as a result of consumers’ trust in social media influencers, consumers 

develop confidence in the products recommended by the influencers. Influencers who 
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endorse and recommend products on their social media platforms possess high reliability 

and are honest as they make videos of themselves testing the endorsed products. The 

trustworthiness of the influencer plays a part in determining the credibility of user generated 

content. Consumers who follow their channels will be drawn to the recommendations made 

by the influencers and will consider purchasing the recommended products. Consumers are 

more likely to accept a product when they feel the source of the message is trustworthy. It 

has been discovered that source trustworthiness affects customers’ perceptions of the 

credibility of user generated content.  If the information is derived from one’s own 

experience rather than from an organisation, people are more likely to trust the information. 

Therefore, the trustworthiness of a social media influencer seems to influence customers’ 

opinions of the credibility of the information provided by the influencer. The results of this 

study support the hypothesis that trustworthiness has a significant and positive impact on 

information credibility. As previous studies have discussed, the degree to which a person 

can be trusted is one of the most important factors in determining the credibility of the 

information available on the internet (Chih et al., 2020; Ismagilova et al., 2020; Lis, 2013; 

Saima & Khan, 2020; Tien et al., 2018; Wang et al., 2017; Wang & Scheinbaum, 2017; Xiao 

et al., 2018).  

In addition, one of the aspects that affect an influencer’s credibility is homophily. 

Sharing similarities with followers can help social media influencers build an emotional 

connection with the followers. Social media influencers who have similar personalities and 

lifestyles with their followers inspire a sense of friendship in the followers. Homophily is 

motivated by the dual desires of establishing relationships and feeling secure about the 

accuracy of someone’s views. Homophily influences consumers’ intentions to seek opinions 

and engage with users on social networking sites. It may explain the reactions of consumers 



 

274 

to the content created by other users or influencers. The homophily of the influencers plays 

an important role in influencing perceived information credibility. Members of a social 

network tend to exhibit similar attitudes and beliefs. When customers share similar values, 

meanings, and shared understandings, effective communication happens. Therefore, 

marketers need to create a sense of belonging through community homophily. The findings 

indicate that the degree to which a social media influencer and a user or follower share 

similar characteristics has an effect on the credibility of information. The results of this study 

support the significant and positive impact of homophily on information credibility. This is 

similar with the results of previous studies (Astarini & Sumardi, 2022; Chih et al., 2020; 

Daowd et al., 2020; Ismagilova et al., 2020; Pinda et al., 2021; Xiao et al., 2018).  

Finally, the degree to which a review is perceived by the recipient as reasonable and 

reliable, as well as the degree to which it enhances the credibility of information, is one 

measure of the quality of the information. Consumers tend to adopt information that has 

strong arguments and is proven to be valid, while information that seems to be unreasonable 

will be rejected and ignored. The extent to which an information receiver believes that a 

particular suggestion has sufficient argument influences the information receiver’s 

perception of the information’s quality. In addition, consumers do not only search for 

reviews of a product or service. They also seek reviews that include explanations of the 

reasoning behind the evaluation. Therefore, consumers are more likely to believe that the 

information available on the internet in credible when the information contains descriptions 

that include examples from users’ own experiences. According to the results, consumers 

look at the quality of a piece of information before considering the information to be a 

credible. The findings of this study support the hypothesis that information quality has a 
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significant and positive influence on information credibility. The findings are consistent with 

those of prior research (Chakraborty & Bhat, 2018; Jiang et al., 2021; Saima & Khan, 2020).  

In conclusion, the investigation found that the first objective in this study, which is 

to determine the relationship between influencers’ attributes (expertise, attractiveness, 

trustworthiness, homophily and information quality) and information credibility, was 

achieved. 

 

5.2.2 The Relationship Between Information Credibility and Information Adoption 

Some information sources are regarded by the information recipients as credible, 

which in turn, affects information adoption. Messages perceived as possessing a higher level 

of source credibility led to a higher level of information adoption. Online platforms offer 

user-generated content that allows customers to learn from one another and provides 

marketers with insights from customer engagement. The credibility of the source has a 

beneficial impact on the total credibility of an online source, and customers are more likely 

to adopt the information provided by a credible source than an unreliable one. Consumers 

are not willing to take risks in purchasing products or services if the information regarding 

the product is not credible and unreliable. Credible reviews help to increase the adoption of 

information provided by the social media influencer.  

The findings of this study support the idea that information adoption is significantly 

and favourably impacted by information credibility. In light of this, the investigation found 

that the study’s second research objective, which is to determine the impact of information 

credibility on information adoption, was achieved. The findings are in line with previous 
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research which found information credibility to be a crucial element in encouraging 

information adoption (Daowd et al., 2020; Fang, 2014; Intansari & Roostika, 2022; Jiang et 

al., 2021; Lis, 2013; Sardar et al., 2021; Tien et al., 2018). 

 

5.2.3 The Relationship Between Information Credibility and Purchase Intention 

Consumers will continue to investigate whether or not product reviews can facilitate 

their purchase decisions, as well as whether or not the information is comprehensive and 

beneficial. Credible information will boost consumers’ confidence to adopt a user generated 

review as a source of information to guide their purchasing decisions. If consumers believe 

that the information available on a particular platform is credible, then they are more likely 

to use that information to assist them in making decisions. As a result, followers’ purchase 

intentions are influenced by influencers’ credibility. Purchase intention is an essential 

component of primary market research due to its role as a foundation for customers’ 

purchasing behaviour. The credibility of the information available on social media can be 

interpreted as a sense of confidence in a source of accessible information that can influence 

consumers’ decisions.  

The findings of this study support the idea that purchase intention is significantly and 

favourably influenced by information credibility. In view of this, the investigation found that 

the study’s third research objective, which is to determine the impact of information 

credibility on purchase intention, was achieved. Similarly, previous studies (Astarini & 

Sumardi, 2022; Hui, 2017; Intansari & Roostika, 2022; Pick, 2020; Saima & Khan, 2020; 

Sokolova & Kefi, 2020) found that the credibility of information had a substantial effect on 

consumer purchase intentions. 
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5.2.4 The Relationship Between Information Adoption and Purchase Intention 

The internet allows consumers to use social media to gather information for their 

purchasing decisions. Consumers are more likely to accept the electronic word of mouth 

available on social media when they believe the information it conveys to be beneficial. The 

increased sharing of information, opinions, and experiences by consumers as a result of the 

rise of social media has served as a useful information resource for individuals who are 

looking for information; these social media users adopt the information when they discover 

that it satisfies their requirements. Information adoption is also one of the most important 

behaviours that individuals try to engage in while participating in online virtual 

communities. It is widely accepted that the adoption of information would finally determine 

whether a choice should be made in support of or in opposition to anything. The availability 

of this online information adoption process has the potential to boost the influence of the 

information on customers’ intention to make a purchase. The likelihood of a consumer 

intending to make a purchase would increase in the presence of viral messages with high 

rates of information adoption. 

