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The Effect of Influencer Credibility on Attitude towards Influencers in 

Repurchase Intentions: Perspective from Malaysia 

 

ABSTRACT 

 

 

This study investigates the mobile gaming industry, focusing on influencers’ credibility, 

players’ attitudes towards the influencers, and repurchase intention for In-App Purchases 

(IAPs) among Malaysian Genshin Impact players. It aims to assess which influencer 

credibility factors affect spenders’ attitudes towards influencers, the relationship between 

players’ attitudes towards influencers and their repurchase intention for IAPs, and the 

moderating effect of players’ gender on this relationship. In particular, the study employed 

a quantitative approach, surveying 230 respondents and analysing the data with SmartPLS 

4.0. Results indicate that the credibility dimensions, attractiveness, and similarity, were 

found to significantly and positively influence attitude towards influencers. Moreover, a 

significant and positive relationship was observed between attitude and repurchase intention, 

suggesting that players with a positive attitude towards influencers are more willing to 

repurchase IAPs. The results also demonstrated a significant moderating effect of player 

gender, with male players’ attitudes and repurchase intentions more likely to be affected. 

Additionally, this study provides insights for the mobile game industry on identifying 

influencers viewed as attractive and trustworthy to partner with and promote their games, 

and on stimulating repurchases to sustain the company’s revenue. For influencers, being 

perceived as attractive and trustworthy increases their chances of being selected by game 

companies for influencer marketing campaigns in Malaysia. The findings also extend the 

use of Source Credibility Theory in the Malaysian mobile gaming industry, with social 

identity theory’s player gender playing a significant moderating role. Concurrently, this 

study helps to improve understanding within the mobile gaming industry and enhance 

customer willingness to repurchase IAPs. Nevertheless, future research could explore the 

framework's use in other geographical contexts, including additional factors such as 

parasocial interactions or attitudes towards the brand or product, and analyse the role of 

gender across the entire framework using Multi-Group Analysis (MGA).  

 

Keywords: Mobile gaming industry, influencer marketing, attitude towards influencers, 

repurchase intention, source credibility  
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Kesan Ciri Kredibiliti terhadap Sikap Terhadap Pempengaruh dalam 

Kemahuan Pembelian Semula: Perspektif dari Malaysia 
 

ABSTRAK 

 

 

Kajian ini menyelidiki industri permainan mudah alih, dengan fokus terhadap ciri kredibiliti 

pempengaruh, sikap pemain terhadap pempengaruh, dan kemahuan pembelian balik 

pembelian dalam aplikasi pemain-pemain Genshin Impact di Malaysia. Kajian ini bertujuan 

menilai faktor kredibiliti pempengaruh yang mempengaruhi sikap pemain terhadap 

pempengaruh, hubungan antara sikap pemain dan niat pembelian balik mereka untuk 

pembelian dalam aplikasi, dan kesan penyederhanaan jantina pemain antara sikap dan niat 

pembelian balik. Kajian ini menggunakan pendekatan kuantitatif, meninjau pandangan 230 

responden serta menganalisis data dikumpul menggunakan perisian SmartPLS 4.0. Dimensi 

kredibiliti seperti daya tarikan dan kebolehpercayaan didapati mempunyai kesan signifikan 

dan positif terhadap sikap terhadap pempengaruh. Hasil kajian menunjukkan hubungan 

signifikan dan positif antara sikap dengan kemahuan pembelian semula dalam aplikasi, 

mencadangkan bahawa pemain yang bersikap positif terhadap pempengaruh lebih bersedia 

untuk membeli balik pembelian dalam aplikasi. Kesan signifikan juga didapati oleh 

penyederhanaan jantina pemain, di mana kemahuan pembelian balik pemain lelaki lebih 

cenderung terjejas.Kajian ini memberikan cadangan untuk industri permainan mudah alih 

bagi mengenalpasti pempengaruh yang disifatkan menarik dan boleh dipercayai untuk 

bekerjasama dan mempromosikan permainan mereka, serta merangsangkan pembelian 

balik untik mengekalkan pendapatan Syarikat. Bagi pempengaruh, dianggap menarik and 

dipercayai akan memberi peluang tinggi untuk dipilih oleh syarikat permainan yang ingin 

melakukan kempen pemasaran pempengaruh di Malaysia. Penemuan ini juga menyumbang 

kepada perluasan penggunaan teori kreditibiliti sumber dalam industri permainan mudah 

alih, dan meningkatkan kesediaan pelanggan untuk membeli balik pembelian dalam aplikasi. 

Penyelidikan masa depan boleh meneroka penggunaan rangka kerja dalam konteks geografi 

yang lain, memasukkan faktor tambahan seperti interaksi parasocial atau sikap terhadap 

jenama atau produk, dan menganalisis peranan jantina merentasi keseluruhan rangka kerja 

menggunakan analisis berbilang kumpulan (MGA). 

 

Kata Kunci: Industri permainan mudah alih, pemasaran pempengaruh, sikap terhadap 

pempengaruh, kemahuan pembelian semula, ciri kredibiliti  
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CHAPTER 1: 

INTRODUCTION 

1.1 Introduction 

Source Credibility Theory (Munnukka et al., 2016) defines an influencer’s credibility 

in terms of four variables: attractiveness, expertise, trustworthiness, and similarity. While 

past studies have examined the importance of influencers across industries such as fashion 

and cosmetics, the role of influencers in the mobile gaming industry, and whether 

influencers’ credibility affects mobile gamers' repurchase intentions, these topics have not 

yet been studied. 

This chapter provides an overview of the study. First, a general overview and 

background discussion will be provided. This is followed by the problem statement, research 

questions, research objectives, the significance and scope of the study, definitions of key 

terms, the organisation of the study, and the chapter conclusion. 

1.2 Background of Study 

Mobile games are video games played on portable, wireless devices such as 

smartphones and tablets (Cai et al., 2022). This method is one of the three leading platforms 

for playing video games (Morris, 2023), alongside dedicated consoles (devices connected to 

a monitor or Television (TV) that use controllers to play games) and Personal Computers 

(PCs). All three types of gaming share the same objective: encouraging continuous play and 

eventual spending by their players (Syvertsen et al., 2022). 

The global mobile games market has been growing rapidly since 2022. It is expected 

to reach an industry value of US$126.10 billion in 2025 (Statista, 2024f). Over the period 
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2025 to 2029, the Compound Annual Growth Rate (CAGR) of this global market is forecast 

to be 5.56%, reaching US$156.60 billion by 2029. 

In Malaysia, the mobile games industry is expected to grow at a CAGR of 7.46% 

over the same forecast period, exceeding the global CAGR. This growth is increasingly 

driven by community-oriented mobile games that allow players to play with their friends 

(Chandy, 2024a; Statista, 2023a). These are also known as multiplayer or cooperative mobile 

games. One of the main challenges will be for developers to ensure user satisfaction and 

enjoyment and to retain loyal players, which could lead to the purchase of virtual items in 

mobile games (Lee et al., 2024). Furthermore, the purchase of these virtual items is known 

as microtransactions (Rita et al., 2024). It is one of three business models for online mobile 

games to earn revenue. 

In the first three quarters of 2024, Malaysia ranked fourth in Southeast Asia in 

revenue from In-App Purchases (IAPs), bringing in around US$250 million (Lu et al., 2024). 

While this represents an 8% year-over-year drop (Figure 1-1), Malaysians are still spending 

more on average (RM121) than Indonesian and Filipino players at RM114 and RM65, 

respectively (Hisham, 2023). In addition, female gamers in Malaysia were observed to 

spend, on average, RM127, compared to male players, who spent only RM54 (Coda, 2023). 
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Figure 1-1: 

Mobile Game In-App Purchases Revenue in Southeast Asia 

 

Source: Sensor Tower (2024) 

 

Mobile games can be further broken down into various genres or categories, namely 

action, adventure, arcade, board, card, casino, casual, educational, music, puzzle, racing, 

Role-Playing Game (RPG), simulation, sports, strategy, trivia, and word games (Google, 

2025). Similarly, there are also additional niche genres such as battle royale and Multiplayer 

Online Battle Arena (MOBA) games (Apptamin, 2022). While these two genres are not 

considered to be an official game genre in both Apple’s App Store and Google’s Play Store, 

the top two highest-grossing mobile games globally for 2024 were a Chinese-developed 

MOBA game, Honor of Kings, with an estimated revenue of US$1.8 million. This is 

followed by MONOPOLY GO! with a revenue of US$1.5 million in player spending 

(Clement, 2025). 

According to Salehudin and Alpert (2021), 70% of all IAPs made by a mobile app’s 

users originate from only the top 10% of the paying users. Meanwhile, Guo et al. (2022) 

reported that freemium apps tend to have moderate conversion rates of 1% to 10%. However, 

when players spend money and make at least one IAP in the mobile games they play, the 
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likelihood of removing the game from their daily cycle decreases drastically (Boghe et al., 

2020). 

Subsequently, when players continue to use their mobile games after spending 

money, they are more likely to spend even more on those games than the average new player 

(Lakić et al., 2023). This scenario, also referred to as the sunk cost fallacy in mobile gaming, 

provides insights to the game developers, companies, and marketers. This is due to the fact 

that when players make the initial payment for virtual items, they perceive themselves as 

having invested in the mobile game they play. Consequently, it would be challenging for 

them to stop playing the game, as they have already invested real-life resources into it 

(Zendle et al., 2020).  

In Malaysia, the top five most popular game genres in 2024 were action, casual, 

strategy, sports, and adventure (Farid, 2024). This contrasts with the findings based on 

mobile game revenue in Malaysia, where the top three most profitable mobile games were 

Mobile Legends: Bang Bang (MLBB, MOBA genre), PlayerUnknown’s Battlegrounds 

Mobile (PUBG, battle royale genre), and MONOPOLY GO! (board genre) (Siddharta, 

2024b), as displayed in Figure 1-2. This echoes the most profitable game genres globally. 

Concurrently, this implies that while many gamers in Malaysia might download a mobile 

game and play it, which can make the game and its genre popular, this does not necessarily 

translate into actual spending on IAPs, as evidenced by mobile game revenue figures.  
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Figure 1-2: 

Top 10 Mobile Games in Malaysia Based on Revenue in 2023 

 

Source: Siddharta (2024b) 

 

This represents an opportunity for mobile game companies targeting the Malaysian 

market, which has a CAGR of 7.46% compared to the global rate of 5.56%. In Malaysia, 

younger audiences aged 18 to 24 prefer Instagram and TikTok as their social media platforms 

for connecting with other community members. Moreover, a vast majority of players aged 

18 to 44 were reported to search for gaming updates and news through gaming publishers, 

via content creators for the game, and through word of mouth from their peers (Omnicom 

Media Group Asia Pacific (OMG APAC), 2024). Hence, to increase revenue from mobile 

games through IAPs, mobile game businesses and marketers should consider using 

influencers and content creators in marketing campaigns targeting gamers in this age range 

(Devarajan, 2024). 

Genshin Impact is an open-world adventure RPG developed by the Chinese company 

MiHoYo/HoYoverse (Genshin Impact, 2025). This mobile game uses a free-to-play model, 

unlike conventional mobile games that require an upfront purchase to play. Free-to-play 

games are available for download and play for free, with revenue generated through in-game 

advertising and microtransactions (Lassila, 2022). 
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Hamari et al. (2020) argued that the free-to-play business model can be equated with 

the freemium model in the mobile games industry, where the core game is offered to players 

at no charge and revenue is derived from the sale of premium services and additional 

products. This is attributed to the fact that the developers of these mobile games and apps do 

not charge upfront for downloading and using the software (Numminen et al., 2022). 

Therefore, revenue must be generated from either in-game advertising (Enache et al., 2023) 

or IAPs for additional features or advantages. 

These IAPs, also known as microtransactions, allow players to pay for additional 

features or virtual items. These virtual items can further be classified into two general 

categories: decorative or cosmetic items that only affect in-game appearances (Brooks & 

Clark, 2023) and functional items that affect players’ gameplay experience (Petrovskaya & 

Zendle, 2021). Among these microtransactions, there are also various ways to obtain the 

virtual items after payment. The first method is through a fixed-reward microtransaction, 

where the items are guaranteed upon making an IAP (Neely, 2021). Meanwhile, the second 

method is through loot box mechanics, also known as gachas, chests, or crates (Montiel et 

al., 2022), in which players spend money for a chance to obtain virtual items (Spicer et al., 

2022). 

Industry reports have highlighted that IAPs are among the most common ways 

developers generate revenue, and that 79% of mobile game users use them (Tafradzhiyski, 

2024). According to Warden and Zendle (2021), most of the top-grossing mobile games 

generate their revenue through loot box mechanics. Nevertheless, it is challenging to 

encourage players or gamers to make their first purchase, and developers typically charge an 

average of US$35.42 to help them make their first IAP (Grguric, 2024). In addition, only 5% 

of total app users were reported to make IAPs (Kostopoulos et al., 2023; Salehudin & Alpert, 

2021). Therefore, for developers who have made their mobile games free to download and 

play, such as Genshin Impact, it is crucial for the game's sustainability that players are willing 

to spend money on IAPs. 

For Genshin Impact, the mobile game generated approximately US$5 billion in 

lifetime gross revenue from IAPs in mainland China alone since its launch in 2020, with 

revenue from countries outside China estimated at US$4 billion (Astle, 2024). This indicates 

that China alone accounts for more than 55% of total revenue from IAPs in the mobile game. 
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The game also won the Apple App Store Best of 2020 and Google Play Best Game of 2020 

awards (Takahashi, 2020). At the same time, it was the fastest mobile game app to reach 

US$5 billion in global revenue, achieving it in only 40 months since launch (Clement, 

2024b). 

Figure 1-3: 

Estimated Revenue for Genshin Impact Globally from September 2020 to October 

2024 

 
Source: Clement (2024a) 

 

Nonetheless, the mobile game has been experiencing a steady revenue decline over 

the past few years. Figure 1-3 illustrates the estimated global game revenue for Genshin 

Impact from September 2020 to October 2024, reflecting a downward trend. The mobile 

game's final peak revenue occurred between 2022 and 2023, when revenue reached almost 

US$150 million. This coincides with the time period when the game was the number one 

mobile game that players in Malaysia, Singapore, and the Philippines were reported to spend 

their money on (Bashir, 2022). In addition, Genshin Impact was the most tweeted-about 

mobile game in both Malaysia and Singapore on Twitter in 2022 (Marketing Interactive, 

2022). This reflects the popularity of the mobile game on social media platforms, where 

players, gaming communities, and gaming influencers can be observed. 
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1.3 Social Media Influencers 

According to Makki et al. (2025), influencer marketing is more effective than 

conventional marketing tools in boosting the visibility of mobile games. The contribution of 

influencer marketing is not limited to introducing a brand-new mobile game to a broader 

audience. In line with this, Bakach et al. (2024) suggested that gaming influencers on social 

media platforms can leverage their social influence to drive user engagement with mobile 

games. This implies that followers who trust and value the opinions of the influencers they 

follow are more likely to engage positively with a mobile game endorsed by those 

influencers, and vice versa. 

Globally, younger demographics, such as Generation Z (individuals born between 

1997 and 2012), are using social media platforms to follow gaming content creators and 

consume their posts and videos. Notably, 21% of social media users aged 18 to 24 reported 

following gaming influencers, followed by 15% of users aged 25 to 34 (Clement, 2021). 

With the global gaming influencer industry estimated to reach US$4.6 billion by 2025 

(Haryacha, 2024), mobile game developers and marketers should leverage the broad reach 

of these influencers across various social media platforms to promote and endorse their 

mobile games to their audiences. Simultaneously, marketing campaigns can also be run on 

social media platforms to encourage users to try new games. For example, the TikTok 

marketing campaign hashtag #TikTokMadeMePlayIt has generated more than 9,000 posts 

on the platform, with more than 161 million views globally (Influencer, 2024). 

Past studies have defined influencer types based on the total number of their 

followers, ranging from nano- to mega-influencers. According to Conde and Casais (2023), 

mega influencers are defined as those with more than 1 million followers, who are globally 

recognised, and can reach and potentially create global trends (Leban et al., 2021). However, 

it also poses the risk of reduced engagement with their followers due to the sheer size of 

their follower base, as well as charging premium prices for endorsements. Subsequently, 

macro influencers are defined as having followers ranging from 100,000 to 1 million, a more 

diverse audience, and a specific niche that brands might find appealing (Kay et al., 2020). 

They also charge more than micro influencers. 
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The third influencer category is micro-influencers, defined as those with a follower 

count between 1,000 and 100,000. This results in them having a strong relationship with 

their loyal audience and thus being viewed as highly credible, and having an engaged 

community around their specialised areas of interest, such as gaming (Park et al., 2021). 

Despite these, it has the disadvantage of having lower visibility and reach compared to 

macro- and mega influencers. Lastly, Şenyapar (2024) defined nano influencers as having a 

follower count of 1,000-10,000 and high levels of engagement with their followers, driven 

by genuine experiences that create meaningful and substantial impact (Macalik, 2021). This 

includes having the ability to influence purchasing decisions within their small community 

(Harshitha et al., 2021), though with the disadvantage of having the smallest visibility and 

reach compared to other tiers of influencers. For mobile game companies and marketers 

seeking to reach a global audience promptly, partnering with macro or mega influencers can 

help achieve that objective. However, for developers who wish to foster a small yet closely 

knit community, nano influencers could be their preferred choice. Moreover, the 

identification and selection of gaming influencers depend on the marketing objectives set by 

the mobile game developers and their marketing department. Table 1-1 summarises the four 

types of influencers. 

Table 1-1: 

Summary of the Four Types of Influencer 
Types Nano Micro Macro Mega 

Followers 1,000 – 10,000 1,000 – 100,000 100,000 – 

1,000,000 

> 1,000,000 

Advantages High levels of 

engagement due to 

genuine 

experiences 

Engaged 

community within 

their specialized 

area 

Has diverse 

audience with 

specific niche 

Can potentially 

create global trends 

Disadvantages Very limited 

visibility and reach 

Lower visibility 

than macro- and 

mega influencers 

Charge more than 

micro influencers 

Less follower 

engagement, 

premium rates for 

endorsements 

 

When the influencer successfully blends the organisation’s brand with their personal 

branding, a mutually beneficial relationship can be created (Nascimento et al., 2020). This 

relationship must be presented to the audience to create high levels of authentic engagement, 

as followers who perceive the influencer and their content as trustworthy and credible are 

more likely to be persuaded by their opinions (Scott, 2022). In essence, having high levels 
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of trust and personal engagement makes their endorsements more impactful than 

conventional advertising methods (Nafees et al., 2020). 

1.3.1 Malaysian Influencer Industry 

The influencer industry reached $16.4 billion in net worth in 2022 (Leung et al., 

2022) and is forecast to exceed $22 billion in 2025 (Statista, 2024d). In Malaysia, the 

influencer marketing industry is projected to grow by 10.79% from 2024 to 2028, with a 

market value of US$102.30 million by 2028 (Taslaud, 2024). It was also forecast that 

spending on influencer advertising would reach US$77.03 million by 2025 and US$110.80 

million by 2029 (Statista, 2024e). This reflects an annual growth rate of 9.51% between 2025 

and 2029. Nevertheless, Malaysian consumers' purchasing decisions were reported to be less 

influenced than those in other Southeast Asian (SEA) countries such as Thailand, Vietnam, 

or Indonesia. 53% of respondents in Malaysia stated that recommendations from influencers 

positively influenced their purchase decisions, compared with 69% in Thailand (Cube Asia, 

2024). 

Nonetheless, mega influencers were highlighted to significantly influence Malaysian 

consumers’ purchasing decisions (BERNAMA, 2024), with 61% of respondents stating they 

would be willing to purchase a product based on endorsements from the influencers they 

follow. This percentage is exceptionally high among the younger generations aged 16 to 34. 

Figure 1-4 depicts the percentage of internet users who have followed influencers on various 

social media platforms in Malaysia by age group. In terms of gaming influencers, Muhd 

Faris bin Zakaria, also known as “Soloz” on his social media platforms, boasts 1.85 million 

YouTube subscribers and has garnered 583 million total views across all his uploaded videos. 

In 2024, he achieved the MLBB Streamer of the Year award at the MLBB Creator Awards 

event (Salim, 2024a). Meanwhile, gaming content creator Muhammad Shafiq, under his 

online username “kingshahx,” also won the Gaming Creator of the Year award at the TikTok 

Awards Malaysia 2024 (Ang, 2024). These achievements demonstrate the recognition 

Malaysian gaming influencers have received on the global stage. 