The study also observed the presence of a significant association between 

information adoption and consumers’ purchase intention. Thus, the study’s fourth research 

objective, which is to determine the influence of information adoption on purchase intention, 

was achieved. This finding is consistent with those of previous research (Abedi et al., 2020; 

Daowd et al., 2020; Erkan & Evans, 2016; Intansari & Roostika, 2022; Leong et al., 2021).  
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5.2.5 The Mediating Effect of Information Credibility on the Relationships Between 
Influencers’ Attributes and Information Adoption 

This study found that information credibility mediated the relationships between 

influencers’ attributes (expertise, attractiveness, trustworthiness, homophily, and 

information quality) and information adoption. Specifically, the attributes of a social media 

beauty influencer had a beneficial effect on the credibility of the information provided by 

the influencer. In addition, the credibility of the information shared by the social media 

influencer had a significant positive impact on the information adoption by consumers. 

Consequently, the fifth research objective of this study, which was to determine whether 

information adoption mediates the relationship between influencers’ attributes and 

information adoption, was fulfilled. 

Despite the many studies that have been conducted on influencers’ attributes, 

information credibility, and information adoption, no research has been conducted on the 

mediation effect of information credibility on the relationship between influencers’ attributes 

and information adoption. 

According to the findings of this study, the credibility of information served as a 

partial mediator between expertise and information adoption, as well as between information 

quality and information adoption. Therefore, the important associations between expertise, 

information quality, and information adoption within the scope of this study continued to 

hold firm. However, the level of significance decreased when the credibility of the 

information was introduced as a mediator. 

Furthermore, the findings showed that information credibility fully mediated the 

relationships of attractiveness, trustworthiness, and homophily with information adoption. 
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Thus, the connections between attractiveness, trustworthiness, and homophily as 

influencers’ attributes and information adoption were not accepted. Information credibility 

had a significant role in the mediation process, aside from its direct impact on information 

adoption. The findings of the current investigation imply that information credibility is 

useful by fully mediating the connections between attractiveness, trustworthiness, and 

homophily as influencers’ attributes and information adoption. 

In conclusion, the investigation found that the fifth objective in this study, which was 

to determine the mediation effect of information credibility on the relationship between 

influencers’ attributes and information adoption, was achieved. 

 

5.2.6 The Mediating Effect of Information Credibility on the Relationship Between 
Influencers’ Attributes and Purchase Intention 

The results showed that the relationships between the attributes of social media 

influencers, consisting of expertise, attractiveness, trustworthiness, homophily, and 

information quality, and purchase intention were mediated by the credibility of information. 

More specifically, the attributes of a social media influencer had a positive influence 

on the credibility of the information shared by the influencer. In addition, the credibility of 

the information shared by the social media influencer had a significant positive impact on 

consumers’ intention to make a purchase. Consequently, the sixth research objective of this 

study, which was to determine whether information credibility mediates the relationship 

between influencers’ attributes and consumers’ purchase intention, was fulfilled. 
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Despite the numerous studies that have been conducted on influencers’ attributes, 

information credibility, and purchase intention (refer to Table 5.1), limited research has 

examined the mediation effect of information credibility on the relationships between 

expertise, attractiveness, and information quality as influencers’ attributes and purchase 

intention. Moreover, based on the literature, no evidence was found on the mediation effect 

of information credibility on the relationships of trustworthiness and homophily with 

purchase intention. 

Based on the findings of this study, the credibility of information served as a partial 

mediator between expertise and purchase intention. In contrast, in a study by Saima and 

Khan (2020), credibility did not mediate the relationship between social media influencers’ 

expertise and consumers’ purchase intention, making this study’s findings a unique 

contribution to the body of knowledge. Furthermore, the findings of this study revealed that 

information credibility also served as partial mediator between information quality and 

purchase intention. This finding is inconsistent with the findings of previous research carried 

out by Saima and Khan (2020), which found that information quality fully mediated the 

relationship between information quality and purchase intention. Nonetheless, the current 

study’s findings suggested that the significant associations between expertise, information 

quality, and purchase intention within the scope of this study continued to hold firm. Be that 

as it may, the level of significance decreased when the credibility of information was 

introduced as a mediator. 

Additionally, information credibility was found to fully mediate the relationships of 

attractiveness and homophily with purchase intention. Thus, the connections between 

attractiveness and homophily as influencers’ attributes and purchase intention were not 
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accepted. Information credibility had a significant role in the mediation process, aside from 

its direct impact on purchase intention. The findings of the current investigation imply that 

information credibility is useful by fully mediating the connections of attractiveness and 

homophily with purchase intention. Apart from that, the study found that information 

credibility fully mediated the relationship between trustworthiness and purchase intention. 

However, this finding is not in line with the result of Saima and Khan (2020), which showed 

that credibility served as a partial mediator of the relationship between trustworthiness and 

purchase intention; therefore, the findings of this study represent a novel addition to the 

literature. 

It is thus concluded that the sixth objective of this study, which was to determine the 

mediating effect of information credibility on the relationship between influencers’ attributes 

and purchase intention, was fulfilled. 

 

5.3 Research Contributions 

This study makes a contribution to the overall body of knowledge in the field of 

marketing, particularly relevant to the development of digital marketing, by explaining 

beauty influencers in particular. This is achieved by addressing the literature gap left by 

previous studies and by empirically proving the new conceptual model. Theoretical, 

methodological, and practical contributions are discussed to highlight the significance of this 

study for the overall body of knowledge in the field of marketing studies. The following part 

of the discussion will continue with an in-depth expansion on the theoretical contributions 

made by this study, which will be followed by an examination of the study's contributions 

in the areas of methodology and practical. 
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5.3.1 Theoretical Contribution 

By integrating, innovating, and expanding the source credibility model (Ohanian, 

1990), information adoption model (Sussman & Siegal, 2003), and stimuli organism 

response model (Mehrabian & Russell, 1974), this study's ultimate purpose was to contribute 

to theory building in the literature of digital marketing and social media influencer studies. 

Furthermore, this study aimed to fill this literature gap and to contribute to the overall body 

of knowledge by examining examined the influence of information credibility on consumers’ 

information adoption and purchase intention in addition to analysing the influence of beauty 

influencers’ attributes on information credibility as a factor in the model through a rigorous 

research design. 

This discovery was without a doubt the primary one that was identified, and for a 

few different reasons, no comparable finding has been found in any of the investigations that 

have been conducted. To begin with, this model was created to demonstrate the relationship 

between influencer attributes and information credibility, particularly among beauty 

influencers on YouTube. Second, the model added new discoveries since previous studies 

mostly focused separately on the influences of information credibility on information 

adoption and purchase intention, this model sheds a new insight by combining the influences 

of information credibility on information adoption and purchase intention in the same model. 

Third, this model added a new insight by investigating the mediating effect of 

information credibility on information adoption. Previously, the relationship between the 

determinants of social media influencers’ credibility and information credibility has been 

studied by numerous researchers, and the influence of information credibility on consumer 

information adoption has long been acknowledged. However, there is no indication in the 



 

283 

prior literature concerning the mediating roles of information credibility in the relationships 

between the determinants of social media influencers’ credibility and information adoption. 

This study’s results add to the novel discoveries made in the literature in regard to the 

mediating effects of information credibility on the relationships between information 

adoption and attractiveness, trustworthiness, expertise, homophily, and information quality, 

which have never been investigated before. The findings help to fill in the gaps in the context 

of clarifying the effects of the elements influencing the credibility of user-generated content 

shared by social media influencers on customers’ information adoption and purchase 

intentions. 