With a large majority of internet users aged 16 to 34 having followed at least one 

influencer, this suggests that businesses targeting Malaysian consumers can leverage 

influencer marketing to promote their brands, products, or services. On a similar note, young 
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consumers in Malaysia who perceive online influencers as more authentic and credible than 

conventional celebrities also report trusting influencers’ opinions more for low-involvement 

product categories (Li & Chan, 2024). Conversely, for extravagant brands targeting older 

consumers, the impact of traditional celebrities was more definite than that of online 

influencers. 

Figure 1-4: 

Percentage of Users Following influencers on Social Media Platforms by Age Group 

in Malaysia 

 

Source: Statista (2023b) 

 

This provides insight for businesses and marketing departments of firms that wish to 

target the millennial and Generation Z populations and influence their buying behaviour. For 

instance, brands whose products or services target younger individuals could partner with 

social media influencers who fit the specific industry and are trusted by their followers and 

communities. Particularly for Gen Z consumers, the characteristics of social media 

influencers, such as trustworthiness, expertise, attractiveness, and similarity, are essential 

factors in their decision to purchase (Sharipudin et al., 2023). Comparable to global 

consumers, Malaysian social media users also prefer trustworthy influencers who promote 

products or services in which they have expertise and competence (Ahmad et al., 2023), 

rather than solely relying on the physical presence of these spokespersons. 
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1.4 Malaysian Mobile Gaming Industry 

As of February 2024, the number of active social media users in Malaysia accounted 

for 83.1% of the total population (Statista, 2024a), or 28.33 million out of an estimated 34.1 

million in 2024. The number of mobile gamers in Malaysia is also estimated at 6.8 million 

(Mordor Intelligence, 2024), which is 19.9% of the total Malaysian population in 2024. 

Interestingly, this number is forecasted to grow to 9.5 million players by 2027 (Farid, 2024). 

According to Statista, the mobile games market in Malaysia is predicted to generate 

US$338.60 million in revenue for 2025 (Statista, 2023a). The mobile gaming market has 

experienced significant growth since the COVID-19 pandemic, with industry profits 

expected to reach US$451.60 million by 2029. At the same time, the Average Revenue per 

User (ARPU) of Malaysian mobile gamers is also forecast to be US$38.49 in 2025. This is 

a significant difference compared to the ARPU of the general online gaming market in the 

same period, which was only US$5.96 (Figure 1-5). This disparity can be attributed to 

Malaysian respondents' fondness for electronic wallet transactions, with Malaysia leading 

the world in electronic wallet usage at 63% respondents using this method for their 

transactions (Adyen, 2024). 

In 2024, the Malaysian government allocated RM30 million to develop and grow e-

sports (electronic sports) in the country (BERNAMA, 2023), with an additional RM20 

million allocated for 2025 (Salim, 2024b). In addition, the Malaysia Digital Economy 

Corporation (MDEC) approved 60 projects totalling RM36.7 million to develop various 

categories of games, including computer, console, and mobile platforms (Ministry of Digital, 

2024). This depicts the government's commitment to enhancing the growth of video games 

in general and e-sports for all gamers, including mobile gaming. 
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Figure 1-5: 

Predicted Average Revenue Per User (ARPU) of Online Games Market in Malaysia 

(2017-2029) 

Source: Statista (2024c) 

 

Malaysia has dramatically advanced its esports and mobile gaming industries despite 

a lack of private-sector investment. This is evident in the Malaysian team's achievement of 

its first e-sports silver medal in the mobile game Arena of Valor (AoV) at the Hangzhou 

Asian Games in China in 2023 (Hui, 2024; Peter, 2023). The country had also hosted the 

very first MLBB international tournament, known as the M1 World Championship, in 2019 

in Kuala Lumpur at the Axiata Arena (Marges, 2019). The sixth edition of this global 

tournament, the M6 World Championship, was also held at the Axiata Arena in 2024 (Elona, 

2024), where the Malaysian team Selangor Red Giants (SRG) won a bronze medal among 

23 international teams. This illustrates Malaysia's ability and potential to continue investing 

in the mobile gaming scene for future growth, whether from the government or private 

businesses and firms. 

In the Malaysian online video games industry in 2022, 52% of gamers surveyed were 

male, while 48% were female (Deloitte, 2023). While there are no specific demographic 

breakdowns for mobile gamers, it is notable that the average Malaysian still spends more 
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over a three-month survey period than Indonesian and Filipino mobile gamers. In addition, 

female mobile gamers were reported to be more willing to spend, on average per user, than 

male gamers, at RM127 compared to RM54 (Lim, 2023). At the same time, Malaysian 

mobile gamers were also revealed to be more willing to try a new mobile game based on 

recommendations and word-of-mouth from peers and family, including influencers they 

view as peers (FreeMalaysiaToday, 2023). Subsequently, this study aims to identify the role 

of influencers’ credibility characteristics in shaping Malaysian mobile gamers’ attitudes 

towards themselves, and how these attitudes impact repurchase intention for IAPs in the 

mobile game Genshin Impact in Malaysia. 

1.5 Problem Statement 

More than 75% of Malaysian consumers reportedly rely on influencers to solve their 

problems and increase their product knowledge. One example is the online games top-up 

website Codashop, which partnered with Malaysian gaming influencers such as Soloz, 

Daddy Hood, and Obot Gaming (Hashim, 2021), and was forecast to attract 7.5 million 

followers across their social media platforms interested in using the online top-up service. 

When partnering with influencers who are the right fit for the brand being promoted, higher 

levels of trust in the brand (GRIN, 2023) and a positive attitude towards it are created. 

In Malaysia, mobile game trends have shifted mainly toward freemium models due 

to limited marketing budgets and reliance on government grants to grow their companies 

(theSun, 2024). Notably, existing influencer marketing campaigns for mobile games tend to 

be short-term promotions, resulting in an initial spike in downloads without fostering long-

term player loyalty or repurchase behaviour. This often fails to translate into sustainable 

revenue growth (The Game Marketer, 2024), with in-game retention rates dropping from 

29.46% at day 1 to only 3.21% at day 30 (D'Souza, 2025). Consequently, this exacerbates 

the issues of rising customer acquisition costs and low customer lifetime value (Videbaek et 

al., 2024) in a US$350 billion industry. One key concern is that when players do not play a 

mobile game long enough to spend money on it, the high development and operating costs 

of game development pose a challenge for local developers (Musthafa, 2024) to recoup their 

financial investments and make a profit (Wong, 2024). 
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In Southeast Asia, almost one-third of surveyed gamers rely on gaming content 

creators for gaming-related information. At the same time, partnerships with select few 

influencers have resulted in a 90% increase in revenue for the mobile game Genshin Impact 

in Malaysia in December 2022 (Niko Partners, 2022). Genshin Impact is the first mobile 

game to win both Apple App Store Best of 2020 and Google Play Best Game of 2020 in the 

same year. In 2022, it was also the number one mobile game that players in Malaysia, 

Singapore, and the Philippines would spend their money on. More recently, the game has 

also won the “Best Mobile Game” award at Gamescom 2024 (Hoyoverse, 2024) and the 

“Excellence Award” by PlayStation (PlayStation, 2024). This reflects the game’s strong and 

enduring position among mobile gamers since its launch in 2020. According to Musthafa 

(2024), partnering with streamers and influencers is advantageous for marketing a game to 

the public and their audiences. The effectiveness of an influencer marketing strategy relies 

on the credibility, trust, and niche alignment of these influencers with the promoted brand 

(Lukashuk, 2023), though most Genshin Impact influencers are from the Western 

community. 

Influencer credibility, which consists of expertise, trustworthiness, attractiveness, 

and similarity, has been found to influence attitude significantly and behavioural engagement 

of consumers (Pan et al., 2024) in other industries such as food (Añaña & Barbosa, 2023), 

cosmetics (Saini & Bansal, 2024), and tourism (Najar et al., 2024). Despite its contributions 

across industries, the application of Source Credibility Theory in mobile gaming, particularly 

within specific ecosystems such as Genshin Impact, remains limited. Existing research was 

asserted to favour theories such as the Theory of Planned Behaviour (Abdullah et al., 2024) 

and the Unified Theory of Acceptance and Use of Technology (UTAUT) (Ramadhan et al., 

2024), or to lack a theory (Nabella et al., 2023). However, studies using Source Credibility 

Theory yield inconsistent findings. For example, a study by Chekima et al. (2020) noted that 

influencer attractiveness, expertise, and trustworthiness positively influenced consumer 

attitudes.  

Nevertheless, Crespo and Tille (2024) discovered that influencer trustworthiness 

does not influence consumers’ perceptions of influencers or their subsequent purchase 

intention. Similarly, Pham et al. (2021) emphasised that influencer trustworthiness and 

expertise do not significantly impact the purchasing behaviour of Vietnamese youth; instead, 
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they prefer the attractiveness factor. In contrast, Magano et al. (2022) established that 

influencer expertise influenced attitudes towards influencers, which, in turn, affected 

consumers’ purchase intentions. The study also suggested that cultural differences played a 

role in this relationship.  

Additionally, Niloy et al. (2023) reported that influencer or endorser credibility does 

not significantly influence consumers’ attitude towards the influencer. Meanwhile, Febriane 

et al. (2023) argued that influencer expertise did not significantly impact consumer attitude 

and purchase intentions. The empirical gap here is the conflicting results regarding which 

influencer credibility factors influence consumer behaviour. Past studies also generally use 

the original three-component source credibility framework proposed by Ohanian (1990) 

rather than the extended four-component framework by Munnukka et al. (2016), which 

accounts for the influencer's role as an endorser. This presents another gap: most studies 

using Source Credibility Theory focus only on the tri-component framework, rather than the 

updated four-component framework. This, in turn, indicates the growing role of social media 

influencers as a medium between companies and consumers. 

Furthermore, attitude may play an important role in the mobile gaming context, 

influencing their willingness to make purchases. A positive or negative attitude towards the 

influencer may influence the player's intention to repurchase IAPs over the long term 

(Foroudi et al., 2021). Furthermore, Hussain et al. (2024) reported that attitude influences 

consumer repurchase intentions. This ties into the first novelty of this study, which is to 

extend and confirm the use of the extended Source Credibility Theory in the Malaysian 

mobile gaming industry, specifically for the mobile game Genshin Impact. 

Past mobile gaming studies have focused only on the overall antecedents of players' 

purchase of IAPs across general mobile games (Buzulukova & Kobets, 2022; Ma & He, 

2024). A study by Aprianingsih et al. (2024) examined other factors affecting repurchase 

intention for IAPs in MLBB. Nonetheless, it did not examine the role of an influencer as a 

middleman. In addition, Putratama (2025) suggested that future studies investigating how 

influencers affect gamers' purchase intention could include credibility variables 

(attractiveness, trustworthiness, and expertise).  
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In Malaysia, a study by Che Wel et al. (2024) on local influencers found that long-

term, positive relationships, such as trust, drive consumer purchase intentions. Moreover, 

Tamsir et al. (2023) mentioned that consumers' purchase intention is also affected by 

influencers’ credibility. In the same study, the authors suggested the need to research factors 

that could positively or negatively affect consumers’ purchasing perceptions and behaviour. 

This highlights a gap in the literature: the question of which influencer credibility factors 

would affect their attitude towards influencers as middlemen (Munnukka et al., 2016) and 

how the consumer’s subsequent repurchasing intention would be affected has not yet been 

answered. Thus, the second novelty of this research aims to examine the role of influencers 

as middlemen between companies and players by investigating which influencer credibility 

factors affect players’ attitudes towards influencers. 

Gender may also moderate the relationship between attitude and repurchase 

intention. Social identity theory suggests that individuals define themselves in terms of their 

group memberships, such as nationality and gender (Tajfel & Turner, 1979). Vemuri (2025) 

suggested that male and female consumers analyse information and risks differently and thus 

respond differently to different influencer marketing campaigns. Despite this, the lack of 

research on specific consumer gender in the mobile game literature limits game companies’ 

ability to optimise campaigns that generate sustainable revenue through repeat purchases. 

Past studies have asserted that gender significantly influences consumer purchase decisions, 

including repurchasing (Suhartanto et al., 2021; Peng et al., 2024). Awal et al. (2023) posited 

that female consumers' positive attitudes significantly and positively influenced their future 

purchase intentions, more so than those of male consumers.  

Similarly, Hesham et al. 2021 also found that female respondents were more affected 

by external factors, such as COVID-19, and thus their intention to purchase was reduced. 

Conversely, Hasim and Mahbob (2025) stated that male users rely on influencers for 

informative guidance, such as factual content and expertise. In line with this, Dash et al. 

(2025) suggested that future studies investigating determinants of repurchase intention use 

socio-demographic factors, such as gender, as moderator variables. In this context, past 

studies tend to treat gender as a moderating variable without specifying a particular gender 

in their hypotheses or research questions (Aziz & Khan, 2024; Yap & Ismail, 2022). Despite 

these studies in other industries, there is an empirical gap regarding the moderating role of 
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gender in the mobile gaming industry, which this study hopes to address. In essence, this ties 

in with the third novelty of this study, which is to examine the influence of player gender on 

attitude and repurchase intention in influencer marketing within a mobile gaming context. 

This study aims to provide insights from a developing-country perspective for 

Malaysian mobile game developers and game companies that wish to expand into Malaysia 

in the future. This includes capitalising on the country’s number four ranking in revenue 

from IAPs in Southeast Asia. By gaining perspective from both male and female spenders in 

a once-hugely profitable mobile game, companies can further optimise their influencer 

marketing campaigns to reach a wider audience of both genders and maximise their 

marketing returns. In addition, by extending the usage of Source Credibility Theory to a 

mobile gaming context, this research aims to address empirical gaps in the literature. 

Concurrently, it provides actionable strategies to help mobile game companies develop 

gender-sensitive, long-term influencer marketing strategies suitable for their diverse player 

base, increase player engagement, and maximise return on investment. 

1.6 Research Questions 

The following research question aims to provide a deeper understanding of how 

Malaysian Genshin Impact players perceive influencer credibility, how this perception 

influences their attitude towards the influencer, and how this attitude boosts repurchase 

intention for IAPs, with a focus on player gender as a moderating factor. The findings will 

help mobile game companies shape their influencer marketing strategies to foster a positive 

attitude towards partnered influencers through influencer credibility and to drive repurchases 

of IAPs. 

i. What are the source credibility factors (influencer attractiveness, influencer 

expertise, influencer trustworthiness, influencer similarity) that influence spending 

players’ attitude towards the influencers in Genshin Impact in Malaysia? 

ii. What is the relationship between attitude towards influencers and the repurchase 

intention for IAPs in Genshin Impact in Malaysia? 
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iii. What is the moderating effect of player gender between attitude towards influencers 

and repurchase intention for IAPs in Genshin Impact in Malaysia? 

1.7 Research Objectives 

The general objective of this study is to assess how influencer credibility affects 

players’ attitudes towards influencers and how these attitudes translate into repurchase 

intentions, while player gender moderates these effects. The specific objectives are as 

follows: 

i. To assess the influence of social media influencers’ credibility factors (influencer 

attractiveness, influencer expertise, influencer trustworthiness, influencer similarity) 

on the attitude towards influencers in the context of Genshin Impact in Malaysia. 

ii. To determine the relationship between attitude towards influencers and repurchase 

intentions for IAPs in Genshin Impact in Malaysia. 

iii. To examine the moderating impact of player gender between attitude towards 

influencers and repurchase intention for IAPs in Genshin Impact in Malaysia. 

1.8 Significance of the Study 

The current study aims to address gaps in the literature regarding social media 

influencer credibility and its influence on spending behaviour among players in the context 

of mobile gaming. The significance of this study is to help the mobile gaming industry and 

companies better identify influencers with the identified credibility factors to partner with 

and promote their mobile games more successfully, thereby enhancing their revenue. This 

will help game companies overcome their most significant issue: not having sufficient 

players to keep spending and repurchasing IAPs to sustain their mobile games. For 

influencers, they can also determine which factors most influence their viewers’ attitudes 

towards them, and learning to project and display those factors would increase their 

reputation among viewers and convince mobile game companies to seek them out for future 

influencer marketing campaigns. As a result, a positive feedback loop is created in which 
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both mobile game companies and influencers generate revenue from each other, sustaining 

the mobile games that define their content. 

The examination of attitudes towards influencers and their correlation with 

repurchase intention for IAPs in the mobile gaming industry also helps address theoretical 

gaps in the mobile gaming literature, which are discussed in the following sections. 

Additionally, this study adopts a novel approach by introducing the moderating role of player 

gender in the relationship between attitude towards influencers and repurchase intention for 

IAPs in a mobile gaming context. 

1.8.1 Contribution to Source Credibility Theory 

Firstly, this study extends the use of Source Credibility Theory in the mobile gaming 

industry, which has remained limited. Past studies have used the tri-component source 

credibility framework in various industries. By focusing on how the four-component 

influencers’ credibility framework influences players’ attitudes towards the influencers’ role 

as middlemen and, eventually, their repurchase intentions, this study will help test the 

usability of the extended framework in a new and highly valued sector. In addition, this study 

could offer insights into a specific demographic that helps generate sustained repurchase 

intentions, which could be generalised to other mobile game companies in the industry. By 

exploring the relationships among influencer credibility, attitude towards influencers, and 

repurchase intention in a mobile gaming context, this study may uncover the viability and 

realistic motivations for implementing such marketing strategies in mobile game businesses. 

Secondly, conventional uses of Source Credibility Theory examine only its direct 

impact on consumers' purchase intention, even across other industries. Past studies have 

generally reported that attitudes are significant predictors of consumers’ behavioural 

intentions. This study adopts a different approach by adding a new variable measuring 

attitude towards influencers and examining how credibility might influence consumers’ 

repurchase intentions, rather than focusing solely on initial purchase intention. By exploring 

the role of social media influencers as middlemen between the company and the consumer, 

this could uncover a different interpretation of this relationship and introduce new depths to 

the conventional source credibility literature. This has previously been unexplored in the 

mobile gaming industry. 
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Overall, the findings of this research will provide actionable strategies for mobile 

game companies to enhance their influencer marketing campaigns. By better understanding 

how influencer credibility influences attitudes towards influencers and subsequently, 

repurchase intention among spending players in Genshin Impact in Malaysia, businesses can 

design more effective campaigns that drive long-term player engagement and loyalty via 

high credibility. This includes enhancing both non-spending and spending players’ attitudes 

towards a partnered influencer and translating it into higher repurchase intentions. 

1.8.2 Contribution to Social Identity Theory 

Past studies have demonstrated that male and female consumers process information 

and react differently. Nevertheless, these findings come from other industries, where 

research on the moderating role of player gender in the mobile gaming industry remains 

limited. Hence, by introducing the moderating role of player gender, this study 

acknowledges differences in player gender in marketing. In particular, it aims to understand 

how it moderates the relationship between attitude towards influencers and repurchase 

intention in a mobile gaming context. Furthermore, exploring player gender as a moderating 

variable can help companies ensure that different sections of their player base resonate well 

with influencers and their marketing campaigns. The findings of this study could help mobile 

game companies better understand how to maximise returns from future influencer 

marketing campaigns based on the gender distribution of their player base. 

Generally, this study aims to address theoretical and practical gaps in the source 

credibility literature regarding attitude towards influencers and repurchase intentions, with a 

focus on how player gender affects this relationship. 

1.9 Scope of the Study 

This study investigated the relationship between source credibility factors and the 

factors influencing spending players’ attitudes towards influencers, which, in turn, impacted 

repurchase intention among spending players of the mobile game Genshin Impact in 

Malaysia. The study covered various aspects of source credibility, including attractiveness, 

expertise, trustworthiness, and similarity. This study used an online survey, and the data were 
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collected from Malaysian players of the mobile game Genshin Impact who have also 

followed or consumed influencers’ content. 

1.10 Definition of the Key Terms 

To ensure consistency and clarity in future discussions, it is important to establish 

the key definitions for the terms used in this study. This section provides definitions of key 

terms throughout the study, including IAPs, source attractiveness, source expertise, source 

trustworthiness, source similarity, attitude towards influencers, and repurchase intention. By 

providing clear explanations of these terms, a solid foundation for future discussions can be 

established, and readers will have a clear, thorough understanding of the concepts examined 

in this study. 

1.10.1 Mobile Game 

Digital games that are designed for and to be played on mobile devices, including 

tablets, smartphones, and feature phones (Abdullah et al., 2024). 

1.10.2 Genshin Impact 

A free-to-play action role-playing, open-world mobile game produced by 

MiHoYo/HoYoverse (MiHoYo, 2025). 