Besides, this study makes a theoretical contribution to the existing literature on user-

generated content and social media influencers. It explored the factors impacting 

influencers’ attributes, such as attractiveness, trustworthiness, expertise, homophily, and 

information quality. In addition, it evaluated the impacts of influencers’ attributes on 

information credibility. Furthermore, this study’s result adds to the literature on the 

mediation role of information credibility in the relationships between attractiveness, 

trustworthiness, expertise, homophily, and information quality as social influencers’ 

attributes and information adoption and purchase intention as the dependent variables. 

 

5.3.2 Methodology Contribution 

When the nature of this study was taken into consideration, the positivist paradigm 

was determined to be the most suitable method to use. The purpose of this investigation is 

to build on a conceptual model that is backed by theory through the use of a survey-based 

data collection method. This approach and methodology support the researcher's decision to 
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choose the appropriate paradigm and appropriate sample procedure in order to ensure the 

sanctity and parsimony of the suggested conceptual model. This decision was made in order 

to ensure the accuracy of the findings from the study. In addition, the evaluation of the 

hypothesised relationship between influencer attributes, information credibility, information 

adoption, and purchase intention marks a new design approach for marketing-related studies 

to take within the context of digital marketing and influencer marketing. 

The method of data collection for this study is a survey-based questionnaire that 

participants self-administer. Following a comprehensive analysis of previous research in the 

field, the questionnaire for the survey was developed. The revised instrument for 

attractiveness variables proved to be reliable and valid, details of their empirical results are 

presented at Appendix A and pilot study in chapter 3. The results of the research indicate 

that Cronbach's alpha and composite reliability for the attractiveness construct are over the 

threshold level of 0.7 after one instrument has been removed from the study. This decision 

to use a redesigned instrument for assessing attractiveness allows for a conclusive 

comparison of the findings with the findings of earlier studies. In addition, the updated 

instrument can be applied to other research that will be conducted in future studies. 

Another contribution of this study to methodology is in the redesigned research 

instrument. The questionnaire was adapted from previous research and tailored to suit the 

scope of this study. In addition, the questionnaire was also translated into Bahasa Melayu, 

which is the country’s official language, so that all the respondents would be able to 

comprehend and reply to the questions. A certified translator was engaged for the translation 

process, and an expert who is fluent in both languages reviewed it. Hence, the questionnaire 

was disseminated in a bilingual format, consisting of both Bahasa Melayu and English 
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questions. As a result, this work contributes towards the creation of a survey instrument that 

utilises Bahasa Melayu. 

 

5.3.3 Practical Contribution 

The actual and real-world effects or applications that stem from the research's 

findings, ideas, or discoveries are referred to as a practical contribution. It involves taking 

theoretical ideas and turning them into results that can be used by a variety of stakeholders, 

such as businesses, communities, policymakers, and individuals. The theoretical concepts 

comprise the elements that influence the credibility of information shared on social media, 

including influencers’ attributes as the independent variables, information credibility as the 

mediating variable, and information adoption and purchase intention as the dependent 

variables. Additionally, this model contributes to the understanding of how consumers’ 

information adoption influences their purchase intention. As a new conceptual model, it can 

help marketers increase the likelihood that the targeted customers will adopt the information 

supplied and make a purchase.  

Perceptions about the credibility of video content created by YouTube beauty 

influencers may contribute to the expansion of influencer marketing in the future.  The power 

digital media platforms give to internet users in terms of sharing information allows them to 

also spread false information. Therefore, genuine information and reliable sources of 

information are highly valued by internet users more than anything else, regardless of the 

conditions in which the information is obtained. When social media influencers understand 

the determinants of the credibility of the information they provide, consumers will also 

benefit in terms of receiving reliable and trustworthy information.  
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Both social media influencers and marketers will benefit from this study by learning 

the factors influencing consumers’ willingness to adopt user-generated product review 

videos as a credible source of information, which will influence their intention to purchase 

cosmetic products. On the other hand, social media influencers might lose their credibility if 

they do not exercise extreme caution when selecting the companies or goods to endorse and 

promote, ensuring that these are aligned with the subject matter in which they are regarded 

as experts. Therefore, the findings of this study provide insights into the key factors that 

social media influencers should consider when engaging with consumers. 

Due to the realisation that customers are spending an ever-increasing amount of time 

on social media platforms, companies have shifted their attention to social media influencer 

marketing. Based on the findings of this study, companies need to select social media 

influencers carefully so that they can be seen as having expertise, attractive, trustworthy, 

having homophily with the audience, and being able to provide information that is regarded 

to be of high quality by the audience. The influencer who already possesses these factors 

will be able to encourage the adoption of information and develop the intention to purchase 

the product. Thus, the findings serve as a practical guide for marketers looking to build 

relationships with beauty influencer in the Malaysian cosmetics industry.  

 

5.4 Limitations and Recommendations Future Research 

This study has some limitations that can be turned to opportunities for future 

research. The first limitation is where the information usefulness construct, which is a part 

of the information adoption model, could not be included in this study due to the absence of 

literature on the direct relationship between information usefulness and information 
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credibility. Therefore, information usefulness could not be added as a factor influencing the 

credibility of social media influencers. Hence, it is considered a limitation of this study. 

Future studies can look into the direct influence of information usefulness on information 

credibility.  

Another drawback of this study is that the pilot study relied solely on I-CATS 

University College students and staff members as respondents. Additionally, the sampling 

method used in the pilot study was convenience sampling. This is to avoid getting the same 

respondents for the actual study. However, based on the findings of the pilot study, no 

respondents represent the Indian ethnicity, and the results of the pilot study do not represent 

the population of Malaysia as a whole when compared to the respondents from the actual 

study. Therefore, future studies should use respondents that can represent the population in 

Malaysia as a whole. 

Moreover, this research uses a self-administered survey-based questionnaire due to 

the Covid 19 pandemic that occurred during the data collection process. As a result, there is 

a risk of participants misinterpreting the questions. A limitation of self-administered 

questionnaires is the potential for respondents to provide inaccurate answers. In addition, a 

closed-ended questionnaire was employed to collect the data, which prevents respondents 

from providing thorough answers and has the potential to generate response biases. 

Therefore, a researcher-administered questionnaire might prove useful in the process of 

obtaining a comprehensive response. This study method was carried out through interviews 

conducted by the researcher. These interviews allowed for the clarification of questions and 

answers that were vague or unclear. 
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The conceptual framework was primarily validated by testing with consumers in 

Malaysia. Hence, the findings provide restricted knowledge that is only from the perspective 

of Malaysian consumers.  However, some of the characteristics will likely have a higher or 

fewer degree of influence depending on the culture or demographic group that is being 

evaluated. This is something that needs to be taken into consideration. The results will likely 

vary from one country to another due to differences in the norms of lifestyle and culture.In 

addition, this study solely focused on women consumers and the cosmetic industry. It would 

be interesting to investigate how applicable the framework is in other contexts by replicating 

this framework to examine the influence of social media influencers on the adoption of 

information and purchase intention in both genders by looking at its influence on men and 

women. A study done by Lokithasan et al., (2019) found that women were more likely to be 

influenced by influencers who promoted beauty products while men were drawn to 

technology and gaming products. Therefore, future studies can make a comparison of the 

influence of social media influencers’ information credibility on consumers’ information 

adoption and purchase intention between men and women. A comparison between genders 

within the framework of social media influencers can also bring new theoretical and practical 

insights. 

 

5.5 Conclusion 

Beauty influencers are extremely helpful resources when gathering data and 

information about cosmetic products. The fact that this particular information originates 

from a third party that is not under the direct control of the product or service manufacturer 

makes it particularly valuable. This study investigated attractiveness, expertise, 
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trustworthiness, homophily, and information quality as the determinants of influencer 

attributes and their influence on information credibility among women who had experience 

watching beauty product review videos created by beauty influencers on YouTube in 

Malaysia. The results support the roles of expertise, homophily, trustworthiness, 

attractiveness, and information quality in influencing information credibility. In other words, 

customers will believe that the information posted by a social media influencer is credible 

so long as the customers view that the influencer is someone who is knowledgeable, 

beautiful, and trustworthy; that the influencer is comparable to the customers; and that the 

information is of high quality. 

Furthermore, establishing the credibility of a message in today’s information-

overloaded social media environment may not be an easy or straightforward procedure. 

When determining the credibility of a piece of information, it is vital to consider the source 

of the information. Credibility is known as an individual’s perception of how honest the 

information received by them is, as well as their capability to believe that they are not being 

deceived. In the context of information, credibility refers to the believability and 

acceptability of the information to the recipient (Yin et al., 2018). Moreover, customers will 

research the source of the information before they accept the advice or opinion in the online 

reviews. This is due to the increasing number of online users, which has led to an immense 

and almost immeasurable amount of information posted online by everyone who has access 

to the internet. Consequently, there are not only reliable and trustworthy sources of 

information but also sources of information created by fake accounts or unreliable sources 

that are especially created to boost sales for particular products or services. The most 

important factor in consumer information adoption is information credibility. Hence, it 

appears that the credibility of online reviews is also crucial when making purchase decisions 
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based on such reviews. Considering the importance of credibility in online reviews and 

purchase decisions, it is reasonable that evaluating credibility is of considerable interest to 

customers and marketers alike. 

Besides, consumers are more likely to believe the information that comes from an 

influencer’s personal experience rather than from a controlled source. The information can 

be trusted if the influencer’s suggestions are grounded in fact and provided in an upfront, 

open manner. Communication works best between consumers and the influencer when the 

consumers have similar beliefs, values, and ways of thinking as the influencer. Online 

message communicators influence the messages’ credibility, resulting in changes in 

consumer behavior. If the information can be trusted, the receiver considers the source as 

trustworthy. Higher levels of information credibility are also beneficial to information 

adoption, which in turn has an influence on customers’ intention to purchase (Tien et al., 

2018). Customers are willing to adopt the information shared by the influencer if they believe 

that the information comes from a credible source. In addition, when customers are willing 

to take advice from the influencer, they are more likely to purchase the product or service. 
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APPENDICES 

Appendix A: Exploratory Factor Analysis (EFA) for Pilot Study 

1. Bartlett’s Test of Sphericity and Kaiser-Meyer-Olkin (KMO)  

Bartlett’s Test and KMO Value  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .883 

Bartlett's Test of Sphericity Approx. Chi-Square 4155.165 

df 630 

Sig. .000 

 

The significance level for Bartlett's Test of Sphericity for all constructs in this study 

are 0.000, which meets the significance level (Al-Khamaiseh et al., 2020; Ehido et al., 2020; 

Hoque et al., 2017). Additionally, the value for Kaiser-Meyer-Olkin (KMO) was .883, which 

above the suggested value of 0.6 (Al-Khamaiseh et al., 2020; Bahkia et al., 2019; Hoque et 

al., 2017; Kaiser, 1974).  This showed that the study's sample size was sufficient and that the 

data were appropriate for this type of analysis. As a result, both values showed that the data 

gathered can be used to perform exploratory factor analysis (EFA) data reduction technique 

(Al-Khamaiseh et al., 2020; Hoque et al., 2017). 
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2. Total Variance Explained and Rotated Components Matrix  

 Total Variance Explained and Rotated Components Matrix for Expertise 

Total Variance Explained for Expertise 

Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 
% of 

Variance Cumulative % Total 
% of 

Variance 
Cumulative 

% 
1 4.049 80.984 80.984 4.049 80.984 80.984 
2 .393 7.869 88.853    
3 .257 5.146 93.999    
4 .177 3.545 97.544    
5 .123 2.456 100.000    

Extraction Method: Principal Component Analysis. 
 
As shown above, the total variance explained is 80.984 percent, which is acceptable 

because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; Bahkia et al., 

2019; Hoque et al., 2017). 

Rotated Components Matrix for Expertise 

Component Matrixa 

 
Component 

1 
The beauty influencer who appears in product review video on YouTube 
is someone who is dependable in the product category 

.849 

The beauty influencer who appears in product review video on YouTube 
is someone who is honest to represent the product category 

.884 

The beauty influencer who appears in product review video on YouTube 
is someone who is reliable to represent the product category 

.931 

The beauty influencer who appears in product review video on YouTube 
is someone who is sincere to represent the product category 

.929 

The beauty influencer who appears in product review video on YouTube 
is someone who is trustworthy to represent the product category 

.905 

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 

 

While, table above shows the relation and factor loading between the component and 

their associated elements. All item were retained since it has a factor loading larger than 0.6.  
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 Total Variance Explained and Rotated Components Matrix for Attractiveness 
 

Total Variance Explained for Attractiveness 

Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 
% of 

Variance Cumulative % Total 
% of 

Variance 
Cumulative 

% 
1 3.054 61.078 61.078 3.054 61.078 61.078 
2 .991 19.815 80.893    
3 .452 9.044 89.937    
4 .328 6.557 96.494    
5 .175 3.506 100.000    

Extraction Method: Principal Component Analysis. 
 

As shown in table above, the total variance explained is 61.078 percent, which is 

acceptable because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; 

Bahkia et al., 2019; Hoque et al., 2017). 

 
Rotated Components Matrix for Attractiveness 

Component Matrixa 

 
Component 

1 
I think that the beauty influencer who appears in product review video on 
YouTube is attractive. 

.834 

I think that the beauty influencer who appears in product review video on 
YouTube is someone with a class of her own (stylish) 

.837 

I think the beauty influencer who appears in product review video on 
YouTube is someone who is beautiful 

.906 

I think the beauty influencer who appears in product review video on 
YouTube is elegant 

.888 

The beauty influencer who appears in product review video on YouTube is 
sexy 

              .219   

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 

 
While, table above shows the relation and factor loading between the component and 

their associated elements. Four items were retained since it has a factor loading larger than 

0.6 and one item has to be removed from the real study which is “The beauty influencer who 

appears in product review video on YouTube is sexy” due to low factor loading (Al-

Khamaiseh et al., 2020; Awang, 2015; Awang et al., 2018). 
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 Total Variance Explained and Rotated Components Matrix for Trustworthiness 

 
Total Variance Explained for Trustworthiness 

Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 
% of 

Variance Cumulative % Total 
% of 

Variance 
Cumulative 

% 
1 4.049 80.984 80.984 4.049 80.984 80.984 
2 .393 7.869 88.853    
3 .257 5.146 93.999    
4 .177 3.545 97.544    
5 .123 2.456 100.000    

Extraction Method: Principal Component Analysis. 
 