1.10.3 Influencer 

Individuals who have dedicated and significant followings on social media 

platforms, and uses appealing content to exert influence over their followers (Engel et al., 

2024). These individuals usually base their contents around their own particular niche, such 

as cooking, fashion, and gaming. 

1.10.4 Source Credibility Theory 

A theory that suggests that credibility of a source is influenced by three initial 

constructs, namely expertise, trustworthiness, and attractiveness (Ohanian, 1990). Initially 
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developed to identify if magazine readers’ opinions changes would be influenced by sources 

or writers perceived to be “trustworthy” or otherwise; then extended by Munnukka et al. 

(2016) to include similarity as the fourth construct in determining credibility of a source. 

1.10.5 In-app purchases (IAP) 

A form of monetary transaction that occurs within mobile games that allows the 

players to purchase premium features, additional virtual items, or extra content within the 

mobile games (Firdaus & Rahadi, 2021). IAPs can generally be classified into two 

categories, fixed-reward purchases or chance-based/loot box purchases. 

1.10.6 Attractiveness 

Attractiveness is a characteristic commonly associated by individuals towards 

another individual that they follow or take note of, and is often defined as the physical 

attractiveness of the source (Mir & Salo, 2024), in this case the social media influencer. For 

the purposes of this study, attractiveness is also referred to as influencer attractiveness. 

1.10.7 Expertise 

The levels of perceived skills, knowledge, and understanding of the influencer or 

endorser among their followers, and which amplifies the reliability and precision of the 

information provided by these influencers (Alcántara-Pilar et al., 2024). For the purposes of 

this study, expertise is also referred to as influencer expertise. 

1.10.8 Influencer Trustworthiness 

The way the followers perceive the measure of genuineness and believability of the 

influencers that they are a fan of (Farivar et al., 2021). For the purposes of this study, 

trustworthiness is also referred to as influencer trustworthiness. 
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1.10.9 Influencer Similarity 

Similarity, also known as homophily, is explained as the similarity of perceived 

characteristics shared between the individual communicator and their audience such as 

demographics, values, or beliefs, or the consumer’s preference for similarity (Astle et al., 

2023). For the purposes of this study, similarity is also referred to as influencer similarity. 

1.10.10 Attitude towards Influencers 

The attitude that the players have towards the influencers who are creating content 

for the mobile game that they play. A positive attitude would influence their intentions to 

purchase the products being endorsed (Magano et al., 2022). 

1.10.11 Repurchase Intention 

Repurchase intention is defined as a positive response coming from consumers 

towards products or services who are willing to return and make purchases again in the future 

at the same company. Repurchase intentions were found to be dependent on past positive 

behaviours or attitudes (Chatzoglou et al., 2022). 

1.10.12 Gender 

The gender of players is used as the moderator variable and is defined as the state of 

being either male or female (Cambridge Academic Content Dictionary, 2025). 

1.11 Organization of the Study 

This report will be divided into five chapters: Introduction, Literature Review, 

Research Methodology, Results (Analysis and Evaluation), Discussion, Conclusion, and 

Recommendations. 

The first chapter provides an overview of the study, including the background, 

problem statement, research questions and objectives, significance, scope, definitions of key 

terms, and the overall organisation. 
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The second chapter reviews existing and past literature, relevant underlying theories, 

research gaps, conceptual frameworks, and the study's hypotheses. 

The third chapter discusses the research design in detail, the population sampling and 

design, sample selection, questionnaire and items development, pre-testing and actual data 

collection, and the statistical analyses to be performed. 

The fourth chapter presents and analyses the study's results, discusses the 

implications for the study's hypotheses, and examines the moderator variable of player 

gender. 

The fifth chapter summarises the study's findings, reviews their implications in both 

practical and theoretical perspectives, and presents the limitations and suggestions for future 

research. 
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CHAPTER 2: 

LITERATURE REVIEW 

2.1 Introduction 

This chapter discusses the empirical literature related to the variables used in this 

study. Following this, the development of the hypothesis will be examined. The 

underpinning theories will then be discussed. Next, the conceptual framework for this study 

will be presented. 

2.2 Source Credibility Theory 

The source credibility framework applies not only to brand-related endorsements by 

influencers but also to tangible products and intangible services. In the context of social 

media platforms and peer influencers, the four dimensions of attractiveness, expertise, 

trustworthiness, and similarity positively influenced consumers’ attitudes towards the 

endorsed brand and its accompanying advertisement (Bogoevska-Gavrilova & Ciunova-

Shuleska, 2022; Munnukka et al., 2016). Due to the updated framework’s suitability and 

versatility across various social media contexts, this four-dimensional source credibility 

framework has been used in subsequent studies on source credibility (Lou & Kim, 2019; 

Mahmood et al., 2023). The sections below discuss the four variables in source credibility 

theory: influencer attractiveness, expertise, trustworthiness, and similarity.  

2.2.1 Attractiveness 

Attractiveness refers to the influencer's appeal. According to Kim and Park (2023), 

an influencer's attractiveness is defined by physical factors and social factors. Their study 

argued that an influencer's attractiveness depends on both their physical appearance and their 

ability to build relationships with their audience. This contrasts with the original tri-
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component standardised by Ohanian (1990), in which the attractiveness scale consists solely 

of the influencer's or spokesperson's physical attributes. In addition, the four-component 

framework was extended by Munnukka et al. (2016), who defined attractiveness as the 

physical beauty of the public endorser. Despite this difference in definition, the studies 

conclude that an influencer's attractiveness strongly affects consumers' positive attitudes 

towards the product or brand being promoted. 

Recent studies in influencer marketing have commonly defined attractiveness as the 

influencer's physical appearance, such as stylish, sexy, elegant, beautiful, or good-looking 

(Ki et al., 2020; Mir & Salo, 2024). By using physical attractiveness as the measurement 

construct, Chekima et al. (2020) established its significance in shaping consumers’ attitudes 

towards the advertisement, the advertised product, and the consumer's purchase intention. 

Similarly, Ki and Kim (2019) found that influencer attractiveness significantly and positively 

affected the consumers’ attitudes towards the influencer. When influencers possess high 

levels of attractiveness, such as being handsome or sexy, followers and consumers 

experience visual enjoyment, which leads to a more positive and favourable attitude towards 

the influencers (Li & Peng, 2021). Kim and Kim (2021) further expand on the effect of 

physical attractiveness, finding that the physical aspects of the influencer are only relevant 

in initial judgments. This means that consumers and followers of the influencer do not view 

the influencer's physical attractiveness as a crucial foundation for building trust on social 

media platforms over the long term. 

In a Malaysian context, physical attractiveness has been found to positively influence 

the creation of a favourable impression of the influencer (Lee et al., 2023). Social media 

influencers perceived as highly attractive also influenced their viewers and consumers to be 

more willing to make impulse purchases online (Koay et al., 2021). This is because 

influencers who are viewed as having elegant or beautiful physical features have been argued 

to have a significant and positive relationship with the consumers’ attitudes towards 

influencers, whereby influencers who are more beautiful, elegant, or handsome can exert 

influence over the individuals’ attitude formations (Hariningsih et al., 2024), which can also 

be referred to as the “halo effect.” 
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2.2.1.1 Empirical Gap 

Nonetheless, Magano et al. (2022) found that influencer attractiveness did not affect 

consumers' purchase intention when mediated by attitude towards influencers. Their study 

revealed that subjective aspects of the influencer, such as attractiveness and likeability, were 

less considered by respondents than objective aspects, such as trustworthiness, expertise, and 

similarity, when influencing purchasing intentions. Dhun and Dangi (2022) also reported 

similar findings, in which the influencers’ attractiveness dimension had no significant 

relationship with consumers’ attitudes and subsequent behavioural intentions. The authors 

argued that the attractiveness dimension is more prevalent for conventional celebrities, 

enabling them to influence consumers through charm and beauty. In contrast, social media 

influencers are often perceived as peers or of the same social status, so attractiveness does 

not play a significant role in their attitudes and behavioural intentions.  

Additionally, Durau et al. (2024) found that attractiveness significantly influenced 

positive attitudes towards the influencer in the fitness industry, but only among female 

consumers, not male consumers. Therefore, this study aims to address an empirical gap by 

determining whether influencer attractiveness influences players’ attitudes towards 

influencers in the mobile gaming industry, while also contributing to an understanding of 

behavioural differences between male and female players. Table 2-1 below provides a brief 

summary of past studies on the influencer attractiveness variable. 
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Table 2-1: 

Summary of Past Research for Influencer Attractiveness variable 
No. Study Title Author(s) Findings 

1 Trust me, trust me not: A nuanced 

view of influencer marketing on 

social media 

Kim, D. Y., & Kim, 

H.-Y. 

Physical attractiveness only effective 

for initial judgment of influencer, not 

long-term trust. 

2 The effect of social media 

influencers (SMIs) on consumers’ 

purchase intention 

Lee, P. X., Yeap, J. 

A., Ooi, S. K., & Li, 

C. 

Influencer’s physical attractiveness is 

a critical factor in determining a 

positive impact towards the 

influencer’s trustworthiness. 

3 Decoding Influencer Marketing 

Effectiveness: Examining Impacts 

of Attractiveness and Netizen 

Comments 

Hariningsih, E., 

Haryanto, B., 

Sugiarto, C., & 

Wahyudi, L. 

A positive relationship is established 

between physical attractiveness and 

the consumers’ attitude formation. 

4 Attitudes toward Fashion 

Influencers as a Mediator of 

Purchase Intention 

Magano, J., 

Oliveira, M. A.-Y., 

Walter, C. E., & 

Leite, A. M. 

Influencer attractiveness has no 

influence on purchase intention of 

consumers even when mediated by 

attitude towards influencers. 

5 Influencer Marketing: Role of 

Influencer Credibility and 

Congruence on Brand Attitude and 

eWOM 

Dhun, & Dangi, H. 

K. 

Influencer attractiveness has no 

significant relationship with consumer 

attitude and behavioural intention. 

 

2.2.2 Expertise 

Expertise is commonly defined as the degree to which the public speaker, or more 

specifically the influencer, is perceived as a reliable source of information (Hovland et al., 

1953; Munnukka et al., 2016). Past studies have shown that expertise plays a key role in 

building credibility for influencers and, subsequently, in fostering credibility among their 

viewers and followers towards the brand and product (Joshi et al., 2023; Kapitan et al., 2021). 

Influencers perceived by consumers as experts in their field are more likely to publish 

detailed, professional content. This leads them to be seen as more persuasive and for 

consumers to have greater satisfaction with the influencer (Li & Peng, 2021). 

In influencer marketing, these influencers, who have high levels of expertise, can 

shift opinions and consumer attitudes when used effectively in marketing communications 

(Kim & Kim, 2021b). This is particularly effective for consumers or long-term followers 

who have followed the social media influencer for a long time, who acknowledge the 

influencer's expertise and assertions as reliable and valid, and have come to rely on their 

expert opinions and judgment. By focusing on a specific field, domain, or product category 

(e.g., fashion, food, travel, gaming), influencers can build domain expertise, thereby creating 

greater functional value or promoting products (Hudders et al., 2021). This means that 
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influencers who are seen as having high expertise in their niche can better promote the brand 

or product to their audience than conventional celebrities, if the brand or product fits their 

current niche. The more influencers build expertise in their domain, the better they can 

distinguish themselves from others in similar industries (Hudders & Lou, 2022). Companies 

and brands aiming to use influencer marketing should focus on influencers whose expertise 

closely aligns with the brand, products, or services they promote. The credibility and 

expertise of the influencer will then help ensure that the promoted subject is more readily 

accepted by their audience and increase followers' positive perceptions and attitudes towards 

the influencer (Feng et al., 2020). 

In Malaysia, consumers are more likely to trust influencers they perceive as experts 

in their field. The professional endorsements and advice provided by influencers can 

significantly influence Malaysian consumers' purchasing decisions by building confidence 

and trust in the promoted products (Mohamed & Gadiman, 2024). Rahim et al. (2021) also 

found that Malaysian Muslim millennial consumers prefer to obtain information and 

opinions from social media influencers rather than traditional celebrities. Nevertheless, they 

still prefer influencers with high expertise in the Halal product category. For brands and 

organisations, influencers’ expertise plays an important role in shaping consumers’ attitudes 

and behaviours (Azhar et al., 2024), which can lead to long-term loyalty and trust in the 

brands. 

2.2.2.1 Empirical Gap 

However, contrasting findings by Febriane et al. (2023) depicted that influencer 

expertise does not have a significant influence on the consumers’ attitudes and subsequent 

purchase intentions. Similarly, Kim and Yoon (2023) reported that an influencer’s expertise 

was not a significant factor in shaping followers' positive attitudes towards them, and that 

their subsequent behavioural intention was not affected either. In addition, Immanuel and 

Bianda (2021) reported that influencers' perceived expertise has an insignificant, negative 

influence on Indonesian fashion customers' attitudes towards influencers. The authors argued 

that, as consumers have individual preferences for brands, products, and influencers, the 

expertise of the influencer whose content they watch or follow is not emphasised. These 

studies show that there is still a gap in the findings on the influencers’ attractiveness 

dimension, as they are inconsistent across industries and regions. Thus, this study aims to 
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further the research and usage of Source Credibility Theory in a different industry, which is 

the mobile gaming industry, to examine the role of influencer attractiveness in influencing 

the individual consumer or players’ attitude towards them. Table 2-2 below provides a brief 

summary of past studies on the influencer expertise variable. 

Table 2-2: 

Summary of Past Research for Influencer Expertise variable 
No. Study Title Author(s) Findings 

1 Trust me, trust me not: A nuanced view 

of influencer marketing on social media 

Kim, D. Y., & Kim, 

H.-Y. 

Influencer expertise positively 

affected the consumers’ attitude of 

trust towards the influencer. 

2 The Effects of Social Media Influencer 

towards Factors of Muslim Millennial 

Generation's Attitude into Halal Food 

Product Purchase in Malaysia 

Rahim, H. A., 

Rasool, M. S. A., 

Rusli, N. R. L., & 

Ani, N. 

Malaysian Muslims’ attitude is 

positively and significantly 

affected by influencer expertise. 

3 The Influences of Perceived Credibility 

and Consumer Attitude Towards 

Purchase Intention of Some by Mi’s 

YouTube User Generated Content 

Febriane, R., 

Wibowo, W., & 

Agrippina, Y. R. 

Influencer expertise has an 

insignificant influence on 

consumers’ attitude. 

4 The effectiveness of influencer 

endorsements for smart technology 

products: the role of follower number, 

expertise domain and trust propensity 

Kim, T., Yoon, H. J. Influencer expertise was not a 

significant factor in influencing 

the followers to have a positive 

attitude towards the influencer. 

5 The Impact of Using Influencer on 

Consumer Purchase Intention with 

Attitude Towards Influencer and Brand 

Attitude as Mediator 

Immanuel, D. M., & 

Bianda, A. H. S. 

Perceived expertise has 

insignificant and negative 

influence on attitude towards 

influencers. 

 

2.2.3 Trustworthiness 

Trustworthiness was initially defined as the degree of confidence in the speakers’ 

intention to communicate their most valid assertions (Hovland et al., 1953). Public sources 

that were viewed as “trustworthy” were able to significantly alter the opinions of the 

respondents in the direction as intended by the communicator, compared to sources that were 

viewed as “untrustworthy.” In recent studies, trustworthiness refers to the extent to which 

followers perceive influencers as honest, believable, and of integrity (Fernandes et al., 2022). 

In terms of peer endorsements, trustworthiness, along with similarity, has been argued to 

have the most significant influence on the effectiveness of an advertisement (Munnukka et 

al., 2016). Conventionally, these endorsers are perceived as trustworthy by their audiences 

because they tend to recommend a brand, product, or service only after using it themselves 

(Leite & Baptista, 2021). 
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According to Wiedmann and von Mettenheim (2021), attractiveness and 

trustworthiness are the two crucial qualities that social media influencers should possess. 

This would ensure their credibility and persuasiveness in convincing their followers and 

audience to purchase the product or service they have been promoting. On social media 

platforms such as TikTok, businesses that want to encourage consumers' greater willingness 

to purchase a promoted brand or product should collaborate with influencers who are seen 

as trustworthy by the general public and their followers (Al Kurdi et al., 2022). A similar 

result was found by Shamim and Islam (2022), where the more followers trust the influencer, 

the greater their urge to make impulsive purchases. This is because influencers are perceived 

as more trustworthy than conventional celebrities on social media platforms, making it easier 

for followers to develop a more positive attitude towards the endorsed subject (Kapitan et 

al., 2021). Therefore, when these trustworthy influencers convey a message to their 

audiences, the likelihood of the message being accepted positively and influencing their 

purchasing behaviour increases as well (Pick, 2021). 

In Malaysia, a study found that Instagram users were more likely to purchase a 

promoted product or service if the influencer endorser was perceived as very trustworthy by 

their followers (Koay et al., 2021). This is because the follower’s trust in the influencer and 

the brand or product being promoted plays a significant role in driving further actions 

towards purchase (Khair, 2023). For example, actions such as actively searching for relevant 

product information online or participating in online discussions with other consumers. 

Malaysian consumers also view the influencer's trustworthiness as a crucial component in 

fostering long-term relationships among themselves, influencers, and the organisational 

brand (Mohamed & Gadiman, 2024). For specialised categories such as Halal food products, 

the trustworthiness of the influencer becomes even more important to consumers, who rely 

on influencers to share accurate information about products that are safe for Malaysian 

Muslim consumers to consume (Rahim et al., 2021). Koay et al. (2022) also discovered that 

social media influencers’ trustworthiness can significantly predict their followers’ 

willingness to purchase the promoted products or brand. This shows that when influencers 

provide truthful information to their audience based on their knowledge and expertise, 

consumers will trust them more, thereby enhancing the influencer's credibility (Hassan et 

al., 2021). An influencer with high credibility would also drive higher engagement among 
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their followers on social media posts, thereby increasing awareness of the brand or product 

they promote (Atiq et al., 2022). 

2.2.3.1 Empirical Gap 

Nonetheless, Crespo and Tille (2024) contrasted the above findings, reporting that 

influencers’ trustworthiness does not affect individual consumers’ perceptions of them. 

Pham et al. (2021) also concluded that, in Vietnam, the youth reported that the influencer's 

trustworthiness will not significantly influence their purchasing behaviour. Similarly, Dhun 

and Dangi (2022) found that trustworthiness was unrelated to consumer attitude, citing the 

possibility that viewers are doubtful of influencers' motives and content. In the Indonesian 

context, Lina and Permatasari (2020) found that trustworthiness does not significantly and 

positively affect consumers’ attitudes towards influencers and, subsequently, their purchase 

intentions. Based on these contrasting findings, this study aims to investigate the influence 

of influencer trustworthiness on the attitudes towards influencers of Genshin Impact 

spenders in Malaysia and to address the inconsistent findings of past studies in a local 

context. Table 2-3 below provides a brief summary of past studies on the influencer 

trustworthiness variable. 

Table 2-3: 

Summary of Past Studies for Influencer Expertise variable 
No. Study Title Author(s) Findings 

1 Influencer Marketing and 

Authenticity in Content Creation 

Kapitan, S., van 

Esch, P., Soma, V., 

& Kietzmann, J. 

When influencers are perceived as 

trustworthy, followers will easily 

generate a positive attitude. 

2 The Influence of YouTube 

Influencer Credibility on Consumer 

Purchase Intention of Cosmetic 

Products in Malaysia 

Mohamed, N. N., & 

Gadiman, N. S. 

Influencer trustworthiness plays a 

significant role for Malaysian 

consumers in generating a positive 

attitude of trust towards the 

influencer. 

3 Examining the role of perceived 

source credibility on social media 

influencer’s ascribed opinion 

leadership. 

Crespo, C. F., Tille, 

M. 

Trustworthiness of the influencer does 

not influence the followers’ 

perceptions towards them. 

4 Influencer Marketing: Role of 

Influencer Credibility and 

Congruence on Brand Attitude and 

eWOM 

Dhun, & Dangi, H. 

K. 

Influencer trustworthiness had no 

significant relationship with consumer 

attitude. 

5 Social Media Capabilities dalam 

Adopsi Media Sosial Guna 

Meningkatkan Kinerja UMKM 

Lina, L., 

Permatasari, B. 

Influencer trustworthiness does not 

significantly and positively influence 

the consumers’ attitude towards the 

influencers. 
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2.2.4 Similarity 

Similarity can be defined as the perceived resemblance in terms of demographic or 

ideological factors between the source and its recipient (Munnukka et al., 2016). More 

recently, similarity has been defined as the perception of resemblance between influencers 

and their audiences, particularly regarding shared preferences, interests, tastes, or values 

(Mir & Salo, 2024). Munnukka et al. (2016) introduced the fourth construct of similarity into 

the original tri-component source credibility framework standardised by Ohanian (1990), 

suggesting that high similarity between the peer endorser and their audience would lead to 

more positive attitudes towards the promoted brand and, therefore, higher advertising 

effectiveness. In addition, their study found that perceived attractiveness, along with the 

perceived similarity of the endorser, can strongly influence the attitudes of consumers and 

the audience. 

Consumers are more likely to follow individuals or influencers they perceive share 

similar interests or tastes, which enhances their positive association and feelings towards the 

influencers (Li & Peng, 2021). A similar result was found by Munnukka et al. (2016) and 

Dhun and Dangi (2023), who discovered a strong relationship between perceived similarity 

of the individual consumer and their attitude formation. This is because players perceive that 

they might share specific characteristics, interests, or behaviours with the public endorser. 

Influencers on social media tend to address their viewers directly in their posts, unlike 

traditional celebrities on radio or Television (TV), which leads followers to feel closer to 

influencers and to see them as more approachable and relatable (Schouten et al., 2021). In 

some instances, high perceived similarity between the follower and the influencer leads to 

greater trustworthiness, which in turn positively affects subsequent intentions to continue 

following the influencer (Naderer et al., 2021). In the influencer marketing industry, when 

followers perceive influencers as close and relatable, they are more willing to follow them 

on social media. This is because followers are attracted to the idea that they can do things 

similar to the influencer (Jhawar et al., 2023). 

In Malaysia, Azhar et al. (2024) similarly proposed that if consumers perceive 

themselves as similar to an influencer's image or reputation, they will be more willing to buy 

from the promoted brand or its products. According to Chan et al. (2021), a study on 

influencer marketing found that Malaysian consumers were significantly and positively 
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influenced by perceived similarity with the chosen celebrity, which also enhanced the 

product's brand image. Furthermore, Malaysian consumers were also found to be more 

willing to accept product recommendations from influencers whom they perceive as similar 

to themselves, and thus more willing to purchase products that align with their values and 

beliefs (Koay et al., 2023). This shows the influence that social media influencers have over 

their followers globally, including in a developing country such as Malaysia. This finding is 

consistent with the suggestions provided by Al Jaeed and Badghish (2021) for future studies 

to examine other characteristics of influencers, such as similarity, and how these 

characteristics affect consumers’ behavioural intentions. 

2.2.4.1 Empirical Gap 

However, Durau et al. (2024) reported that, for female consumers, the attitude 

towards the influencer was not significantly affected by perceived similarity, but only by 

perceived attractiveness. Similarly, Gupta et al. (2022) found that perceived similarity with 

a female influencer significantly affects the level of influence over viewers, whereas for male 

influencers, perceived similarity plays an equal role alongside attractiveness and product-

match in influencing viewers. Additionally, Elsharnouby et al. (2025) reported similar 

findings, describing the role of perceived similarity as having a greater impact on viewers’ 

self-identification with the influencer than their perspective on the influencer's credibility. 

The authors stated that consumers would accept influencers’ opinions and endorsements as 

valid only when they align with the influencers’ values, thereby acting as genuine 

representations of consumers’ own interests and views. Moreover, Jhawar et al. (2023) also 

agreed on the inclusion of perceived influencer similarity as a variable in future influencer 

marketing studies that use Source Credibility Theory. Therefore, this study aims to address 

inconsistent findings across past studies and determine whether perceived influencer 

similarity affects players’ attitudes towards influencers in the mobile gaming industry. Table 

2-4 below provides a simple summary of past studies on the influencer similarity variable. 

Table 2-4: 

Summary of Past Studies for Influencer Similarity variable 
No. Study Title Author(s) Findings 

1 Influencer Marketing: Role of 

Influencer Credibility and 

Congruence on Brand Attitude and 

eWOM 

Dhun, & Dangi, H. 

K. 

Perceived similarity has a positive 

relationship with consumer attitude. 
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Table 2-4 continued 

2 Influencer marketing: purchase 

intention and its antecedents 

Li, Y., & Peng, Y. Influencer similarity positively affects 

the consumers’ attitudes of trust 

towards the influencer. 

3 The influence of celebrity endorser 

characteristics on brand image: A 

case study of Vivo 

Chan, T.-J., 

Selvakumaran, D., 

Idris, I., & 

Adzharuddin, N. A 

Endorser trustworthiness has a 

significant and positive influence on 

their attitude towards a brand. 

4 Working (out) with fitness 

influencers - benefits for the fitness 

influencer, user health, and the 

endorsed brand: Key factors and the 

role of gender and brand familiarity 

Durau, J., Diehl, S., 

& Terlutter, R. 

Perceived similarity did not 

significantly affect attitude towards 

the influencer for female consumers. 

5 Boosting brand image through 

influencers: Investigating the role of 

influencer credibility and 

consumer–influencer similarity 

Elsharnouby, T. H., 

Shaalan, A., 

Elsharnouby, M. H., 

& Elbedweihy, A. 

M. 

Influencer similarity has a significant 

impact on self-identification of the 

viewer towards the influencer, and 

does not affect the consumers’ attitude 

towards brand-influencer 

collaboration. 

 

2.3 Attitude Towards Influencers 

Attitude is viewed in psychology as the extent to which an individual supports or 

opposes performing a specific behaviour, based on its consequences (Fishman et al., 2021). 

If a person perceives that doing something can lead to positive consequences, they will have 

a more positive attitude towards acting. Conversely, if one believes that performing a 

particular behaviour has negative consequences, then their attitude would not be in favour 

of repeating that behaviour. It can be said that an individual’s attitude towards a behaviour 

is then defined as the extent to which the person has a positive versus negative assessment 

of carrying out the behaviour in question (Fishman et al., 2021). 

In marketing, consumers who have a positive experience while interacting with a 

brand will develop stronger connections to that brand (Thürridl et al., 2020). When 

consumers have a stronger attachment to the brand, it results in a long-lasting relationship in 

which they are more committed and remain loyal. This remains true not only for physical 

brands, but also for fictitious ones. Sustained loyalty among consumers towards a brand, 

product, or service can be achieved when they are satisfied and have a positive attitude 

towards it (Smith, 2020). When this happens, customers will find it easier to decide to 

purchase the products or services offered by businesses (Shanbhogue & Ranjith, 2024). This 
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is because consumers' motivation to use the products being promoted increases when they 

feel positively about using them in their daily lives (Nazir & Tian, 2022). This motivation 

will be a positive force in changing consumers' purchasing habits toward the advertised 

products. 

Businesses that want to encourage their customers to purchase more of their products 

or services should place greater emphasis on fostering a positive attitude towards their brand 

(Wang et al., 2023). This is because a company’s long-term success depends in part on its 

consumers having a strong, positive attitude and trust in it. Marketers can more easily 

influence consumers who already have a positive attitude towards a brand or product to make 

purchases than those with a negative attitude (Mustaphi, 2024). For physical products, 

studies have shown that attitudes are significantly associated with purchase intentions, 

including for green food products (Witek & Kuźniar, 2024; Zhang et al., 2024). This allows 

marketers to better tailor their marketing campaigns, especially for niche products, to 

achieve higher market penetration and ensure their marketing message reaches their target 

audience more easily (Wongsaichia et al., 2022). 

For intangible services, Borges-Tiago et al. (2024) also found a strong connection 

between users' attitudes and their willingness to pay for green services. Similar to physical 

products, a consumer with higher levels of positivity towards a service is more likely to use 

it (Makanyeza et al., 2021; Wang et al., 2020). Even for modern trends such as sustainability, 

having a positive attitude towards sustainable consumption is a significant influence, enough 

to change an individual's sustainable behaviours (Szulc-Obłoza & Żurek, 2024). Even for 

newer businesses that emphasise sustainability in their business models, customer attitudes 

were found to positively influence purchase decisions (Banytė et al., 2023; Jia et al., 2023; 

Rana et al., 2024). This means that, regardless of brand, product, or service, businesses and 

marketers should ensure their consumers have a positive attitude, as this will influence future 

purchasing intentions and behaviour. 

In the field of influencer marketing, Ramdani and Belgiawan (2023) found that 

consumer purchase intention is significantly influenced by consumers’ positive attitudes 

towards influencers' advertisements. Their research also found that the consumer's attitude 

is the most influential factor in purchase behaviour. According to Thuy et al. (2024), social 

media users with a favourable attitude towards the key opinion leaders are more likely to 
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engage in purchasing behaviour towards the products being promoted. This shows the 

importance of finding a suitable influencer who can foster a positive relationship between 

their audience and the brand or product being promoted, as consumers with a negative 

attitude towards the influencer are more likely to have lower purchase intentions (Belanche 

et al., 2021). Moreover, the influencer and the brand being promoted must work together to 

positively influence their audience's purchase behaviour (Prajapati, 2023), rather than 

businesses and marketers relying solely on influencers' efforts. 

According to Zhao et al. (2024), influencers’ credibility is significantly related to 

consumers’ brand attitudes. Specifically, their research found that the influencer 

attractiveness factor significantly affects consumers' attitudes towards the brand being 

promoted, which contrasts with the findings of Filieri et al. (2023), who suggested that the 

influencer's attractiveness did not affect brand attitude. While Taillon et al. (2020) found that 

attractiveness positively predicted attitudes towards the influencer, other studies found that 

other credibility factors had a more prominent effect. This is similar to the findings of Singco 

et al. (2023), who found that only influencer expertise and trustworthiness were influential 

in predicting consumers’ brand attitudes. In contrast, influencer attractiveness had a 

statistically insignificant negative impact. Similar results were reported by Kim and Park 

(2023), who found that influencers’ attractiveness was not directly associated with 

consumers’ purchase intentions. However, this study found that the relationship was instead 

mediated by brand attachment and moderated by product-endorser suitability. By ensuring 

that influencers can enhance customers’ positive perceptions of brand advertisements, 

customers will be more willing to trust these influencers and make purchases based on their 

suggestions. 

Additionally, the study by Al-Mu'ani et al. (2023) chose to leave out influencer 

attractiveness as a factor, but still discovered that influencers who are perceived as being an 

expert and trustworthy by their audience will have a higher chance of generating a positive 

attitude towards the brand being promoted, which leads to increased purchase intentions. 

This reflects the role of attitude in the relationship between influencer credibility factors and 

consumers’ intention to purchase a brand, product, or service promoted by the influencer. 

In addition, consumers who share similarities with and have a good fit with the 

influencers they follow or watch will also develop a positive attitude towards the influencer 
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(De Cicco et al., 2020), as well as towards the products they endorse (Breves et al., 2019; 

Kim & Kim, 2021a). According to Leite et al. (2024), influencers need to ensure their 

endorsed content aligns with their area of expertise to enhance credibility with their audience 

and drive behavioural change. Influencers who share personal experiences or stories allow 

their audiences to feel more connected to and similar to them, thereby creating an emotional 

bond that may substantially influence consumers' purchasing behaviours (Ahmed et al., 

2024). 

This positive attitude towards influencers, which is also influenced by expertise, 

trustworthiness, and similarity, has been established in past studies as significantly 

determining consumers' purchase intention (Magano et al., 2022). Hariningsih et al. (2024) 

found a significantly positive relationship between consumers’ attitudes towards influencers 

and their purchase intentions for the products and brands being promoted. Naderer et al. 

(2021) have argued that consumers are more likely to perceive influencers as having high 

credibility, are more inclined to adopt a positive attitude, and are more likely to purchase 

products endorsed by these influencers, as influencers can foster an impression of high 

similarity with their audiences. This is because when consumers perceive an endorser as 

similar to themselves, the endorser is perceived as more persuasive and trustworthy. 

Despite this, influencer credibility was found to have a significant impact on 

consumers’ attitudes towards the promoted brand (Mohammad et al., 2023). Consumers who 

perceive the influencers promoting a brand, service, or product as being credible would still 

have a positive attitude towards them. This is especially true in industries such as cosmetics, 

where influencer expertise and endorsements from influencers perceived as credible can help 

reduce customer uncertainty (Mohamed & Gadiman, 2024). 

In addition, multiple studies have shown that a positive attitude significantly 

increases customers' desire to repurchase (Loh & Hassan, 2022; Situmorang et al., 2021). 

Even in specialised industries such as the halal cosmetics industry, consumer attitudes 

towards products had a similar positive effect on repurchase intention (Hussain et al., 2024). 

This is because it is the role of these influencers on social media to create content that can 

generate and shape attitudes and also influence their behavioural intentions. Marketing 

campaigns by businesses could potentially leverage the various visual content as well as 

appealing narratives created by the influencers on social media platforms to make their 
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brand, product, or service appear more attractive and appealing to regular consumers who 

would otherwise be indifferent or sceptical of the promoted object (Hu et al., 2024). 

A study by Vanwesenbeeck et al. (2017) found that children who had positive 

experiences and more positive attitudes towards the games they were playing were more 

likely to report increased purchase intentions for those games. This is similar to the findings 

of Muhammad and Hidayanto (2023), who found that players with a positive attitude 

towards virtual goods in mobile games strongly and positively influenced their willingness 

to purchase these items. 

When players have a positive attitude towards the games they play, they are more 

inclined to remain loyal to them. This loyalty also positively influences purchase intention 

for In-App Purchases (IAPs) in mobile games (Rusli & Berlianto, 2022). A study by 

Muqarrabin et al. (2021) also found that mobile game developers should focus on building 

player loyalty to stimulate higher levels of mobile spending on IAPs. When the players have 

high levels of satisfaction and loyalty towards the mobile games that they play, their 

willingness to pay for IAPs also increases (Loa & Berlianto, 2022). This is because when 

the players are feeling a pleasant and entertaining experience when playing mobile games, 

the likelihood of these players spending money on virtual products or services will increase 

(Goli & Vemuri, 2023; Zhang et al., 2021) as the action of playing the games that they are 

loyal to is bringing them happy and positive experiences. 

According to Hsiao et al. (2022), a significant, direct, and positive relationship was 

found between attitudes towards games and players' online purchase intention. The players’ 

positive attitude towards in-game advertisements also significantly influences their in-game 

purchase intention (Akhan & Özdemir, 2022). This is consistent with the findings of Hussein 

and Abd Wahid (2018), who established that players’ positive attitudes significantly 

influenced the purchase intention for the advertised brand. This is because when players see 

ads while playing their games, direct exposure to the brand names leads them to associate 

the brand with the positive experience of playing. As in past marketing studies, a positive 

brand attitude towards a brand, game, or in-app service is equally important for influencing 

players' purchase intentions for IAPs. 
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2.3.1 Empirical Gap 

Nevertheless, in terms of attitudes towards influencers, there is still a lack of studies 

on the credibility factors that influence consumers’ perceptions of influencers and whether 

this attitude would impact subsequent repurchase intentions. Within the context of this study, 

players’ spending attitudes towards influencers are also influenced by factors such as 

attractiveness, expertise, trustworthiness, and similarity. To ensure a positive attitude and 

enhance repurchase intentions among these spending players, mobile game companies 

should first ensure that the influencers they identify fulfil their spending players' 

expectations. Table 2-5 below provides a simple summary of past studies on the attitude 

towards the influencer variable. 

Table 2-5: 

Summary of Past Studies for Attitude Towards Influencers variable 
No. Study Title Author(s) Findings 

1 The moderating effects of 

involvement on the relationships 

between key opinion leaders, 

customer’s attitude and purchase 

intention on social media 

Thuy, D. C., Ngoc, 

Q. N., Huong, L. T., 

Phuong, N. T. 

Social media users’ that have a 

favourable attitude towards 

influencers that they follow have a 

higher purchase intention.   

2 Consumers’ attitudes, perceived 

risks and perceived benefits towards 

repurchase intention of food truck 

products 

Loh, Z., & Hassan, 

S. H. 

A positive attitude significantly 

influences the willingness and desire 

of the customers to repurchase the 

food truck products.  

3 Attitude, repurchase intention and 

brand loyalty toward halal cosmetics 

Hussain, K., 

Fayyaz, M. S., 

Shamim, A., 

Abbasi, A. Z., 

Malik, S. J., & Abid, 

M. F. 

The millennial Muslim female 

consumers’ repurchase intention is 

influenced by their attitude towards 

the product. 

4 Antecedents of Satisfaction and 

Loyalty Towards In-App Purchase 

Intention for Indonesian Genshin 

Impact Players 

Rusli, M. G., & 

Berlianto, M. P. 

Satisfaction of Indonesian Genshin 

Impact players did not result in a 

direct impact on purchase intention 

for in-app purchases. 

5 Advergame For Purchase Intention 

Via Game and Brand Attitudes from 

Antecedents of System Design, 

Psychological State, and Game 

Content: Interactive Role of Brand 

Bamiliarity 

Hsiao, W.-H., Lin, 

Y.-H., & Wu, I.-L. 

A positive consumer attitude is 

important and has a direct effect on 

the purchase intention in the 

advergames played.  
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2.4 Repurchase Intention 

According to Suzuki et al. (2019), the intention to repurchase is defined as the 

individual’s judgment towards repurchasing products or services from the same business in 

the future. When consumers like the item or service they are buying, they are more likely to 

continue using and buying it in the future because of their satisfaction with it. They are more 

likely to become loyal customers of the brand, product, or service. 

Customer repurchase intentions can be derived from feelings of satisfaction 

stemming from factors such as consistently fulfilling customer expectations. This 

satisfaction not only results in consumers consistently choosing to use the products or 

services but may also lead them to recommend them to others (Nabila et al., 2023). Studies 

have shown that customer satisfaction is one of the antecedents of customer repurchase 

intentions. When customers are satisfied with what the brand, product, or service offers them 

throughout their use, their intention to repurchase increases (Putri & Sukawati, 2020). 

In the e-commerce industry, Pandiangan et al. (2021) found that students' satisfaction 

with the e-commerce platform Shopee had a significant and positive effect on their intentions 

to repurchase products on the platform. Additionally, users who are highly satisfied with 

online service quality also show a high level of repurchase intention (Fared et al., 2021). 

This means that, regardless of whether they offer physical products or intangible services, 

businesses should strive to fulfil customer needs and expectations to ensure higher levels of 

satisfaction and customers' continuous intentions to repurchase from them in the future. 

When customers consistently purchase and repurchase from the same brand, product, 

or service, even when competitors offer alternatives, this is called brand loyalty (Amazon, 

2024). Subsequently, customer loyalty is among the most significant predictors of consumer 

repurchase intentions (Cunningham & De Meyer-Heydenrych, 2021). This shows the 

importance for business managers and marketers to ensure that their products and services 

continuously fulfil customer needs and maximise customer satisfaction with their 

companies, which in turn will generate long-term loyalty and ultimately revenue from 

sustained repurchases. 

Lau et al. (2020) noted that product attributes were the most significant predictors of 

customer repurchase intentions for tofu products. Fulfilling and consistently maintaining 
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customer satisfaction is one of the biggest challenges for businesses, as it helps keep 

customers loyal and returning to make future purchases. Even for brands that fail to satisfy 

customers’ demands, positive reviews from influencers about product attributes can 

counteract consumers' negative feelings toward the brand (Suri et al., 2023). When this 

happens, the customer will be less inclined to share negative reviews about the product with 

their social circle. 

Increasingly, businesses are turning to influencers across social media platforms to 

promote their brands and generate positive feelings among global audiences. Due to their 

perceived status as trusted key opinion leaders, a strategic partnership between influencers’ 

existing personalities and values and a brand's values can ensure the brand’s message 

resonates positively with influencers' followers. According to Galdón-Salvador et al. (2024), 

a significant relationship was detected between social media influencers and online 

repurchase intentions. Their study also suggested that brands and marketers should consider 

investing in long-term partnerships with suitable influencers rather than relying on one-off 

campaigns. This helps increase the likelihood of long-term success and benefits such as 

brand trust and sustained willingness to repurchase. 

Nonetheless, Vemuri et al. (2023) found that although individuals agreed that 

influencer marketing has a positive impact on consumers’ purchasing behaviour, they did 

not prefer to repurchase products promoted by influencers. This is more pronounced when 

the influencer promotes multiple product categories rather than brands that fit their audience. 

Kato (2023) found that the credibility of the endorser decreases, negatively affecting the 

audience’s attitude towards the promoted product when a single celebrity is appointed as an 

endorser across different product ranges. 