As shown in above, the total variance explained is 80.984 percent, which is 

acceptable because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; 

Bahkia et al., 2019; Hoque et al., 2017). 

Rotated Components Matrix for Trustworthiness 

Component Matrixa 

 
Component 

1 
The beauty influencer who appears in product review video on YouTube is 
someone who is dependable in the product category 

.849 

The beauty influencer who appears in product review video on YouTube is 
someone who is honest to represent the product category 

.884 

The beauty influencer who appears in product review video on YouTube is 
someone who is reliable to represent the product category 

.931 

The beauty influencer who appears in product review video on YouTube is 
someone who is sincere to represent the product category 

.929 

The beauty influencer who appears in product review video on YouTube is 
someone who is trustworthy to represent the product category 

.905 

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 
 

While, table above shows the relation and factor loading between the component and 

their associated elements. All item were retained since it has a factor loading larger than 0.6.  



 

348 

 Total Variance Explained and Rotated Components Matrix for Homophily 
 

Table Total Variance Explained for Homophily 

Total Variance Explained 

Component 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 
% of 

Variance Cumulative % Total 
% of 

Variance 
Cumulative 

% 
1 3.121 78.023 78.023 3.121 78.023 78.023 
2 .500 12.488 90.512    
3 .216 5.404 95.916    
4 .163 4.084 100.000    

Extraction Method: Principal Component Analysis. 
 

As shown in table above, the total variance explained is 78.023 percent, which is 

acceptable because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; 

Bahkia et al., 2019; Hoque et al., 2017). 

Rotated Components Matrix for Homophily 

Component Matrixa 

 
Component 

1 
I rely on product review video by beauty influencers who are in the same 
age group as me 

.790 

I rely on a product review video by beauty influencers who are of the same 
gender as me 

.923 

I rely on a product review video by beauty influencers who have the same 
interests as me 

.936 

I rely on a product review video by beauty influencers who purchase beauty 
products the same way as me 

.877 

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 

 

While, table above shows the relation and factor loading between the component and 

their associated elements. All item were retained since it has a factor loading larger than 0.6.  
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 Total Variance Explained and Rotated Components Matrix for Information 
Quality 

 
Total Variance Explained for Information Quality 

Total Variance Explained 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 
1 3.775 75.506 75.506 3.775 75.506 75.506 
2 .550 10.999 86.505    
3 .263 5.254 91.759    
4 .225 4.492 96.252    
5 .187 3.748 100.000    

Extraction Method: Principal Component Analysis. 
 
As shown in table above, the total variance explained is 75.506 percent, which is 

acceptable because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; 

Bahkia et al., 2019; Hoque et al., 2017). 

Rotated Components Matrix for Information Quality 

 
While, table above shows the relation and factor loading between the component and 

their associated elements. All item were retained since it has a factor loading larger than 0.6.  

Component Matrixa 

 
Component 

1 
The information prepared for the product review video by the beauty 
influencers on YouTube is good and excellent 

.844 

The information prepared for the product review video by the beauty 
influencers on YouTube is sufficient and affluent 

.855 

The information prepared for the product review video by the beauty 
influencers on YouTube is new and latest 

.865 

The information prepared for the product review video by the beauty 
influencers on YouTube can be trusted and is convincing 

.892 

The information prepared for the product review video by the beauty 
influencers on YouTube is delivered right on time 

.887 

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 



 

350 

 Total Variance Explained and Rotated Components Matrix for Information 
Credibility 

 

Total Variance Explained for Information Credibility 

Total Variance Explained 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 
1 3.283 82.070 82.070 3.283 82.070 82.070 
2 .293 7.319 89.389    
3 .257 6.414 95.803    
4 .168 4.197 100.000    
Extraction Method: Principal Component Analysis. 
 

As shown in table above, the total variance explained is 82.070 percent, which is 

acceptable because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; 

Bahkia et al., 2019; Hoque et al., 2017). 

Rotated Components Matrix for Information Credibility 

Component Matrixa 

 
Component 

1 
In general, the information shared by the beauty influencers on YouTube is 
believable 

.888 

In general, the information shared by the beauty influencers on YouTube is 
based on facts 

.909 

In general, the information shared by the beauty influencers on YouTube is 
convincing 

.935 

In general, the information shared by the beauty influencers on YouTube can 
be trusted 

.892 

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 

 

While, table above shows the relation and factor loading between the component and 

their associated elements. All item were retained since it has a factor loading larger than 0.6.  
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 Total Variance Explained and Rotated Components Matrix for Information 
Adoption 

 

Total Variance Explained for Information Adoption 

Total Variance Explained 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 
1 3.535 88.373 88.373 3.535 88.373 88.373 
2 .216 5.404 93.776    
3 .129 3.217 96.993    
4 .120 3.007 100.000    

Extraction Method: Principal Component Analysis. 
 

As shown in table above, the total variance explained is 88.373 percent, which is 

acceptable because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; 

Bahkia et al., 2019; Hoque et al., 2017). 

 
Rotated Components Matrix for Information Adoption 

Component Matrixa 

 
Component 

1 
The information from the product review video created by the beauty 
influencers on YouTube contributes to my knowledge about the product that 
is discussed 

.920 

The information from the product review video created by the beauty 
influencers on YouTube makes it easier for me to make purchasing 
decisions 

.954 

The information from the product review video created by the beauty 
influencers on YouTube has increased the efficiency of my purchasing 
decisions 

.943 

The information from the product review video created by the beauty 
influencers on YouTube has encouraged me to make purchases 

.944 

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 

 
While, table above shows the relation and factor loading between the component and 

their associated elements. All item were retained since it has a factor loading larger than 0.6.  
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 Total Variance Explained and Rotated Components Matrix for Purchase Intention 

Total Variance Explained for Purchase Intention 

Total Variance Explained 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 
1 2.636 87.860 87.860 2.636 87.860 87.860 
2 .259 8.631 96.491    
3 .105 3.509 100.000    
Extraction Method: Principal Component Analysis. 

 

As shown in above, the total variance explained is 87.860 percent, which is 

acceptable because it is greater than the minimum of 60% (Al-Khamaiseh et al., 2020; 

Bahkia et al., 2019; Hoque et al., 2017). 

Rotated Components Matrix for Purchase Intention 

Component Matrixa 

 
Component 

1 
I have become interested in making purchases after watching a product 
review video shared by a beauty influencer on YouTube 

.917 

I have become more prone to purchasing certain products after watching a 
product review video shared by a beauty influencer on YouTube 

.965 

I will definitely try the product after watching a product review video 
shared by a beauty influencer on YouTube 

.929 

Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 

 

While, table above shows the relation and factor loading between the component and 

their associated elements. All item were retained since it has a factor loading larger than 0.6.  
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Appendix B: Certified Translator Certificate (English to Bahasa Malaysia) 
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Appendix C: Certified Translator Certificate (Bahasa Malaysia to English) 
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Appendix D: Expert Appointment Latter (Academic lectures who validated survey for 

content validity) 
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Appendix E: Expert Appointment Latter (Industry Expert who validated survey for 

contents validity) 
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Appendix F: Questionnaire 

 
 
 
 
 
 

  THE IMPACT OF INFLUENCER ATTRIBUTES ON CONSUMER 
INFORMATION ADOPTION AND PURCHASE INTENTION OF COSMETIC 
PRODUCT IN MALAYSIA: THE MEDIATING EFFECT OF INFORMATION 

CREDIBILITY 

 

Dear Respondents,  

I am a PhD student from the Faculty of Business and Economics, University Malaysia 
Sarawak (UNIMAS). The purpose of this study is to determine whether the presence of user 
generated content information credibility have a significant impact on information adoption 
and consumer purchase intention of cosmetic product in Malaysia. 