Therefore, for businesses and marketers seeking to leverage influencer marketing to 

promote their brands, one priority is to ensure a high level of brand-influencer fit, as this will 

shape consumers' attitudes towards the brands (Che et al., 2025). When consumers perceive 

the influencer as being strategically paired with the brand, they will display a more 

favourable attitude towards the brand being promoted. This helps create repurchase 

intentions compared to non-brand-influencer fit partnerships. 
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According to Tiwari et al. (2024), customers were more likely to purchase fashion 

products endorsed by fashion influencers if they trusted the influencer and had a positive 

attitude towards them. This is similar to the findings of Macheka et al. (2024), who also 

suggested that the beauty industry should enhance the effectiveness and use of beauty 

influencers and positive word of mouth to attract better female consumers to purchase beauty 

products. The same study also found that influencers perceived as highly credible 

significantly increase female consumers' purchasing intentions. 

As mentioned, companies that wish to use influencer marketing should partner with 

credible, established influencers whose values and target audiences align with the brand's 

positioning. For followers and audiences of influencers, trusting the influencers they follow 

and the content or brand they promote leads to greater trust in those influencers, which, in 

turn, results in a greater inclination to purchase the endorsed product (Schouten et al., 2020). 

An influencer perceived as trustworthy is therefore one of the most important criteria 

companies and brands should consider when identifying potential influencers for 

promotional partnerships. This is because trust can also mediate the relationship between 

perceived similarities with the influencer and their choices to purchase certain kinds of food 

products (Verma et al., 2024). 

According to Rofiah et al. (2024), consumer repurchase intentions can also be 

enhanced by a positive attitude towards products. Similarly, when consumers have a positive 

attitude towards the products they purchase virtually, their intention to purchase will be 

higher (Shelstad, 2022). Customers who are satisfied with product or service offerings tend 

to have a positive attitude, which enhances their willingness to repurchase. For gamers, user 

satisfaction was also found to influence their repurchase intention for virtual items (Ngah et 

al., 2024), regardless of whether they were console or mobile players. This is consistent with 

the findings of Ardhiyansyah et al. (2021), who stated that satisfied players are more likely 

to repurchase premium items in the games they play. 

These findings are similar to those of a study by Hsu (2023), which found that 

customer engagement significantly and positively affects repurchase intention. In 

Indonesia’s e-commerce industry, Maschudah et al. (2023) found that e-commerce platforms 

that successfully adopted gamification components alongside promotional campaigns 

increased buyers’ willingness to repurchase on the platform. When carried out correctly, 
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users would feel that accomplishing the game missions within the platform is rewarding and 

engaging, which helps drive their intention to continue purchasing on the platform. When 

the gamification features can provide the users with satisfaction via a reward points system, 

badges, and competition leaderboards, the e-commerce users were more likely to perceive 

that shopping on e-commerce platforms is as fun and rewarding as playing a game and will 

want to repurchase products on the platform more frequently (Sitthipon et al., 2022). 

While these studies found that gamification aspects also influenced repurchase 

behaviour, Susilo (2022) reported that gamification did not affect Gen Z's repurchase 

intention in an e-commerce context. Instead, their intention to repurchase was influenced by 

perceived usefulness and ease of use of the platform. However, this contrasts with another 

study’s findings in a different context, in which players of the mobile game Mobile Legends: 

Bang Bang (MLBB) reported that perceived usefulness did not influence their intentions to 

repurchase virtual skins and items within the game. The players instead stated that one of 

their reasons for purchasing the virtual items was for self-enjoyment and satisfaction 

purposes. 

In the mobile gaming industry, Zein et al. (2023) found that players' repurchase 

intention was influenced by the virtual communities they were in, with the role of 

achievement moderating this relationship. In this context, players who have a positive 

relationship with other members of the gaming community will be more likely to repurchase 

virtual products due to a shared sense of security, comfort, and togetherness. This shared 

interest leads to greater involvement with their mobile games, which, in turn, increases 

players’ intentions to repurchase (Lee et al., 2021). 

This is similar to the findings of Jiao et al. (2022), who suggested that players who 

played mobile games with their friends more within one week were more likely to continue 

playing and make more IAPs in the following week. This indicates the importance of the 

social factor in online mobile games, where a game's community can be a driving influence 

for players to start spending. The longer a community can encourage other members to keep 

playing a mobile game, the greater the likelihood that players will eventually spend and 

become more willing to spend on IAPs (Pangaribuan et al., 2021). Therefore, mobile game 

companies should also put effort into fostering a welcoming, positive online community for 
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their mobile games across various social media platforms where players are likely to gather, 

thereby increasing players' purchase and repurchase intentions. 

According to Yuliana and Azizah (2024), players of the mobile game MLBB in 

Indonesia reported that their willingness to repurchase IAPs is influenced by the levels of 

satisfaction that they experience while playing the game. The satisfaction players obtain in 

mobile games can be driven by internal or external factors and depends on the types of games 

being investigated. For example, a study by Wuryandari et al. (2021) found that aspects of 

social interaction and gratification are not significant predictors of purchase intentions for 

the mobile game PlayerUnknown’s Battlegrounds (PUBG), despite each match bringing 

together up to 100 players. The study suggested that while players derive satisfaction, 

enjoyment, and value from interacting with other members of the gaming community, this 

was not an influential factor in their decisions to repurchase in-game purchases, as the 

purchasing and repurchasing of these virtual items could stem from personal reasons. 

2.4.1 Empirical Gap 

Based on past studies, it can be argued that a variety of antecedents affect consumers’ 

repurchase intentions, depending on the industry context in which the study is conducted. 

Even in the mobile gaming industry, there is a wide range of factors that could influence a 

player's decision to repurchase IAPs. This represents an empirical gap that this study aims 

to address. Despite findings that attitude plays a significant role in influencing a consumer's 

subsequent behavioural intentions, this has not yet been empirically studied. Therefore, this 

study aims to address this by examining the influence of attitude towards influencers as 

middlemen on players' repurchase intention in the Malaysian context. Table 2-6 below 

summarises past studies on the antecedents of repurchase intention. 

Table 2-6: 

Summary of Past Studies for Repurchase Intention variable 
No. Study Title Author(s) Findings 

1 Effect of E-Satisfaction on 

Repurchase Intention in Shopee 

User Students 

Pandiangan, S. M., 

Resmawa, I. N., 

Simantujak, O. D., 

Sitompul, P. N., & 

Jefri, R. 

Consumer satisfaction has a 

significant and positive influence on 

repurchase intention on Shopee 

among students in Medan. 
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Table 2-6 continued 

2 Effect of Social Media Influencers 

on Consumer Brand Engagement 

and its Implications on Business 

Decision Making 

Galdón-Salvador, 

J.-L., Gil-Pechuán, 

I., Alfraihat, S.-

F.A., Tarabieh, S. 

Social media factors of attractiveness, 

expertise, and trustworthiness has a 

significant and positive influence on 

the online repurchase intention of 

users. 

3 Future behavioural of console 

gamers and mobile gamers: are they 

differ? 

Ngah, S., Rahi, S., 

Long, F., Gabarre, 

C., Rashid, A., & 

Ngah, A. H. 

User satisfaction of gamers was 

established to influence repurchase 

intention for virtual items in the 

games, regardless of console or 

mobile player. 

4 The Effect Of Functional Value, 

Emotional Value, Value For Money 

On Repurchase Intention Through 

Customer Satisfaction As An 

Intervening Variable In Purchasing 

Virtual Items For Online Games 

Mobile Legends: Bang-Bang (Study 

On Mobile Online Game Users Le 

Yuliana, Y., & 

Azizah, N. 

The levels of satisfaction of 

Indonesian players in Mobile 

Legends: Bang Bang influenced their 

willingness to repurchase in-app 

purchases. 

5 Uses and Gratification on Virtual 

Purchase Behavior of Mobile Game 

Items: An Alternative Approach 

Wuryandari, N. E., 

Abdullah, M. A., & 

Rahmadiansyah, F. 

A. 

Player satisfaction, enjoyment, and 

value were not significant influencing 

factors to repurchase in-app 

purchases. 

 

2.5 Attitude towards Influencers and Repurchase Intention 

Repurchase intention is an individual consumer's intention to purchase products or 

services from the same brand following past positive experiences (Tufahati et al., 2021). The 

likelihood of a customer repurchasing from the same brand when satisfied with the products 

or services provided is higher (Mazhar et al., 2022). 

However, it can be difficult for businesses to determine whether their customers are 

satisfied or not. This is because customers who have a problem with a business will remain 

silent and choose not to buy from it again (Arslan, 2020). This is similar to the findings of 

Zhao et al. (2021), who found that, even though there are many factors a business must fulfil 

to satisfy a customer, there is still no guarantee that the customer will purchase its products 

or services. Nevertheless, businesses should strive to ensure their customers remain satisfied 

with their offerings and have a positive attitude towards the business, which will influence 

their repurchase intentions (Chatzoglou et al., 2022). 

According to Park and Namkung (2024), a positive attitude towards a food product 

among consumers is critical to the formation of repurchase intentions. This is because the 
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customers are actively involved in the process of searching, selecting, and paying for the 

products themselves. Regardless of whether the product is physical or a virtual service, when 

customers perceive it as important to them, they will be more invested in the purchase, which 

could help generate repeat purchases for businesses (Merlo et al., 2013). Thus, businesses 

and marketers need to generate favourable attitudes among customers towards their 

products, services, or brands to increase customers’ willingness to pay (Kim et al., 2021). 

Consumer repurchase intention can be generated in various ways. For services, 

businesses can aim to enhance service quality, price suitability, and online service facilities 

to encourage customers to become repeat customers (Yunus et al., 2023). Ensuring the 

timeliness of delivery and the high quality of services to customers in the services industry 

is vital to a business's long-term success. In addition, customers’ repurchase intentions can 

also be positively influenced by customer loyalty. When customer loyalty is high, customers 

tend to support the business through their behaviour, such as purchasing and repurchasing 

the products or services offered (Laparojkit & Suttipin, 2022; Wijarnoko et al., 2023). 

In the mobile shopping industry, a study by Nurcholis and Ferdianto (2021) found 

that customers’ attitudes towards mobile shopping significantly influence their repurchase 

intentions. The perceived risk a customer feels while mobile shopping can be mediated by 

their attitudes towards mobile shopping, and a negative attitude will negatively impact their 

intentions to repurchase. This provides insight not only to business management teams but 

also to information technology (IT) and technical department staff, enabling them to take 

proactive steps to safeguard their customers' information during transactions. Even for 

Generation Y consumers, individuals who are born between the 1980s and mid-1990s 

(Zelazko, 2024) and are considered the first digital generation, their willingness to continue 

making purchases through online shopping decreases when perceived risk increases (Trivedi 

& Yadav, 2020). This study shows that, even for consumers who have grown up with 

technology that is constantly evolving, their purchasing behaviour remains grounded in 

established foundations, such as their attitudes (Klaiklung et al., 2022). 

More recently, in the context of social media influencers, research has found that the 

credibility of the promoted brand significantly influences influencers' impact on customers’ 

shopping behaviours (Afzal et al., 2024). This study suggested that collaborating with 

influencers who align with the brand image will help boost brand credibility and maximise 
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promotional impact. Vice versa, influencers should also seek to collaborate with brands that 

align with their values to enhance their followers’ positive attitudes towards them and their 

content (Belanche et al., 2021; Pandit et al., 2025). A suitable influencer who can generate 

positive attitudes among their followers towards the promoted brand, product, or service will 

influence their repurchase intentions for the promoted subject (Azhari and Adiwijaya, 2023). 

Aside from studying the consumers’ internal attitudes, past studies in other industries 

have primarily focused on the factor of attitude in terms of attitude towards brand 

(Amperawati et al., 2024; Carissa et al., 2021; Chiquita et al., 2021) and attitude towards 

advertisements (Astuti & Risqiani, 2020; Avrillia et al., 2023; Pratama et al., 2023). 

According to Ilieva et al. (2024), attitudes towards influencers did not predict 

purchase intention. In the context of their study, this was explained by Bulgarians having 

cultural and historical distrust and scepticism towards the unknown, compared to people in 

countries with high levels of individualism and consumer culture. Similarly, Özkan and 

Yerezhep (2023) found that several dimensions of attitude towards influencers did not affect 

purchase intention, while Avrillia et al. (2023) also stated that their results show attitude 

towards the influencer did not have a direct significant impact on purchase intention of 

consumers, instead it was mediated fully by attitude towards brand as well as attitude 

towards advertisements. This means that companies and marketers should not focus solely 

on identifying the right influencer to promote their brand, product, or services. Instead, they 

would also need to place similar emphasis on ensuring that their brand and their 

advertisements do not, by accident, generate negative attitudes among their target audience, 

such as perceived annoyance or irritation. 

These results contrast with those of Niloy et al. (2023), who found that attitudes 

towards food influencers positively and significantly influenced consumers' purchase 

intentions in the food industry. This result implies that influencers can affect not only 

consumer attitudes but also generate purchase intentions. Another study by Ramos (2024) 

also found that attitudes towards influencers were significantly related to consumers' 

repurchase intention in the tourism industry. Their results indicated that attitudes towards 

video bloggers' endorsements had a significant, positive impact on consumers’ intentions to 

repurchase products featured in the videos. 



 

50 

 

2.5.1 Empirical Gap 

Anshu et al. (2022) found that attitude has a significant positive relationship with 

consumers' online repurchase intentions. A positive consumer attitude, such as high trust, 

would directly influence their decision to repurchase the products in the future (Saeed & 

Mohy-Ud-Din, 2026). Similarly, consumers’ attitudes were found to have an indirect effect 

on repurchase intention in the cosmetics industry in Indonesia (Haruni & Albari, 2025). In 

the Indonesian skincare industry, attitude was also found to positively and significantly 

impact consumers' repurchase intention (Wijaya & Berlianto, 2025). Therefore, it can be said 

that attitude plays a very significant role in predicting consumers' repurchase intention. 

However, the empirical gap is the lack of research confirming whether the results can also 

be applied to the mobile gaming industry, where Malaysia is among the top three countries 

in Southeast Asia in terms of revenue. Thus, this study aims to address this gap by 

investigating whether players’ attitudes towards the influencer as a middleman influence 

their repurchase intentions for IAPs in Genshin Impact. Table 2-7 below provides a summary 

of past studies on consumers' attitudes and purchase or repurchase intentions. 

Table 2-7: 

Summary of Past Studies for Attitude Towards Influencers and Repurchase Intention 

variable 
No. Study Title Author(s) Findings 

1 Precursors of Consumer Attitude 

towards Vlogger Recommendations 

and its Impact on Purchase Intention

  

Ramos, W. Attitude towards tourism 

influencers/vloggers has a significant 

relationship with repurchase 

intention. 

2 Influencer Marketing: Factors 

Influencing A Customer's Purchase 

Intention 

Niloy, A. C., Alam, 

J. B., & Alom, M. S. 

Attitude towards influencer positively 

and significantly affects consumer 

purchase intention in the food 

industry. 

3 Impact of customer experience on 

attitude and repurchase intention in 

online grocery retailing: A 

moderation mechanism of value Co-

creation 

Anshu, K., Gaur, L., 

& Singh, G. 

Online repurchase intentions of the 

customer is significantly and 

positively affected by consumer 

attitude. 

4 Consumers’ attitude, and loyalty 

towards halal cosmetics: Moderated 

mediation effect of repurchase 

intention by gender 

Saeed, M., & Mohy-

Ud-Din, K. 

A positive attitude by the consumers, 

such as having high level of trust, 

positively and directly influences their 

repurchase intentions of Halal 

products. 

5 The Impact of Celebrity Influencers 

and Online Customer Reviews on 

Repurchase Intentions: The 

Mediating Role of Consumer 

Attitudes and Brand Loyalty 

Haruni, C. M., & 

Albari, A. 

Consumer attitude significantly and 

positively influenced repurchase 

intention indirectly via brand loyalty.  
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2.6 Gender as Moderating Variable 

Gender research is a well-established topic in marketing, especially in the advertising 

industry (Peñaloza et al., 2023; Sandhu, 2021). Studies have been carried out to identify how 

different genders would influence their marketing research objectives from different 

perspectives, such as the gender of the consumer (Abuhashesh et al., 2021; Kanwal et al., 

2022) and the gender of the public spokesperson, endorser, or influencer (Hudders & De 

Jans, 2022; Leung et al., 2022). Male consumers tend to be more analytical and are more 

likely to post negative-affective content than female consumers (Ravula et al., 2023), which 

may lead their published content to be perceived as more persuasive by other consumers. 

Social identity theory states that individuals define themselves in terms of their group 

membership as nationality, religion, or gender (Tajfel & Turner, 1979). People will aim to 

improve their self-esteem by identifying themselves with groups that are relevant to them, 

and thus their behaviour changes according to which group they identify with. In influencer 

marketing, the impact of the influencer’s gender on the consumer's behavioural intention has 

also been researched. Cui et al. (2025) found that consumers are more willing to believe and 

trust the influencer when they are perceived as more masculine for men and more feminine 

for women. This is because masculine men are seen as highly competent in their field. In 

contrast, feminine women are seen as warm and welcoming (Wen et al., 2020). This 

stereotype extends not only to the influencers' facial attributes but also to their vocal 

attributes. Public male figures with masculine, low-pitched voices are perceived as more 

competent for stereotypically male occupations (Cartei et al., 2021). 

When consumers perceive the influencer or endorser as competent in their field, they 

are more willing to trust their opinions (Shamim & Azam, 2024) and hold a more favourable 

opinion of them (Belanche et al., 2021; Hartanto et al., 2022). Businesses and marketers have 

relied on this stereotype to market their products, services, and brands to global consumers 

by using male public figures and influencers for conventionally masculine,ale-competent 

topics such as home improvement, and female public figures for traditionally feminine topics 

such as cosmetics (Farci & Scarcelli, 2024). 

Within the gaming industry, research on the influence of gender has been limited. 

This is because the industry is argued to differ from traditional sports, where male players 
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usually have a physical advantage over female players. Rogstad (2022) argued that the 

physical attributes of players are not correlated with high performance in the electronic 

sports industry, which allows both male and female players to participate in and compete in 

the same events. Despite Martucci et al. (2023) claiming that male players were more likely 

to participate in competitive gaming than their female counterparts, who were more likely 

to play games only for social purposes, these motivations vary by region. Female players 

were found to be more inclined to engage in gaming for competitive reasons in Europe and 

the United States. In contrast, male players played games as part of their coping mechanisms 

(Gisbert-Pérez et al., 2024). 

Similar findings by Kordyaka et al. (2023) showed that female players were more 

motivated to play games for achievement purposes and thus more eager to prove their skills 

and abilities in competitive games than male players. This scenario is also reflected in one 

mobile gaming study (Rodriguez-Barcenilla & Ortega-Mohedano, 2022), in which almost 

half of the respondents (49%) were women who reported spending more than 5 hours gaming 

per week. Even within the mobile gaming platform, female Honor of Kings players were 

found to have higher achievement motivation than male players (Li et al., 2024). For mobile 

game companies and marketers, player demographics are an important factor in attracting 

players to download and play, and then converting them into paying players. 

2.6.1 Empirical Gap 

Gender has been used as a moderator to examine the impact of antecedent variables 

on consumer repurchase intentions (Wijarnoko et al., 2023). Ong (2024) found that gender 

played a significant moderating role in the repurchase intentions of male and female 

consumers towards new energy vehicles, with female consumers more likely to repurchase 

due to their higher levels of environmental awareness than their male counterparts. This is 

consistent with the findings of Ali et al. (2023), who found that delighted female consumers 

were more likely to repurchase from the same organisation than male consumers. 

Conversely, Sharif et al. (2023) found that male consumers' repurchase intention was 

significantly and positively influenced by their perceptions. This difference in decision-

making processes between male and female consumers has a significant impact on purchase 

intention (Yi et al., 2024). Nonetheless, Dash et al. (2022) reported that gender did not 
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moderate the repurchase intention of learning app users during COVID-19. Despite this, 

there is a lack of research examining the influence of gender as a moderator in mobile game 

contexts to determine whether there is a difference in repurchase behaviour between male 

and female players, as predicted by social identity theory. 

Within the mobile gaming industry in particular, differences in male and female 

players’ purchasing behaviour need to be further recognised in line with social identity 

theory. This would allow the marketing campaigns not only to attract more players to play, 

but also to convince players of both genders to start spending money and eventually continue 

spending even more in the mobile games they play. Thus, this study aims to address the gap 

in examining the role of player gender as a moderator of the relationship between consumer 

attitudes and subsequent repurchasing behaviour. Table 2-8 presents a simple summary of 

past studies on gender as a moderator variable. 

Table 2-8: 

Summary of Past Studies for Gender as a Moderator variable 
No. Study Title Author(s) Findings 

1 Assessing Repurchase Intention of 

Learning Apps during COVID-19 

Dash, G., 

Chakraborty, D., & 

Alhathal, F. 