This study targets women in Malaysia between 18 and 56 years old who have experience 
watching cosmetic product review videos on YouTube. You are kindly invited to participate 
in this research study by completing the Google Form. As it is an anonymous survey, all 
responses will be kept private. The data collected from this survey will be analysed in terms 
of item score rather than individual and will be used for academic purposes only. 

Your participation is completely voluntary, and you are allowed to withdraw from the survey 
at any moment. However, I would be grateful for your participation and cooperation.  

Thank you for your participation and please contact me if you have any questions or require 
any information regarding this study. 

 

Contacts details; 
Nurashikin Binti Nazer Mohamed 
PhD Student 
Faculty of Economics and Business 
University Malaysia Sarawak, (UNIMAS) 
E-Mail: asheqin.nazer@gmail.com 
 

Supervisor; 
Dr Norizan Binti Jaafar 
Faculty of Economics and Business 
University Malaysia Sarawak (UNIMAS) 
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PENGARUH ATRIBUT PEMPENGARUH TERHADAP PENERIMAAN 
MAKLUMAT DAN NIAT MEMBELI PENGGUNA KOSMETIK DI MALAYSIA: 

KESAN PENGANTARA KREDIBILITY MAKLUMAT 

 

Responden yang dihormati, 

Saya merupakan pelajar PhD dari Fakulti Perniagaan dan Ekonomi, Universiti Malaysia 
Sarawak (UNIMAS). Tujuan kajian ini adalah untuk menentukan sama ada kehadiran 
kredibiliti maklumat kandungan janaan pengguna memberi kesan yang signifikan terhadap 
penerimaan maklumat dan niat pembelian pengguna produk kosmetik di Malaysia. 

Kajian ini mensasarkan wanita di Malaysia, usia 18 hingga 56 tahun. Anda dijemput untuk 
mengambil bahagian dalam kajian penyelidikan ini dengan mengisi borang google yang 
disediakan. Ini adalah tinjauan tanpa nama, jadi semua respons akan dirahsiakan dan 
dianalisis dalam skor item dan bukannya secara individu. Maklumat yang dikumpulkan akan 
digunakan untuk tujuan akademik. 

Penyertaan anda sepenuhnya sukarela, dan anda dibenarkan untuk menarik diri dari tinjauan 
pada bila-bila masa. Walau bagaimanapun, saya berterima kasih atas penyertaan dan 
kerjasama anda. 

Terima kasih atas penyertaan anda, dan jangan ragu untuk menghubungi saya sekiranya anda 
mempunyai pertanyaan atau memerlukan maklumat mengenai kajian ini. 

 

Maklumat untuk dihubungi; 
Nurashikin Binti Nazer Mohamed 
PhD Student 
Fakulti Ekonomi dan Perniagaan 
University Malaysia Sarawak, (UNIMAS) 
E-Mail: asheqin.nazer@gmail.com 
 

Penyelia; 
Dr Norizan Binti Jaafar 
Fakulti Ekonomi dan Perniagaan  
University Malaysia Sarawak (UNIMAS) 
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Section A: The use of YouTube Website 

Bahagian A: Penggunaan Laman Sesawang YouTube 
 
Please answer by placing (√). 
Sila jawab dengan meletakkan tanda (√). 
 
 

1.  How often do you watch product review video created by beauty influencers on 
YouTube? 
Berapa kerap anda menonton video ulasan produk yang dibuat oleh pempengaruh 
kecantikan di YouTube? 
 

 

 More than once a month  
(Lebih dari sekali dalam sebulan)                     

 

 Once a month  
(Sekali dalam sebulan) 

 

 Very rare  
(Sangat jarang) 

 

 Never  
(tidak pernah) 

 

 
 

2.  Which beauty influencer product review video did you prefer most? 
Video ulasan produk pempengaruh kecantikan mana yang paling anda sukai? 
 

 

 Malaysian beauty influencer   
(Pempengaruh kecantikan Malaysia)                

 

 International beauty influencer 
(Pempengaruh kecantikan antarabangsa) 

 

 

 

3.  Which types of cosmetic product reviews video do you prefer to watch the most? 
Jenis video ulasan produk kosmetik mana yang paling anda sukai? 
 

 

 Make up products  
(Produk solekan) 

 

 Skin care products  
(Produk penjagaan kulit) 

 

 Hair care products  
(Produk penjagaan rambut) 

 

 Fragrance products  
(Produk wangian) 
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Section B: Demographic Profile 
Bahagian B: Profil Demografi 

 
Please answer by placing (√). 
Sila jawab dengan meletakkan tanda (√). 
 
 
1.  Are you a female respondent? 

Adakah anda seorang responden 
wanita?? 
 

 

 Yes  

 No  

  

 

 

2.  What is your age? 
Berapakah umur anda? 
 

 

 18 – 27 years old  

 28 – 41 years old  

 42 – 56 years old  

  

 

 

3.  What is your race? 
Apakah bangsa anda? 
 

 

 Malay  

 Chinese  

 India  

 Bumiputera Sarawak  

 Bumiputera Sabah  

  
Others : ___________________ 
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4.  Where is your current location? 
Di manakah lokasi anda sekarang? 
 

 

 Peninsular Malaysia  

 Sarawak  

 Sabah  

 

5.  

 
What is your employment status? 
Apakah status pekerjaan anda? 
 

 

 Student (Pelajar)  

 Employed (Bekerja)  

 Self-employed (Bekerja sendiri)  

 Un-employed (Tidak bekerja)  

 

6.  What is the higher academic qualification that you possess? 
Apakah kelayakan akademik yang tertinggi anda miliki? 
 

 

 SPM  

 Certificate (Sijil)  

 Diploma (Diploma)  

 Bachelor Degree (Ijazah Sarjana)  

 Master (Sarjana)  

 PhD (Doktor Falsafah)  

 Others (Lain-lain): ______________________  

 

7.  What is your personal income level? 
Apakah tahap pendapatan bulanan peribadi anda? 
 

 

 Below RM1,000   

 RM1,000 - RM2,999  

 RM3,000 - RM4,999  

 RM5,000 - RM6,999  

 RM7,000 - RM8,999  

 RM9,000 - RM10,999  

 More than RM11,000  
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Section C (Bahagian C) 

 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 

Strongly 
Disagree 

Sangat tidak 
setuju 

Disagree 
Tidak 
setuju 

Somewhat 
Disagree 

Agak tidak 
setuju 

Neutral 
Berkecuali 

Somewhat 
Agree 
Agak 
setuju 

Agree 
Setuju 

Strongly 
Agree 
Sangat 
setuju 

1 2 3 4 5 6 7 
 
 

1 I think that the beauty influencer who appears in a 
product review video on YouTube is an expert who 
represents a particular product category. 
Saya berpendapat bahawa pempengaruh kecantikan 
yang muncul dalam video ulusan produk di YouTube 
ialah seorang pakar yang mewakili kategori produk 
tertentu. 