Gender has no moderating effect on 

repurchase intention of learning apps 

users. 

2 Consumer quality management for 

beverage food products: analyzing 

consumer’ perceptions toward 

repurchase intention 

Sharif, S., Rehman, 

S. U., Ahmad, Z., 

Albadry, O. M., & 

Zeeshan, M. 

Male consumers’ repurchase 

intentions were significantly and 

positively affected by their individual 

perceptions. 

3 The impact of sustainable 

consumption psychology on NEV 

repurchase intention: The 

moderating effect of gender 

differences 

Wang, Z., Ong, C. 

H., & Liu, Z. 

In terms of repurchase intention for 

new energy vehicles, gender has a 

significant moderating impact. 

Female consumers viewed 

environmental awareness as the 

greater influence of their repurchase 

intention more than male consumers, 

who viewed social responsibility as 

their factor. 

4 Does service recovery matter? 

Relationships among perceived 

recovery justice, recovery 

satisfaction and customer affection 

and repurchase intentions: the 

moderating role of gender 

Ali, M. A., Ting, D. 

H., Isha, A. S. N., 

Ahmad-Ur-

Rehman, M., & Ali, 

S. 

Gender has a moderating effect on 

customer satisfaction and repurchase 

intention, with a larger effect seen in 

female customers than males. 

5 Understanding the self-perceived 

customer experience and repurchase 

intention in live streaming 

shopping: evidence from China 

Yi, M., Chen, M., & 

Yang, J. 

Gender differences as moderator 

variable among the respondents in 

China had a significant influence on 

their repurchase intentions.  
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2.7 Literature and Empirical Gap 

The existing literature gap indicates that numerous studies have examined which 

influencer source credibility factors affect consumers' purchase intentions. Extensive studies 

have also been carried out to examine the correlation between attitudes towards the 

influencer and the purchase intentions of consumers in the social media context, as 

evidenced by studies conducted by Chetioui et al. (2020), Immanuel and Bianda (2021), 

Niloy et al. (2023), and Tiwari et al. (2024). Despite this, there are still inconsistencies in 

terms of contrasting findings in past studies for all four credibility variables used for this 

study, such as attractiveness (Dhun & Dangi, 2022; Magano et al., 2022), expertise 

(Immanuel & Bianda, 2021; Kim & Yoon, 2023), trustworthiness (Crespo & Tille, 2024; 

Lina & Permatasari, 2020), and similarity (Durau et al., 2024; Elsharnouby et al., 2025). 

Therefore, this study aims to determine which source credibility factors influencing 

consumers’ attitudes towards influencers can be extended to the Malaysian mobile gaming 

industry, an area that has not yet been examined.  

Additionally, while past studies have examined the relationship between attitude 

towards influencers and customers’ purchase or repurchase intentions, findings are mixed, 

with some supporting (Loh & Hassan, 2022; Thuy et al., 2024) and others contradicting 

(Rusli & Berlianto, 2022). Furthermore, past studies using consumer gender as a moderator 

have also revealed mixed and inconsistent results, with findings that show either no 

moderating impact (Dash et al., 2022), a moderating impact is present but more prevalent 

for male consumers (Sharif et al., 2023), or female consumers (Ali et al., 2023). This 

represents another literature and empirical gap for this study to address: whether the attitude 

of Malaysian Genshin Impact spenders would influence their attitude towards influencers in 

the mobile gaming industry, and whether players’ gender would moderate this relationship.  

Most studies carried out in the context of mobile games, specifically regarding IAPs 

purchasing behaviour, have also only focused on a wide range of antecedents influencing 

their intentions to purchase IAPs (Abdullah et al., 2024; Galdón-Salvador et al., 2024; Jiao 

et al., 2022; Rusli & Berlianto, 2022). The literature and empirical gaps are that there has 

been limited research specifically focused on the role of influencers, and that the players’ 

attitude towards influencers, hypothesised to be predicted by influencer credibility factors, 

is an antecedent to repurchase intention for IAPs. 
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This highlights a research gap in understanding the relationship between influencer 

credibility factors and attitude towards influencers, and the subsequent repurchase intention 

within the Malaysian mobile gaming landscape, and whether player gender moderates this 

relationship. With 83.1% of the Malaysian population being active social media users 

(Siddharta, 2024a), distinguishing and assessing which factors are most influential among 

mobile gamers can help determine their influence on attitude towards influencers and 

subsequent repurchase intentions. 

Therefore, this research aims to explore how credibility factors influence players’ 

attitudes towards influencers and how these attitudes, moderated by players' gender, impact 

their repurchase intentions. This specific context has been less explored, so this research 

aims to contribute to a deeper understanding of this knowledge and to address the literature 

and empirical gaps that exist.  

2.8 Underpinning Theories 

2.8.1 Source Credibility Theory 

In this digitalised world, businesses are increasingly turning to digital marketing to 

promote their brands, products, or services to the general public, thereby improving their 

revenues (Rayburn et al., 2021). This includes social media marketing, where businesses and 

marketers use platforms such as Facebook and Instagram to reach, engage, and interact 

directly with customers, and to market their products (Antczak, 2024; Jamil et al., 2022). 

Since then, the emergence and development of influencer marketing have led firms to 

identify and partner with online key opinion leaders, or influencers, to promote their brands, 

services, or products to their followers on social media platforms (Leung et al., 2022). These 

influencers effectively serve as independent intermediaries between businesses and their 

target audiences. This means that for these organisations, it is important to understand the 

influence of influencers in shaping consumer behaviours and attitudes (Vrontis et al., 2021) 

and how they can help spread positive word-of-mouth and create a positive image for 

businesses and brands (Shrivastava & Jain, 2022). 
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To ensure influencer marketing campaigns are successful, businesses should pay 

attention to the credibility of the influencers they partner with. This is because influencers 

with high credibility are more likely to have a stronger influence on their followers' 

purchasing decisions, leading to higher brand engagement and conversion rates (Maryati et 

al., 2023). The importance of credibility, as perceived by the influencer’s followers, must be 

highlighted, as these followers represent the large number of potential customers the 

business or firms hope to attract and convert into paying customers. If the followers view 

the influencer as reputable and credible, they will be more inclined to listen to the 

influencer’s opinions and pay attention to the content that they post on their social media 

platforms. For businesses, this means that a credible influencer can generate positive 

attitudes towards the influencer and the brand involved (Belanche et al., 2021; Schouten et 

al., 2020). 

The credibility of an influencer can be based on various characteristics, but was 

initially composed of three fundamental dimensions: attractiveness, trustworthiness, and 

expertise (Ohanian, 1990). This tri-component, 15-item scale was initially developed to 

measure the perceived characteristics of conventional celebrity endorsers. The framework 

later added the dimension of similarity and was used to measure the credibility of peer 

endorsers rather than regular celebrities (Munnukka et al., 2016), and to examine its impact 

on creating positive brand attitudes among potential customers. The difference between 

conventional celebrities and social media influencers is that celebrities are usually well-

known through traditional media such as newspapers and magazines.  

In contrast, social media influencers are considered “regular individuals” who have 

become “online celebrities” by generating and publishing content on social media platforms 

(Lou & Yuan, 2019). These influencers generally specialise in a niche or field, such as 

beauty, technology, or even gaming. It is therefore imperative for influencers to be perceived 

as a very high credibility peer compared to others. This would allow them to influence their 

followers to adopt positive attitudes towards them or the brands they endorse (Stoddard et 

al., 2023). For businesses, an effective influencer partnership and marketing campaign can 

yield Returns on Investment (ROI) that are comparable to or exceed those from other 

marketing channels (Mehra, 2022). 
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The source credibility framework can be used in various industries and fields where 

a speaker or public figure would be communicating a message, even in politics, religion, or 

crisis communication (Dominic et al., 2023), such as during the COVID-19 pandemic 

(Kukafka et al., 2022; Serman & Sims, 2023; Shah & Wei, 2022). This has sparked 

significant interest among academics, industry experts, and business leaders in the need for 

public speakers to be perceived as highly credible. Particularly in influencer marketing, 

where a business organisation sponsors an influencer to represent the brand, product, or 

service to a broader audience, the influencer's credibility is vital to enhance the 

persuasiveness of their messages and positively influence purchasing or repurchasing 

behaviour (von Hohenberg & Guess, 2023). 

The contribution of Ohanian (1990) was to operationalise and standardise a valid and 

reliable scale of items for measuring the credibility of a source or speaker. While perceived 

credibility is derived from the audience’s subjective perceptions (Tikochinski & Babad, 

2022), it can be increased by ensuring that the influencer identified should at least be either 

attractive physically, an expert in their field, or have a track record of being authentic and 

trustworthy in the eyes of their followers. Fulfilling these criteria would lead to a favourable 

situation for both the influencer and the business, as higher credibility tends to foster a 

positive attitude towards the influencer and, subsequently, purchase intention among 

consumers (Koay et al., 2022). 

For businesses and marketers, as well as scholars across various industries, 

evaluating a source’s credibility is of significant value. Nevertheless, social media users and 

consumers face challenges in evaluating the credibility of influencers and public figures due 

to differences in racial, cultural, and even educational backgrounds (Divjak et al., 2022; Finn 

et al., 2021; Lin et al., 2021). While the dimensions provided by Ohanian (1990) represent a 

foundation for source credibility research to base its framework upon, individuals from 

differing cultures may react differently to the dimensions of credibility, such as attractiveness 

(Attar et al., 2021). 

In addition to individual consumers from varying backgrounds, businesses should 

also consider the gender of customers when planning or executing influencer marketing 

campaigns. Sun et al. (2021) found that female followers were more likely to be directly 

influenced by their favourite social media influencer and were more likely to have a positive 
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attitude towards them. Conversely, male followers were less likely to be influenced by this. 

Nevertheless, they were more interested in specific contextual posts from the influencers 

they follow. Their findings are consistent with the categorisation of females as relational 

processors of information while males were categorised as item-specific processors of 

information (Putrevu, 2004; El Haj et al., 2023).  

In advertising, Spasova and Taneva (2021) reported that women responded positively 

to advertisements with emotional contexts, whereas information-rich, direct-message, and 

functional-solution advertisements elicited the same response from men. This implies that 

female social media users and followers are more easily influenced by endorsements from 

their favourite influencers than their male counterparts (Marhaeni et al., 2022). It depicts the 

differences in consumer gender and how they would impact the effectiveness of any 

influencer marketing campaign run by businesses and marketers. This issue is particularly 

significant within the mobile gaming industry, where almost 49% to 50% of mobile gamers 

globally are reported to be females (Ahmad, 2024; Knezovic, 2025). 

Empirical studies have argued that digital influencers are potentially more 

trustworthy, credible, and effective than traditional celebrities in marketing campaigns aimed 

at influencing consumer behaviour (Atiq et al., 2022; Johnson et al., 2022; Kapitan et al., 

2021). This means that for these influencers, their level of credibility is one of the most 

crucial reasons they earn their living (Colcol, 2020; Singhal, 2024). Influencers who are 

perceived as credible usually have a strong sense of closeness with their audience, which 

leads them to be treated as role models or sources of inspiration. This relationship is a vital 

factor in determining the success of an influencer marketing campaign (Zniva et al., 2023). 

An influencer who is credible tends to be more effective in their endorsements of brands, 

products, or services they promote to their audience (Asan, 2022; Lim & Lee, 2023). For 

businesses across industries that want to utilise influencer marketing, the credibility of 

influencers is therefore paramount to the effectiveness of their marketing campaigns 

(Vilkaite-Vaitone, 2024). 

On social media platforms such as Instagram, a study found that influencers who 

promote products that align with topics they have or usually cover, as perceived by their 

followers, are seen as a more credible source of information (Belanche et al., 2021; Kim & 

Kim, 2021a). When followers view the influencers they follow as credible, they are more 
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likely to develop positive attitudes towards them. In China, a similar result was found: the 

consumer’s attitude towards the endorser depends on their fit with the promoted product 

(Park & Lin, 2020). These studies show the established field of influencer marketing 

campaigns, where the bare minimum that companies and firms should do when identifying 

suitable influencers is to ensure that the influencer in question matches the brand, product, 

or service they would be endorsing. For mobile gaming companies and marketers, this means 

that gaming influencers should be their ideal partnership targets, rather than regular social 

media influencers with no correlation or connections to gaming. This will increase the 

effectiveness of their influencer marketing campaign, targeting their own players to 

repurchase more IAPs. 

However, today, these businesses in the industry must also consider other 

characteristics of influencers, including perceived similarities between the player and the 

influencer. While previous empirical studies have shown that the various combinations of 

attractiveness, expertise, and trustworthiness are influential in affecting the consumers’ 

attitudes towards the influencer or public endorser (Ahsan & Senarath, 2023), similarity 

between the source and their audience is now important as well in creating trust between the 

followers and the influencers (Kim & Kim, 2021b; Shrivastava et al., 2021). In the highly 

saturated mobile gaming market, the effectiveness of an influencer marketing campaign on 

social media to compete for users’ attention and cut through the noise relies on the 

influencer's credibility (Gerrath et al., 2024; Kim et al., 2021). Mobile game companies need 

to better understand their player base's demographics to run an effective influencer 

marketing campaign that encourages repurchases. 

In a Malaysian context, Sitorus et al. (2024) recently used this framework to examine 

the relationship between the four dimensions of source credibility and their impact on 

consumers’ attitudes towards advertisements and subsequent purchase intention. A similar 

framework was also used by Ahsan and Senarath (2023) in their study within the beauty and 

personal care products industry, and found that all four dimensions of attractiveness, 

expertise, similarity, and trustworthiness were able to have a positive impact on the 

consumers’ attitude towards the social media influencer and their purchase intention of 

beauty products as a result. 
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2.8.1.1 Gaming Industry Context 

In the gaming industry, source credibility is an important virtue for influencers and 

content creators, shaping their followers’ behaviour. According to Kubat Dokumacı (2024), 

the attractiveness, expertise, and trustworthiness of video game streamers significantly 

impact the purchase intention and willingness to spend money on online games of their 

audience. The effect of having a large number of followers is not necessarily a key factor in 

achieving greater visibility for any endorsements or promotions made (Wies et al., 2023). 

Instead, when influencers are perceived as credible, their content is also seen as trustworthy 

by their followers, thereby generating positive attitudes towards the brands they promote 

(Benevento et al., 2025). This means that influencers who are recognised as key opinion 

leaders by their peers exhibit a stronger ability to influence those around them (Casaló et al., 

2020). Therefore, businesses and marketers in the gaming industry should focus on 

identifying influencers perceived as opinion leaders and credible within the game genre in 

which they wish to run influencer marketing campaigns. 

In the Indonesian mobile gaming industry, Nabella et al. (2023) also reported similar 

conclusions, finding a significantly positive relationship between an influencer's content 

delivery effectiveness and players’ purchase intention for IAPs in MLBB. The content and 

information delivered should also be kept up to date and consistently refreshed to ensure 

effectiveness. This is because while the effects of a successful influencer marketing 

campaign can initially provide huge revenue boosts to mobile game companies, this effect 

diminishes quickly over time (Jiang et al., 2020). For businesses and marketers in the 

industry, this implies that longer-term partnerships with suitable influencers can yield long-

term benefits for both parties. The businesses can ensure a sustainable source of revenue by 

having players repeatedly purchase IAPs, while the influencers would continue to receive 

sponsorship money from mobile game companies, while also increasing their credibility 

among their audience. 

In the Malaysian mobile gaming industry, there are other ways to increase Gen-Y 

mobile gamers' purchase intention. One of the suggested key drivers for their intention to 

purchase IAPs in mobile games is their perceived value of these virtual items. Studies have 

shown that perceived value influences the purchase intention of Malaysian consumers 

(Appanaidu, 2022; Zahari et al., 2023). Additionally, social influence and cultural norms 
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were suggested to be influential in increasing purchase intention for IAPs in mobile games 

in Malaysia (Abdullah et al., 2024). Notably, these studies did not account for the role of 

social media influencers and their impact on the purchase and repurchase intentions of 

Malaysian mobile gamers towards IAPs. This is despite three in four Malaysians reporting 

that they make purchases based on influencers' recommendations (Cube Asia, 2024), with 

65% of purchases in the fashion industry influenced by social media influencers 

(BERNAMA, 2024). 

The source credibility framework is one of the most crucial aspects of influencer 

marketing literature. This is because social media influencers can directly influence the 

consumer’s behaviour towards not only the brand being promoted, but also the influencers 

themselves (Joshi et al., 2023). Businesses and firms across industries seeking to leverage 

influencer marketing strategies should ensure influencers are authentic, credible, and 

transparent with their target audiences. This will allow a more positive attitude towards 

influencers to form, as well as the followers’ subsequent purchasing and repurchasing 

behaviour. To achieve this, businesses should not only identify and select a suitable 

influencer but also assess the influencer's reach on their platforms (Alipour et al., 2024). 

2.8.2 Social Identity Theory 

Social identity theory, initially proposed by Tafel and Turner (1979), holds that 

individuals obtain self-esteem from membership in different social groups. The authors state 

that people would seek validation and entertainment from other “in-group” individuals while 

taking steps to distinguish themselves from “out-group” individuals. These definitions are 

explained as social categorisation, social identification, and social comparison; where the 

individuals would first classify people as “us” (in-groups) and “them” (out-groups), then 

adopting and identifying themselves as members of the “in-groups” which they feel they 

belong to, then comparing their group against other “out-groups” to obtain positive 

validation and self-esteem.  

Since its inception, numerous studies have been carried out to contribute to a better 

academic understanding of how the theory can be applied in real-life situations. In a sporting 

context, Evans et al. (2024) reported that athletes' social identity was a significant factor in 

team cohesion, efficacy, and overall performance across a full season. From an online retail 
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perspective, the social identity of female Korean consumers was found to influence their 

purchase intentions directly positively (Kim et al., 2025). Nevertheless, their study focused 

only on female fashion customers and suggested that future studies could include other 

genders and analyse how consumers’ virtual demographics would affect their behaviour 

across other industries. A study by Acar et al. (2024) found that, in general, consumers who 

identified with a brand as their “in-group” had significantly higher satisfaction and 

repurchase intentions. Their findings also indicated that male respondents' repurchase 

intentions were less susceptible to family member influence. 

In contrast, female respondents were more influenced by peers and family members 

regarding repurchase intentions. Similarly, Wahyuningsih et al. (2022) reported that male 

consumers were more rational than female respondents, whose decisions were more rooted 

in emotion. Their findings show that male consumers had higher repurchase intentions only 

after feeling satisfied. In contrast, female consumers' repurchase intentions were 

significantly influenced by their consumption values, including emotional value. This 

illustrates one of the factors in social identity theory: male consumers display behaviours 

belonging to their “in-group” of male genders, and female consumers do as well.  

Conversely, Suhartanto et al. (2021) found no difference between male and female 

respondents in green repurchase intentions among young consumers in Indonesia. One of 

the possible reasons is that, since students in the country study in co-educational schools, 

their exposure, development, and experience regarding their intention to repurchase green 

products are similar, resulting in similar attitudes and perceptions towards green products. 

Similarly, Silintowe and Sukresna (2023) found no significant difference in green purchasing 

behaviour between male and female respondents in Indonesia, and concluded that 

respondents with green self-identities have stronger attitudes and intentions to purchase 

green products.  

In Malaysia, the differences in consumer gender were also reported. According to 

Teo et al. (2025), repurchase intentions among male consumers on an e-commerce platform 

were more strongly influenced by trust and customer service. In contrast, among female 

consumers, intentions to repurchase were influenced by self-fulfilment and platform design. 

This means that for businesses whose primary target audience is male, providing high levels 

of customer service and demonstrating trustworthy behaviour would make customers more 



 

63 

 

willing to return and repurchase products or services from the business. Regarding green 

purchasing behaviours, Alam et al. (2025) found that consumers with a high pro-

environmental self-identity also exhibit high levels of sustainable purchasing behaviour. 

Their study argues that amplifying the individual’s self-identity would translate into long-

term identity-driven purchasing behaviour in Malaysia. 

Particularly in a digital era of social media, where virtual identities are more fluid 

and influenced by members of other “in-group” online communities, other demographic 

factors such as race and gender should be studied to determine changes in modern social 

identity (Khadka, 2024). A similar suggestion was made by Isa et al. (2024), who argued that 

businesses should partner with influencers and leverage social media platforms to better 

cater to value-aligned consumers and enhance their repurchase intentions.  