1 2 3 4 5 6 7 

2 I think that the beauty influencer who appears in 
product review video on YouTube is an experienced 
individual to represent the product category. 
Saya berpendapat pempengaruh kecantikan yang 
muncul dalam video ulasan produk di YouTube 
merupakan seorang individu berpengalaman untuk 
mewakili kategori produk. 

1 2 3 4 5 6 7 

3 I think that the beauty influencer who appears in 
product review video on YouTube has adequate 
knowledge to represent the product category. 
Saya berpendapat pempengaruh kecantikan yang 
muncul dalam video ulasan produk di YouTube 
mempunyai cukup berpengetahuan untuk mewakili 
kategori produk. 

1 2 3 4 5 6 7 

4 I think that the beauty influencer who appears in 
product review video on YouTube is qualified to 
represent the product category. 
Saya berpendapat pempengaruh kecantikan yang 
muncul dalam video ulasan produk di YouTube layak 
untuk mewakili kategori produk. 

1 2 3 4 5 6 7 

5 I think the beauty influencer who appears in product 
review video on YouTube is a skilled individual to 
represent the product category. 
Saya berpendapat pempengaruh kecantikan yang 
muncul dalam video ulasan produk ialah individu 
berkemahiran untuk mewakili kategori produk. 

1 2 3 4 5 6 7 
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Section D (Bahagian D)  
 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 
 

Strongly 
Disagree 
Sangat 

tidak setuju 

Disagree 
Tidak 
setuju 

Somewhat 
Disagree 

Agak 
tidak 
setuju 

Neutral 
Berkecuali 

Somewhat 
Agree 
Agak 
setuju 

Agree 
Setuju 

Strongly 
Agree 
Sangat 
setuju 

1 2 3 4 5 6 7 
 
 

1 I think that the beauty influencer who appears in 
product review video on YouTube is attractive. 
Saya berpendapat pempengaruh kecantikan yang 
muncul dalam video ulasan produk di YouTube 
kelihatan menarik. 
 

1 2 3 4 5 6 7 

2 I think that the beauty influencer who appears in 
product review video on YouTube is someone with 
a class of her own (stylish). 
Saya berpendapat bahawa pempengaruh kecantikan 
yang muncul dalam video ulasan produk di 
YouTube adalah seorang mempunyai kelasnya yang 
tersendiri (bergaya). 
 

1 2 3 4 5 6 7 

3 I think the beauty influencer who appears in product 
review video on YouTube is someone who is 
beautiful. 
Saya berpendapat pempengaruh kecantikan yang 
muncul dalam video ulasan produk di YouTube 
ialah seorang yang cantik. 
 

1 2 3 4 5 6 7 

4 I think the beauty influencer who appears in product 
review video on YouTube is elegant. 
Saya berpendapat pempengaruh kecantikan yang 
muncul video ulasan produk pengguna di YouTube 
kelihatan elegan. 
 

1 2 3 4 5 6 7 
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Section E (Bahagian E)  
 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 
 

Strongly 
Disagree 
Sangat 

tidak setuju 

Disagree 
Tidak 
setuju 

Somewhat 
Disagree 

Agak 
tidak 
setuju 

Neutral 
Berkecuali 

Somewhat 
Agree 
Agak 
setuju 

Agree 
Setuju 

Strongly 
Agree 
Sangat 
setuju 

1 2 3 4 5 6 7 
 
 

1 The beauty influencer who appears in product 
review video on YouTube is someone who is 
dependable in the product category. 
Pempengaruh kecantikan yang muncul dalam video 
ulasan produk ialah seseorang yang boleh diharap 
dalam kategori produk. 

1 2 3 4 5 6 7 

2 The beauty influencer who appears in product 
review video on YouTube is someone who is honest 
to represent the product category. 
Pempengaruh kecantikan yang muncul dalam video 
ulasan produk ialah seorang yang jujur untuk 
mewakili kategori produk. 

1 2 3 4 5 6 7 

3 The beauty influencer who appears in product 
review video on YouTube is someone who is 
reliable to represent the product category. 
Pempengaruh kecantikan yang muncul dalam video 
ulasan produk ialah seorang yang berwibawa untuk 
mewakili kategori produk. 

1 2 3 4 5 6 7 

4 The beauty influencer who appears in product 
review video on YouTube is someone who is 
sincere to represent the product category. 
Pempengaruh kecantikan yang muncul dalam video 
ulasan produk ialah seorang yang ikhlas untuk 
mewakili kategori produk. 

1 2 3 4 5 6 7 

5 The beauty influencer who appears in product 
review video on YouTube is someone who is 
trustworthy to represent the product category. 
Pempengaruh kecantikan yang muncul dalam video 
ulasan produk ialah seorang yang boleh dipercayai 
untuk mewakili kategori produk. 

1 2 3 4 5 6 7 
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Section F (Bahagian F)  
 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 

Very 
untrue of 

me 
Sangat tidak 
benar pada 

saya 

Untrue 
of me 
Tidak 
benar 

pada saya 

Somewhat 
untrue of 

me 
Agak tidak 
benar pada 

saya 

Neutral 
Berkecuali 

Somewhat 
true of me 

Agak 
betul pada 

saya 

True of 
me 

Betul 
pada saya 

Very true of 
me 

Sangat betul 
pada saya 

1 2 3 4 5 6 7 
 
 

1 I rely on product review video by beauty influencers 
who are in the same age group as me. 
Saya bergantung video ulasan produk oleh 
pempengaruh kecantikan yang berada dalam 
kumpulan umur saya. 
 

1 2 3 4 5 6 7 

2 I rely on a product review video by beauty 
influencers who are of the same gender as me. 
Saya bergantung pada video ulasan produk oleh 
pempengaruh kecantikan yang sama jantina dengan 
saya. 
 

1 2 3 4 5 6 7 

3 I rely on a product review video by beauty 
influencers who have the same interests as me. 
Saya bergantung pada video ulasan produk oleh 
pempengaruh kecantikan yang mempunyai minat 
yang sama dengan saya. 
 

1 2 3 4 5 6 7 

4 I rely on a product review video by beauty 
influencers who purchase beauty products the same 
way as me. 
Saya bergantung pada video ulasan produk oleh 
pempengaruh kecantikan yang membeli produk 
kecantikan dengan cara yang sama seperti saya. 
 

1 2 3 4 5 6 7 
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Section G (Bahagian G)  
 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 

Very 
untrue of 

what I 
believe 
Sangat 

tidak benar 
dengan apa 
yang saya 
percayai 

Untrue 
of what I 
believe 
Tidak 
benar 

dengan 
apa yang 

saya 
percayai 

Somewhat 
untrue of 

what I believe 
Agak tidak 

benar dengan 
apa yang saya 

percayai 

Neutral 
Berkecuali 

Somewhat 
true of 
what I 
believe 
Agak 
betul 

dengan 
apa yang 

saya 
percayai 

True of 
what I 
believe 
Betul 

dengan 
apa yang 

saya 
percayai 

Very true 
of what I 
believe 
Sangat 
betul 

dengan 
apa yang 

saya 
percayai 

1 2 3 4 5 6 7 
 

1 The information prepared for the product review 
video by the beauty influencers on YouTube is good 
and excellent. 
Maklumat yang disediakan untuk video ulasan 
produk oleh pempengaruh kecantikan di YouTube 
adalah baik dan sangat bagus. 
 