2.8.2.1 Gaming Industry Context 

Within the gaming industry, it has also been found that gamers’ self-identification 

with their virtual avatars significantly affects their behavioural intention to play a game 

(Duan & Jeong, 2024). Similarly, a study conducted by Ngah et al. (2024) among two social 

groups of console and mobile gamers found that satisfaction has a positive impact on both 

groups’ repurchase intention for virtual items. Nonetheless, upon deeper explanation, it was 

stated that a stronger effect was observed among console gamers than among mobile gamers. 

This means that even within the same gaming context, console gamers were considered to 

be more willing to repurchase the virtual items in the games that they play based on the 

game’s aesthetic design, the players’ self-perceived value, as well as their satisfaction with 

the games. Mobile game developers should still take into account future demands regarding 

game aesthetics and player gameplay satisfaction, and address these demands, which in turn 

will lead to a higher willingness to continue repurchasing IAPs.  

According to Ćwil and Howe (2020), individuals who identify themselves as gamers 

were reported to spend a larger amount of time playing online games compared to individuals 

who did not identify as gamers, concluding that the characteristic of spending long hours 

playing games online belongs to the identity of a gamer in both Poland and the United States. 

A similar scenario was reported by Tene et al. (2024) among Indonesian Generation Z players 

of MLBB, where players who wanted to improve their social status within the game by 
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joining the “in-group” of the strongest or wealthiest players were more willing to spend 

money to purchase the virtual products. This shows that even in a virtual setting where 

physical demographic attributes such as race, age, or gender are not displayed, individual 

consumers would still identify and classify themselves virtually with the group they wish to 

participate in; therefore, their purchasing behaviours would be influenced by how they 

identify themselves.  

However, the empirical gap exists, as a country with more than 20 million active 

gamers, or more than 60% of the country’s population (Malaysian Investment Development 

Authority (MIDA), 2025), no study has attempted to study the impact of player gender on 

the repurchase intention of game players in Malaysia. This is despite the country having 

national policies that can help stimulate the gaming industry, such as Malaysia Digital 

Economy Blueprint (MyDIGITAL) and the New Industrial Master Plan (NIMP) 2030. 

Therefore, this study aims to address and overcome this gap by examining the role of player 

gender as a moderating variable between players' attitudes towards influencers and their 

subsequent repurchase intention.  

2.9 Conceptual Framework 

The conceptual framework for this research, as depicted in Figure 2-1 and based on 

the hypotheses development, will use the four source credibility dimensions, namely 

attractiveness, expertise, trustworthiness, and similarity, as independent variables. These 

independent variables influence players’ attitudes towards influencers and their repurchase 

intentions, while player gender moderates these effects. 

The source credibility factors, acting as the independent variables in this research, 

measure credibility and integrity through dimensions such as attractiveness, expertise, 

trustworthiness, and similarity. These dimensions, functioning as the independent variables 

in this research, are perceived as influential antecedents that could shape Malaysian Genshin 

Impact players’ attitudes towards influencers and, subsequently, their repurchase intention 

for IAPs in the mobile game Genshin Impact. 

Many of the studies conducted on the mobile gaming industry are focused on 

identifying the factors that would influence the purchase intention for IAPs of the gamers 
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using different factors such as perceived value (Hsiao et al., 2022; Hsu & Lin, 2016), the 

experience by the customer (Liao et al., 2020), social interaction and play frequency (Jang 

et al., 2019), and even player loyalty (Purnami & Agus, 2020). Most of these studies are 

focused on the relationship between players and the games. In contrast, nowadays mobile 

game companies are increasingly seeking influencers to partner with and promote their 

brands, such as the developer of mobile game Among Us, InnerSloth Limited Liability 

Company (LLC), which partnered with YouTube influencer PewDiePie to play and promote 

the game when it launched in 2020 (GameInfluencer, 2023). 

The role of influencers in shaping repurchase intentions among players should be 

viewed as a new critical factor. The combination of influencer marketing with other online 

marketing tactics, such as word-of-mouth advertising, in the mobile game industry will not 

only help mobile games reach a wider audience but also reduce uninstall rates while 

increasing revenue (Makki et al., 2025). Jiang et al. (2020) found that influencer marketing 

in the context of mobile games can directly influence viewers' purchase intention and 

indirectly increase non-viewers' willingness to make virtual purchases through brand 

awareness and visibility. This shows the positive impact of using influencer marketing on 

the revenue of the mobile game companies.  

A study by Bakach et al. (2024) found that while perceived similarity between the 

influencer and players is an essential construct, gamers may be swayed by external social 

factors, such as public influencers. Nabella et al. (2023) shared a similar view, stating that 

mobile game developers should pay closer attention to influencers who consistently create 

engaging content to help players keep playing and spend money on virtual items. Lehtonen 

et al. (2023) had also found that content creators who were able to elicit positive responses 

from their followers through their content were able to have an immediate impact on the 

game’s profits. The more positive attitude the player has toward the mobile game they play, 

the more willing they are to purchase and repurchase IAPs (Kostopoulos et al., 2023). In 

addition, the study by Ma and He (2024) suggests that individual characteristics of mobile 

game players, such as gender, should be used as variables to investigate their influence on 

players’ intentions to make more IAPs in the mobile games they play. A similar suggestion 

was made by Yolanda Putra et al. (2024) to include gender differences as a construct in future 

studies on mobile games. 
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According to Immanuel and Bianda (2021), credibility factors such as trust and 

attractiveness had a positive, significant effect on consumers’ attitudes towards the 

influencer. Moreover, Iqbal et al. (2023) showed that influencers’ perceived attractiveness, 

expertise, and credibility also significantly and positively impacted consumers’ attitudes 

towards influencers, which then had a positive, significant mediating effect on purchase 

intention. 

Attitude towards influencers is the dependent variable in this framework, followed 

by repurchase intention as the outcome variable. The relationship between attitude towards 

influencers and repurchase intention of players is predicted to be moderated by players’ 

gender. The dependent variable measures the extent to which players perceive influencers' 

characteristics as affecting their attitudes towards influencers, which, in turn, affects their 

intentions to repurchase IAPs in Genshin Impact. Players' attitudes towards influencers will 

be influenced by influencer attractiveness, expertise, trustworthiness, and similarity as 

perceived by spending players. 

The player's gender serves as a moderating variable in this framework. It is used to 

measure players' subjective opinions on whether being male or female would impact their 

intentions to repurchase IAPs or otherwise. It is expected that male players would be more 

influenced if the influencer has the required levels of expertise and skills. 

The outcome variable, repurchase intention, reflects players’ intentions to return and 

continue purchasing IAPs in the mobile game Genshin Impact. This variable is predicted to 

be influenced by players’ attitudes towards influencers and their perceived credibility, and 

moderated by gender. 
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Figure 2-1: 

Conceptual Framework 

 

 

2.9.1 Justification of Proposed Conceptual Framework 

A conceptual framework is needed to provide direction for research, to describe the 

understanding of the main concepts under investigation, and to articulate the relationships 

among the concepts through written descriptions and/or visual representations (Luft et al., 

2022). In the proposed framework, four independent variables, namely attractiveness, 

expertise, trustworthiness, and similarity, are predicted to have an impact on both the 

spending players’ attitude towards influencers and the subsequent repurchase intention, with 

gender functioning as a moderator. The four independent variables are derived from the 

source credibility model, which has been tested and recognised as a credible and reliable 

framework for social media influencer attributes (Mohamed & Jaafar, 2023). To accomplish 

the objectives of this research, which is to obtain a deeper understanding of the credibility 

dimensions influencing attitudes towards influencers as well as repurchase intention within 

the mobile gaming industry context, these four source credibility constructs will be 

integrated into the conceptual framework and serve as the main independent variables for 

this study.  
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In this framework, the attitude towards influencers does not serve as a mediating 

variable, as the framework by Munnukka et al. (2016) had only investigated the direct impact 

of the four-item source credibility dimensions on the consumers’ attitudes towards 

advertisements. Ramayah et al. (2017) stated that any mediation effect depends on strong 

theoretical support; however, Hovland and Weiss's (1951) original theoretical framework 

confirmed the impact of source credibility only on the individual’s opinions. Sitorus et al. 

(2024) also examined the influence of the four-item source credibility constructs on attitude 

towards advertisements in a Malaysian context, while Ilieva et al. (2024) confirmed the 

significant impact of source credibility dimensions on attitude towards influencers. 

Therefore, the initial Source Credibility Theory is argued to show that attitude towards 

influencers serves as the dependent variable for the source credibility dimensions, followed 

by an assessment of the attitude towards influencers’ impact on repurchase intentions. 

The source credibility model, as initially developed by Ohanian (1990) and later 

advanced by Munnukka et al. (2016), is a widely used four-dimensional construct for 

assessing source credibility. Their framework operates under the assumption that their source 

credibility dimensions are used to evaluate peer-endorser credibility and its effect on 

attitudes towards the advertisement and the brand being promoted. In their framework, 

source credibility is evaluated based on four dimensions: trustworthiness (perceived honesty 

and sincerity of the source), expertness (perceived competence of the source), similarity 

(perceived similarity of the source to the target recipient), and attractiveness (physical 

appearance of the source). Therefore, based on this extended source credibility framework, 

the four variables proposed by Munnukka et al. (2016) will serve as the main independent 

variables in the study’s conceptual framework. In addition, based on these dimensions, the 

source credibility model offers a better understanding of the use of peer endorsers in 

marketing, allowing organisations and marketers to strengthen an endorser's credibility and 

maximise the effectiveness of an advertisement. 

Within this proposed conceptual framework, gender will function as a moderator 

variable. A moderator is a variable that increases, decreases, cancels, or modifies the 

relationship between independent and dependent variables (Hefner, 2017). Based on a past 

study by Purnami and Agus (2020), gender differences between male and female players can 

create differences in their purchasing behaviour. In the context of this study, it is proposed 
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that player gender influences the relationship between the two dependent variables, attitudes 

towards influencers, and repurchase intention. 

The gender of the consumer can moderate the relationship between perceived 

similarity and physical attractiveness towards influencers among female social media 

followers (Chetioui et al., 2023). Conversely, for male followers, it is predicted that the 

gender of the influencer plays no role in their attitude towards the brand or their engagement 

with the content posted by the influencer (Hudders & De Jans, 2022). Therefore, integrating 

the player's gender into the proposed framework will allow for a better understanding of how 

gender influences attitudes towards influencers and repurchase intention in the mobile 

gaming industry. 

The proposed conceptual framework, consisting of six hypotheses derived from 

independent and dependent variables, is structured to evaluate the influence of influencer 

credibility dimensions on their attitude towards the influencer and subsequent repurchase 

intentions among spending players in Genshin Impact in Malaysia. This framework aims to 

provide a comprehensive perspective on the antecedents of these dependent variables and to 

explain the hypothesised relationships among them. By proposing and evaluating 

hypotheses, this study provides fresh perspectives for mobile game organisations and 

marketers to enhance their marketing campaigns. By utilising influencer marketing, it is 

hoped that their spending players will be more inclined to behave more positively towards 

the game and thus more willing to repurchase IAPs. 

2.9.2 Description of Variables 

The proposed conceptual framework, as shown in Figure 2-1, comprises the 

independent variable, the dependent variable, the outcome variable, and the moderator 

variable. The independent variables consist of the four source credibility dimensions: 

attractiveness, expertise, trustworthiness, and similarity. These items had been discussed in 

Section 2.2. The dependent variable is attitude towards influencers, while repurchase 

intention is the outcome. These items were discussed in Sections 2.3 and 2.4, respectively. 

Attractiveness is defined as the ability of an influencer to stimulate their followers 

and generate positive responses through their personal charisma and facial features (Akhtar 
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et al., 2024). In the context of mobile games, attractiveness is defined as whether the 

influencer is perceived as attractive to a particular group of people (Fitriani et al., 2023) and 

can sway viewers to make IAPs in the mobile games they play. 

Expertise refers to the skills, experience, or knowledge that an influencer has and 

must use to influence their target audience (Supriyanto et al., 2023). In the context of mobile 

games, this refers to influencers’ status as both engaged and dedicated players, and their 

knowledge of creating content that fits their game audience well (Medium, 2024), which 

makes them strong promoters of the games they play. 

Trustworthiness denotes how followers perceive influencers as honest and authentic 

in the information they provide (Weismueller et al., 2020). In the context of mobile games, 

the level of trust an influencer has among their audience can increase exposure, downloads, 

and user engagement when a mobile game is advocated or promoted. This is because an 

influencer who is transparent with their followers can endorse a brand, product, or service 

more effectively (Balaban et al., 2022). 

Similarity refers to followers' perceptions that influencers are similar to them in terms 

of visual resemblance, shared attitudes, and social background (Stein et al., 2022). Followers 

or viewers who perceive themselves as similar to the influencer are more inclined to have a 

positive attitude towards the subject being promoted (Zhafira et al., 2022). In the context of 

mobile games, this means influencers who are already playing and enjoying games in a 

similar genre and have created content well accepted by a majority of their audience (Xsolla, 

2022). 

Attitude towards influencers is defined as the general assessment of an influencer 

along a positive-to-negative continuum (Lee & Eastin, 2021). A favourable view of the 

endorser can directly and indirectly improve perceptions of a product being promoted 

(Szymkowiak & Antoniak, 2024). In the context of mobile gaming, this means the general 

attitude viewers and followers have towards the influencer creating content for Genshin 

Impact. 

Gender refers to the gender of players in the mobile game Genshin Impact. 
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Repurchase intention is defined as an individual’s decision to repurchase a product 

or service at least twice (Febriani & Ardani, 2021). Behavioural researchers commonly use 

this to predict consumers' purchasing behaviours (Lee et al., 2021). In the context of mobile 

gaming, this refers to the intention or willingness of spending players to repurchase IAPs in 

Genshin Impact. 

2.10 Hypothesis Development 

Each hypotheses will be discussed in the following subsections, before being 

concluded in Table 2-9. 

2.10.1 Attractiveness and Attitude Towards Influencers 

Munnukka et al. (2016)’s study found that attractiveness positively affected 

consumers’ attitudes and subsequent behaviour. Their study argued that the regular 

appearance of the endorsers or influencers could strengthen the credibility of the relationship 

between the endorser and the audience as a whole. According to Wiedmann and von 

Mettenheim (2021), most research has defined attractiveness as the physical attractiveness 

of the individual endorser and the extent to which this endorser’s facial features are perceived 

as pleasing to look at. When the endorser or communicator is perceived as attractive, their 

credibility increases, and the audience may be more willing to accept their message 

favourably (Kim & Kim, 2021b). Especially on social media platforms, the attractiveness of 

influencers increases the appeal of their messages and, consequently, the likelihood that 

followers will make a purchase (Tarabieh et al., 2024). 

Margom and Amar (2023) suggested that physical attractiveness positively 

influences consumers’ attitudes and purchase intentions for a product, but negatively affects 

their self-esteem and psychological well-being. This is similar to the findings of Rathnayake 

and Lakshika (2022), who stated that influencers perceived as highly attractive were more 

likely to positively influence their followers' purchase intention towards the advertised 

brand. An attractive influencer would be more popular, and thus their messages to their 

audience would be more persuasive and impactful. This implies that the endorsers’ physical 
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attractiveness is a vital factor in enhancing consumers' purchase intention for the promoted 

brand, product, or service. 

In Malaysia, influencers’ attractiveness was found to affect consumers' purchase 

intention in the cosmetics industry positively (Chekima et al., 2020). Additionally, 

influencers who are perceived as attractive and well-aligned with the brand’s values and 

identity significantly influence customers’ purchase intentions (Rahim et al., 2023). 

Particularly for female consumers, the attractiveness of influencers significantly increases 

their willingness to purchase pet products (Wei et al., 2021). This indicates that the influence 

of the levels of physical attractiveness of the influencer is not limited to only the beauty or 

cosmetics industry for female customers (Abdullah et al., 2023), but could also be applied 

to the overall influencer marketing promotions for daily products or services as well when 

recommended by attractive influencers (Tamsir et al., 2023). 

According to Niloy et al. (2023), the attractiveness of the source was found to 

significantly and positively influence consumers' attitudes towards influencers, which 

subsequently had a similar effect on purchase intention for food products. An attractive 

influencer is more likely to elicit positive feelings among their followers towards the 

influencer, which in turn can help generate purchase intentions among the target audience 

(Immanuel & Bianda, 2021). For businesses and marketers, this indicates that consumers are 

more willing to adopt a positive attitude towards the influencer when the influencer is 

perceived as highly attractive. This positive attitude will further influence their intentions to 

purchase (Iqbal et al., 2023). Therefore, the following hypothesis is proposed. 

H1: Attractiveness has a positive and significant effect on attitude towards 

influencers. 

2.10.2 Expertise and Attitude Towards Influencers 

According to a study by Munnukka et al. (2016), expertise had a weak but significant 

influence on consumers’ attitudes and subsequent behaviour. Wiedmann and von 

Mettenheim (2021) suggested that consumers were more likely to agree with the opinions of 

experts or individuals perceived as experts than with those of non-experts. This is a suitable 

metric to assess an influencer's impact, as influencers are generally individuals who create 
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and share information and content related to their specific field of expertise on social media 

platforms (Immanuel & Bianda, 2021). An influencer with high levels of competency, 

knowledge, and skills, as perceived by their followers, will have greater influence over the 

positive acceptance of their assertions (Rayasam & Khattri, 2022). 

Supriyanto et al. (2023) found that perceived expertise was an antecedent of attitudes 

towards influencers, which positively impacted customers' purchase intention in Indonesia. 

When influencers constantly improve their knowledge and skills in their domain, their 

audience tends to trust them even more, believing they can provide valuable information 

(Hartono et al., 2023). 

In Malaysia, social media influencers’ expertise was found to be the foremost factor 

that businesses and marketers should prioritise to influence Malaysian Muslim Gen Z 

consumers to purchase halal products (Rizal Putri et al., 2023). This might be because the 

target audience has strong existing opinions about halal products and services and is not 

easily swayed by the popularity of social media influencers. 

Iqbal et al. (2023) found that perceived expertise displayed by influencers generally 

increased followers' positive attitudes towards the influencer and, consequently, their 

purchase intentions. By doing due diligence and research to stay up to date with the latest 

information in their fields, influencers’ audiences will see them as even more qualified 

experts and have a positive attitude towards the influencers they follow (Candra, 2023). 

According to Carissa et al. (2021), the levels of perceived expertise displayed by 

influencers are the most critical factor in shaping consumer attitudes towards influencers. 

They found that in the beauty industry, influencers who are perceived as having exceptional 

expertise in beauty products and services can positively influence their audience’s attitudes 

towards them and create repurchase intentions. This shows that the influencer's expertise 

plays an important role in shaping not only their credibility but also their followers’ attitudes 

towards them. Therefore, the following hypothesis is proposed. 

H2: Expertise has a positive and significant effect on attitude towards influencers. 
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2.10.3 Trustworthiness and Attitude Towards Influencers 

According to Hovland and Weiss (1951), a source perceived as trustworthy can 

significantly affect opinions to a greater extent than an untrustworthy source. Using their 

developed 4-construct source credibility model, Munnukka et al. (2016) found that 

trustworthiness is one of the key constructs with the most decisive influence on consumers’ 

attitudes. If an individual consumer trusts an influencer who expresses a liking for a 

particular brand, product, or service, then the consumer is presumed also to like that brand, 

product, or service (Wiedmann & von Mettenheim, 2021). This is because the perceived 

trustworthiness of an influencer has been argued to be one of the main factors that influences 

the consumer’s subsequent behaviour (Balaban et al., 2022; Magano et al., 2022). 

Influencers who are transparent and honest with their audience about the content they create, 

such as only endorsing products they have used daily, will be viewed as more trustworthy 

(Audrezet et al., 2020). Compared to influencers who promote brands, products, or services 

they do not personally use, followers are more trusting of those who do and speak from 

personal experience, viewing them as authentic and sincere (Zafar et al., 2021). 

For influencers on social media platforms, it is important to consistently grow their 

large communities of followers who trust and value their opinions (Balaban et al., 2020). 

Thus, transparency with their audience is one of the most vital actions an influencer can take 

to ensure their audience continues to engage with them and trust them. In terms of sponsored 

content, such as posts or videos created in partnership with businesses, it has been suggested 

that customers are more willing to trust influencers who disclose the nature of their 

sponsored content than those who do not (Kay et al., 2020). This means that individual 

consumers will also have a higher purchase intention for the sponsored products if the 

influencer had been transparent about sponsorships. As long as the influencer is honest with 

their audience and stays true to their personal values, their followers will still trust them 

(Aggad & Ahmad, 2021). 