1 2 3 4 5 6 7 

2 The information prepared for the product review 
video by the beauty influencers on YouTube is 
sufficient and affluent 
Maklumat yang disediakan untuk video ulasan 
produk oleh pempengaruh kecantikan di YouTube 
adalah mencukupi dan sangat banyak. 
 

1 2 3 4 5 6 7 

3 The information prepared for the product review 
video by the beauty influencers on YouTube is new 
and latest. 
Maklumat yang disediakan untuk video ulasan 
produk oleh pempengaruh kecantikan di YouTube 
adalah baharu dan terkini. 
 

1 2 3 4 5 6 7 

4 The information prepared for the product review 
video by the beauty influencers on YouTube can be 
trusted and is convincing. 
Maklumat yang disediakan untuk video ulasan 
produk oleh pempengaruh kecantikan di YouTube 
boleh dipercayai dan menyakinkan. 
 

1 2 3 4 5 6 7 
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5 The information prepared for the product review 
video by the beauty influencers on YouTube is 
delivered right on time. 
Maklumat yang disediakan untuk video ulasan 
produk oleh pempengaruh kecantikan di YouTube 
diberikan tepat pada masanya. 

1 2 3 4 5 6 7 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

371 

Section H (Bahagian H)  
 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 

Very 
untrue of 

what I 
believe 
Sangat 

tidak benar 
dengan apa 
yang saya 
percayai 

Untrue 
of what I 
believe 
Tidak 
benar 

dengan 
apa yang 

saya 
percayai 

Somewhat 
untrue of 

what I believe 
Agak tidak 

benar dengan 
apa yang saya 

percayai 

Neutral 
Berkecuali 

Somewhat 
true of 
what I 
believe 
Agak 
betul 

dengan 
apa yang 

saya 
percayai 

True of 
what I 
believe 
Betul 

dengan 
apa yang 

saya 
percayai 

Very true 
of what I 
believe 
Sangat 
betul 

dengan 
apa yang 

saya 
percayai 

1 2 3 4 5 6 7 
 
 

1 In general, the information shared by the beauty 
influencers on YouTube is believable. 
Secara umum, maklumat yang dikongsi oleh 
pempengaruh kecantikan di YouTube boleh 
diterima akal. 
 

1 2 3 4 5 6 7 

2 In general, the information shared by the beauty 
influencers on YouTube is based on facts. 
Secara umum, maklumat yang dikongsi oleh 
pempengaruh kecantikan di YouTube adalah 
berdasarkan fakta. 
 

1 2 3 4 5 6 7 

3 In general, the information shared by the beauty 
influencers on YouTube is convincing. 
Secara umum, maklumat yang dikongsi oleh 
pempengaruh kecantikan di YouTube adalah 
menyakinkan. 
 

1 2 3 4 5 6 7 

4 In general, the information shared by the beauty 
influencers on YouTube can be trusted. 
Secara umum, maklumat yang dikongsi oleh 
pempengaruh kecantikan di YouTube boleh 
dipercayai. 
 

1 2 3 4 5 6 7 
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Section I (Bahagian I)  
 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 

Very 
untrue of 

what I 
believe 
Sangat 

tidak benar 
dengan apa 
yang saya 
percayai 

Untrue 
of what I 
believe 
Tidak 
benar 

dengan 
apa yang 

saya 
percayai 

Somewhat 
untrue of 

what I believe 
Agak tidak 

benar dengan 
apa yang saya 

percayai 

Neutral 
Berkecuali 

Somewhat 
true of 
what I 
believe 
Agak 
betul 

dengan 
apa yang 

saya 
percayai 

True of 
what I 
believe 
Betul 

dengan 
apa yang 

saya 
percayai 

Very true 
of what I 
believe 
Sangat 
betul 

dengan 
apa yang 

saya 
percayai 

1 2 3 4 5 6 7 
 

1 The information from the product review video 
created by the beauty influencers on YouTube 
contributes to my knowledge about the product that 
is discussed. 
Maklumat daripada video ulasan produk yang 
dicipta oleh pempengaruh kecantikan menyumbang 
kepada pengetahuan saya tentang produk yang 
dibincangkan. 
 

1 2 3 4 5 6 7 

2 The information from the product review video 
created by the beauty influencers on YouTube 
makes it easier for me to make purchasing 
decisions. 
Maklumat daripada video ulasan produk yang 
dicipta oleh pempengaruh kecantikan memudahkan 
saya membuat keputusan pembelian. 
 
 

1 2 3 4 5 6 7 

3 The information from the product review video 
created by the beauty influencers on YouTube has 
increased the efficiency of my purchasing decisions. 
Maklumat daripada video ulasan produk yang 
dicipta oleh pempengaruh kecantikan telah 
meningkatkan keberkesanan keputusan pembelian 
yang saya buat. 
 

1 2 3 4 5 6 7 
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4 The information from the product review video 
created by the beauty influencers on YouTube has 
encouraged me to make purchases. 
Maklumat daripada video ulasan produk yang 
dicipta oleh pempengaruh kecantikan mendorong 
saya untuk membuat pembelian. 
 

1 2 3 4 5 6 7 
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Section J (Bahagian J)  
 
Instruction: Please indicates your level of agreement or disagreement with the following 
statements. 
Arahan: Sila nyatakan tahap persetujuan atau ketidaksetujuan anda dengan pernyataan 
berikut. 
 
Very untrue 

of me 
Sangat tidak 
benar pada 

saya 

Very 
untrue of 

me 
Sangat 
tidak 
benar 

pada saya 

Very untrue 
of me 

Sangat tidak 
benar pada 

saya 

Very 
untrue of 

me 
Sangat 

tidak benar 
pada saya 

Very 
untrue of 

me 
Sangat 
tidak 
benar 

pada saya 

Very 
untrue of 

me 
Sangat 
tidak 
benar 

pada saya 

Very untrue 
of me 

Sangat tidak 
benar pada 

saya 

1 2 3 4 5 6 7 
 
 

1 I have become interested in making purchases after 
watching a product review video shared by a beauty 
influencer on YouTube. 
Selepas menonton video ulasan produk yang 
dikongsikan oleh pempengaruh kecantikan dalam 
YouYube, saya jadi berminat untuk membuat 
pembelian. 
 

1 2 3 4 5 6 7 

2 I have become more prone to purchasing certain 
products after watching a product review video 
shared by a beauty influencer on YouTube. 
Selepas menonton video ulasan produk yang 
dikongsikan oleh pempengaruh kecantikan dalam 
YouTube, saya lebih cenderung membeli sesuatu 
produk. 
 

1 2 3 4 5 6 7 

3 I will definitely try the product after watching a 
product review video shared by a beauty influencer 
on YouTube. 
Selepas menonton video ulasan produk yang 
dikongsikan oleh pempengaruh kecantikan dalam 
YouYube, saya pasti akan mencuba produk tersebut. 
 

1 2 3 4 5 6 7 

 
 
 
 

***End of Survey*** 
Thank you for your cooperation 

 