In Malaysia, it has been reported that credible, honest influencers elicit a favourable 

attitude from their followers (Ooi et al., 2023). Especially in the context of social media 

marketing, individual consumers will be more trusting of an influencer with an honest 

demeanour. They would believe that the information provided by these influencers is reliable 

(Lee & Eastin, 2020). According to Immanuel and Bianda (2021), influencers who are 
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perceived as trustworthy by their audience are more likely to generate a positive attitude 

towards the influencers themselves. When their followers view the influencer as trustworthy 

and honest, their audience tends to develop a more positive attitude towards them because 

this characteristic is central to some consumers (Durau et al., 2022). A similar result was 

reported in the fashion industry, where consumers’ attitudes towards fashion influencers 

were positively influenced by perceived trust levels (Tiwari et al., 2024). Taking these 

empirical studies into consideration, the following hypothesis is proposed. 

H3: Trustworthiness has a positive and significant effect on attitude towards 

influencers. 

2.10.4 Similarity and Attitude Towards Influencers 

Munnukka et al. (2016) initially introduced the similarity dimension as one of the 

top constructs that significantly and strongly affected consumers’ attitudes, together with 

trustworthiness. Similarity, used interchangeably with homophily, is the extent to which 

different individuals and consumers gather together based on their values, personal beliefs, 

or other aspects (Magano et al., 2022). In this context, this refers to the similarities between 

the consumer and the influencer that they follow in terms of values, attitudes, and 

backgrounds (Ladhari et al., 2020). If consumers perceive the influencer’s image as similar 

to their ideal images of themselves, the effectiveness of the influencer's endorsements 

increases (Shan et al., 2020). Similar studies conducted in the context of product-influencer 

fit found that high levels of similarity between the product type and the influencer’s specialty 

led to a more positive attitude (Ku & Lou, 2022), especially a higher intention to purchase 

the promoted product (Janssen et al., 2022). Qamar et al. (2023) found that individual 

consumers were more likely to remain loyal and continue engaging with an influencer who 

promotes brands, ideas, products, or services that they agree with. 

On social media platforms, users have reported that leaving comments on an 

influencer’s content increases the sense of similarity between them and the influencer 

(Schouten et al., 2020). This is because the more someone connects well with another 

individual, the higher their inclination to be persuaded by what that individual says or does. 

In this case, if the follower perceives the influencer as being similar to them, for example, in 

terms of demographic or lifestyle, the influencer will tend to be seen as being more “ordinary, 
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real, accessible,” which helps generate positive feelings towards the influencer (Rani et al., 

2023). This also makes followers more willing to adopt the influencer’s actions and 

behaviour when they are seen as regular, everyday, relatable humans or peers, rather than 

someone of higher social standing than themselves. 

Niloy et al. (2023) suggested that source familiarity was the strongest factor 

influencing consumers’ attitudes towards influencers. When the influencer is considered 

well-known to their audience, followers are more likely to develop a positive attitude 

towards the endorser. According to Tsarashafa and Qastharin (2021), consumers’ feelings of 

having something in common with the influencer are the strongest factor in shaping their 

attitude towards the influencer, as well as their subsequent intentions to purchase the fashion 

products endorsed. In their context, users would perceive themselves as having a similar 

fashion style or taste to the fashion influencer, which increases their positive perceptions of 

the influencer. The stronger this sense of similarity between the consumer and the influencer, 

the greater the likelihood that the consumer will be influenced by the influencer (Santiago et 

al., 2020). This means that smaller influencers would be viewed as more realistic and have 

relatable opinions compared to larger influencers with over 1 million followers; therefore, 

they would be trusted more (Candra, 2023). Thus, the following hypothesis is proposed. 

H4: Similarity has a positive and significant effect on attitude towards influencers. 

2.10.5 Attitude Towards Influencers and Repurchase Intention 

Influencers with high levels of likeability are more likely to influence their followers 

to buy the same brand, product, or service recommended by the influencer (Taillon et al., 

2020). Consumers who have a positive impression of the influencer that they follow or 

whose content that they consume will result in the influencer’s message being easier to be 

accepted by the audience. This is useful for when the influencer wishes to generate the 

willingness to purchase the items being promoted among their followers who already have 

positive attitudes towards their opinions and content (Zhafira et al., 2022). The more 

consumers feel positively about an influencer’s opinions and content, the greater their 

intention to purchase the brand, service, or products advertised when sponsored (Azkiah & 

Hartono, 2023). According to Chetioui et al. (2023), consumers’ attitudes towards 
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influencers positively influence their intentions to purchase the food products and the brands 

being promoted. 

Customers will be more willing to purchase the brand, product, or service if they 

have a good impression of the influencer (Niloy et al., 2023). Particularly within the fashion 

industry, it is important for businesses to maintain a positive perception of influencers, as 

favourable endorsements by them can lead to higher purchase intentions among their 

followers (Iqbal et al., 2023). A similar result was reported in the beauty products industry, 

where the presence of influencers with likable characteristics who provided updated product 

information led to higher consumer intention to purchase (Candra, 2023). 

Consumers who have a positive attitude towards the influencers that they follow or 

whose content they watch on social media are more likely to repurchase products that have 

been endorsed (Carissa et al., 2021). Businesses and marketers should focus on ensuring 

their target audience has a positive attitude towards the influencers who will promote their 

brand, service, or product. This is to ensure consumers are willing to return and repurchase 

from the business or brand in the future after consuming content created by the influencer. 

Therefore, based on the current literature on attitudes towards influencers and their impact 

only on purchase intention, as well as the literature gap regarding their impact on repurchase 

intentions, especially in the mobile gaming industry context, the following hypothesis is 

proposed. 

H5: Attitude towards influencers has a positive and significant effect on repurchase 

intention. 

2.10.6 Gender As Moderator Variable 

According to social identity theory (Tajfel & Turner, 1979), consumers of different 

genders analyse information differently based on their social identity groups (Vemuri V. P., 

2025). A study by Hudders and De Jans (2022) found that gender plays a moderating role 

among female consumers, as they perceived themselves as more similar to female 

influencers, which positively affected their attitude towards the promoted brand. 

Amperawati et al. (2024) also suggested that gender moderated the effectiveness of 

influencer marketing for male and female consumers across different contexts. Similar 
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results were reported by Li et al. (2024), who found that male consumers would resist male 

endorsers when trying to stimulate purchase intention among their viewers. Conversely, male 

consumers were said to be more likely to have a positive attitude towards attractive endorsers 

than females (Chetioui et al., 2023), while female consumers would typically also form 

positive attitudes towards influencers they perceive as experts (Li et al., 2024). Based on the 

literature above, the following hypothesis is proposed. 

H6: Gender moderates the relationship for male players between attitude towards 

influencers and repurchase intention. 

Table 2-9: 

Summary of Hypotheses 
Research Questions Research Objectives Hypothesis 

1. How does credibility factors 

influence spending players’ 

attitude towards the influencers 

in the context of Genshin 

Impact in Malaysia? 

To assess the influence of social 

media influencers’ credibility 

factors on the attitude towards 

influencers in the context of 

Genshin Impact in Malaysia 

H1: Attractiveness has a positive and 

significant effect on attitude towards 

influencers. 

H2: Expertise has a positive and 

significant effect on attitude towards 

influencers. 

H3: Trustworthiness has a positive 

and significant effect on attitude 

towards influencers. 

H4: Similarity has a positive and 

significant  effect on attitude 

towards influencers. 

2. To what extent does attitude 

towards influencers affect the 

repurchase intention for in-app 

purchases in Genshin Impact in 

Malaysia? 

To determine the relationship 

between attitude towards 

influencers and repurchase 

intentions for in-app purchases in 

Genshin Impact in Malaysia. 

H5: Attitude towards influencer has 

a positive and significant effect on 

repurchase intention. 

3. Will player gender moderate 

the relationship between 

attitude towards influencers and 

repurchase intention for in-app 

purchases in Genshin Impact in 

Malaysia? 

To examine the moderating 

impact of player gender between 

attitude towards influencers and 

repurchase intention for in-app 

purchases in Genshin Impact in 

Malaysia. 

H6: Gender moderates the 

relationship for male players 

between attitude towards influencers 

and repurchase intention. 

 

2.11 Conclusion 

The literature review for the theory used, the variables of the framework, the 

conceptual framework, as well as the hypotheses developed based on the framework has 

been described in Chapter 2. The methodologies used to carry out the research will be 

described in Chapter 3.  
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CHAPTER 3: 

METHODOLOGY 

3.1 Introduction 

This chapter outlines the research methodology used in the study, including the 

research design, sample selection, and procedures. This chapter will further explain the 

process of data collection, the formulation of research questionnaire items and 

measurements, followed by the pre-test procedures. Then, the choice of statistical analyses 

for this study was discussed and justified, and the study was concluded. 

3.2 Research Paradigm 

Research paradigm is defined as a set of assumptions, beliefs, practices, and values 

that act as a guide and advise how research is carried out within a discipline or field (Gamage, 

2025). A paradigm differs from a theory in that theories aim to explain, whereas a paradigm 

serves as a framework for viewing scenarios and things (Panya & Nyarwath, 2022). 

Generally, there are three major paradigms: positivism, interpretivism, and pragmatism. The 

chosen paradigm then serves as a guiding tool for the researcher’s investigative work, such 

as data collection and analysis procedures.  

This study has adopted a positivist research paradigm, in which hypotheses are 

proposed regarding a relationship between phenomena, and empirical evidence is gathered, 

analysed, and used to explain the influence of the independent variable on the dependent 

variable (Rehman & Alharthi, 2016). This research paradigm is also suitable for use, as it 

relies on hypothesis testing and inference, which can then serve as guidelines for how other 

mobile game companies in the industry should act (Arif et al., 2023). This is also in line with 

one of the research objectives of this study, which was to test the developed hypotheses 

aimed at determining the influence of source credibility factors on attitude towards 

influencers, then towards repurchase intention. The results of a positivist research paradigm 
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can lead to the creation of an idea on how companies and businesses in the mobile game 

industry should act in regard to tailoring their social media influencer marketing campaigns 

to acquire more players, improve retention, so the players will eventually spend money on 

In-App Purchases (IAPs) and generate sufficient revenue. 

In addition, the positivist research paradigm also explains that research is carried out 

to develop statements that explain a situation or describe a causal relationship between 

variables (Creswell, 2014). This also aligned with the research's aims, which are to identify 

the credibility factors (predictors) that influence attitude towards influencers (outcome) and 

repurchase intention (outcome). 

3.3 Research Approach 

For this study, the research approach was a quantitative approach. According to 

Taherdoost (2022), the quantitative approach addresses a research problem by collecting and 

analysing quantifiable data. This allows potential relationships between a predictor variable 

and the outcome to be predicted. Creswell (2017) had also stated that the quantitative 

approach is suitable for investigating factors influencing a specific phenomenon. As this 

research aims to determine the influence of influencer credibility factors (predictor) on 

attitude towards influencers (outcome) and repurchase intention (outcome), a quantitative 

research approach is chosen for this research. This will also allow a quantifiable relationship 

between the predictor and outcome variables to be analysed and interpreted in the context of 

Malaysian Genshin Impact spending players. 

According to Barroga et al. (2023), the deductive research approach is used when 

seeking to test or disprove hypotheses developed in quantitative research. Under this 

approach, there are nine steps to be taken. Researchers must first make observations about a 

new or unclear phenomenon, investigate the theory surrounding it, and generate potential 

hypotheses to explain these observations. Next, researchers predict the outcomes based on 

the hypotheses generated, formulate steps to test the predictions, and collect the required 

data before analysing and processing it. Lastly, researchers will verify the results obtained, 

draw conclusions, and present their findings. The approaches mentioned above served as a 

rough guideline for this research and are similar to the steps taken by the researcher. 
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3.4 Research Design 

This study aimed to determine how social media influencer credibility factors 

influence consumers' attitudes towards the influencers they follow and, subsequently, 

repurchase intention, while being moderated by player gender among Malaysian players of 

the mobile game Genshin Impact. As this study was conducted at a specific point in time 

(May – July 2025) and aimed to provide information to better understand the phenomenon 

regarding the usage of influencer marketing in the mobile games industry (Slater & Hasson, 

2024), a cross-sectional research design was used to collect data from a group of respondents 

using questionnaires (Schmidt & Brown, 2019). 

3.4.1 Sampling Technique 

The research design employed two non-probability sampling methods: purposive 

sampling and snowball sampling. The first method of sampling involves the researcher 

identifying respondents who can provide the best perspective on a phenomenon of interest 

(Staller, 2021), and the population with the desired characteristic of units is deemed very 

rare (Frey, 2018). Specifically, the type of purposive sampling to be used is criterion 

sampling, where participants who fulfil the predetermined, specific criteria will be selected 

to participate in the study (Memon et al., 2025). Since the research objective of this study is 

to identify the perceptions of Malaysian Genshin Impact spenders and those who have 

followed or watched influencers’ content, the use of criterion purposive sampling allows 

qualified respondents to contribute directly to answering the research objectives (Andrade, 

2021). 

Next, the snowball sampling method is used when researching hard-to-reach 

populations, and participants can refer other individuals who also meet the predetermined 

criteria to participate in the study (Ahmed S. K., 2024), creating a chain of referrals (Hair et 

al., 2019). Similar to purposive sampling, snowball sampling was used due to the challenges 

in directly contacting the spenders of Malaysian Genshin Impact players (Ting et al., 2025). 

Establishing inclusion and exclusion criteria is also the first step in conducting 

snowball sampling via purposive sampling (Ting et al., 2025). For this study, the inclusion 

criteria for purposive sampling will be three: Malaysian Genshin Impact players who are 
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following a Genshin Impact influencer or watching their content on social media, and who 

have spent money on IAPs in Genshin Impact in the past six months, regardless of the 

amount spent. These inclusion criteria fulfil the research objectives, which aim to identify 

how influencers’ credibility characteristics are perceived by Malaysian Genshin Impact 

spenders. Conversely, the exclusion criteria will be non-Malaysian Genshin Impact players, 

players who have not spent any money on IAPs in the past six months, and players who are 

not following or watching any influencers’ content on social media platforms. Players who 

do not meet the inclusion criteria will be filtered out at the first stage of the questionnaire, 

which is the Preliminary Questions stage. By combining snowball sampling, which leverages 

respondents’ social networks, with purposive sampling, the scalability and focus of a study 

can be ensured; subsequently, this approach is argued to be significantly effective in 

obtaining data for quantitative studies researching niche sectors (Memon et al., 2025). 

As the study focuses on Malaysian Genshin Impact players who are following or 

consuming an influencer’s content, and also spending money within the game on IAPs, 

within the past six months, purposive sampling and snowball sampling together will be 

suitable to recruit respondents from the population. Both methods are useful for reaching 

hard-to-reach participants, who are the target respondents for this study, as there are no 

publicly available lists of spenders in Genshin Impact in Malaysia. By also utilizing 

Preliminary Questions such as “Have you spent any money on IAPs in Genshin Impact in 

the past six (6) months?” to filter out ineligible participants who might dilute the findings of 

the study, the combination of purposive sampling with snowball sampling can help ensure 

the respondents have the qualifications to contribute meaningful and relevant data (Memon 

et al., 2025). 

This process involved distributing a cross-sectional survey questionnaire via the 

Google Forms platform on various social media platforms where online communities of 

Malaysian Genshin Impact players can be found, such as Facebook (Genshin Impact 

(Malaysia)) and Discord (HoYoMY Community). The researcher published messages to the 

community containing the link to the online questionnaire, a call to action, and the inclusion 

criteria for initial filtering of qualified respondents. This helped ensure that community 

members could read the message and consider participating if they met the inclusion criteria. 

This method also allowed data to be collected at a single point in time and to determine 
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relationships between variables (Maier et al., 2023). While it is acknowledged that these 

online communities may not represent every individual spender of Genshin Impact in 

Malaysia, the snowball sampling technique used in conjunction with purposive sampling 

helped enhance the study’s access to respondents (Ting et al., 2025) who were otherwise not 

available in the aforementioned online communities. 

Google Forms was chosen as the primary method for distributing questionnaires due 

to its simplicity and ease of use, and it was also found to have a more mobile-friendly design 

than the other methods, such as Microsoft Forms (Prasetya & Sofiani, 2025). In addition, the 

use of online questionnaires instead of physical questionnaires is that platforms such as 

Google Forms allow for the moderation and collection of responses from a large number of 

participants in a short time with greater ease (Singh & Sagar, 2021; Zimba & Gasparyan, 

2023). Furthermore, asynchronous data collection in Google Forms also allowed for greater 

breadth and depth of data collection than synchronised data collection (Uleanya & Yu, 2023). 

Based on the empirical evidence above, the online questionnaire method via Google Forms 

was suitable for the purposes of this study, as Genshin Impact is a mobile game played on 

smartphones; therefore, the mobile-friendly design of Google Forms was chosen. 

By using a structured questionnaire, this study aims to achieve high validity and 

reliability in assessing constructs such as source attractiveness, source expertise, source 

trustworthiness, source similarity, attitude towards the influencer, as well as repurchase 

intentions. 

3.4.2 Unit of Analysis 

This study used the individual as the unit of analysis, focusing specifically on 

Malaysian players of Genshin Impact who are spending money on IAPs. The target 

respondents were Malaysian Genshin Impact players who have made IAPs within the past 

six (6) months in the game and are following or consuming content from the influencers they 

follow. 
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3.4.3 Study Population 

The study population refers to the group of individuals who fulfil the criteria for the 

study. For this study, the population consisted of Malaysian players of Genshin Impact, 

specifically those who had made IAPs in the mobile game. The estimated total population 

of Genshin Impact players globally over the past 30 days, as of December 2024, is 

57,504,485 across all servers (ActivePlayer, 2025). Figure 3-1 below provides information 

on the average monthly players, monthly player gain or loss, and the daily all-time peak 

number of players. 

Regarding Malaysian players who play Genshin Impact, no population estimates 

were provided or made available on any online website or by the game developers 

themselves. Due to the research objectives of this study, which were to determine whether 

social media influencers’ credibility factors influence spenders’ attitudes towards them and 

whether this attitude influences spenders’ repurchase intention, an a priori power analysis to 

determine the required sample sizes was carried out (Uttley, 2019). Additionally, conducting 

a power analysis requires three items: the alpha level, the power level, and the effect size. 

This study employed the settings recommended by Memon et al. (2020), and the sample size 

was calculated using statistical software such as G*Power (Erdfelder et al., 1996). Thus, 

G*Power software was used to calculate the minimum sample size needed via power 

analysis. 
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Figure 3-1: 

Number of Average Monthly Genshin Impact Players 

 

Source: ActivePlayer (2025) 

3.4.4 Sample Size 

According to Hair et al. (2022), the statistical power of estimates is an important 

factor that needs to be considered when determining the minimum sample size required for 

a study. Roscoe’s rule of thumb states that a sample size between 30 and 500 is sufficient for 

the majority of behavioural studies (Roscoe et al., 1975) and that a sample size larger than 

500 would result in a Type 2 error (Sekaran & Bougie, 2016). Hair et al. (2013) had also 

argued for a ratio of ten-to-one to be an acceptable ratio to calculate the sample size needed 

according to the maximum number of structural paths pointing to a single variable in the 

model (Hair et al., 2017; Kock & Hadaya, 2018), which means 40 respondents based on this 

study. 

The statistical software G*Power was used to determine the minimum sample size 

required for this study. This is because G*Power software is commonly used for social and 
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behavioural studies (Faul. et al., 2009). This method allows a direct estimate of the numbers 

needed compared with manual calculation using a formula, which may pose complexities 

for researchers who are not statistical experts (Serdar et al., 2020). The ideal power of a 

research is traditionally considered to be 0.8 or 80% (Hintze, 2008), despite claims that this 

value is considered to be rather low (Brysbaert, 2019). According to Memon et al. (2020), 

the G*Power software of power analysis is typically the most preferred choice for business 

and social science studies. In addition, G*Power software is considered easy to use for 

calculating sample sizes and performing power analyses, compared to other methods that 

might require a broad knowledge of statistics and/or software programming (Kang, 2021). 

This study used the commonly recommended settings suggested by Memon et al. 

(2020) to determine the sample size. The selected analytical tests chosen are “F tests”, 

followed by “Linear multiple regression fixed model R2, deviation from zero”. Then, the 

power analysis must be configured to be “A-priori: Compute required sample-size – given 

α, power, and effect size”. Next, the effect size was set at 0.15, indicating a medium effect, 

and the level of significance was set at 0.05. The ideal power size for this study was set at 

0.80, as suggested by the most common setting for business and social science research (Hair 

et al., 2017), as well as for influencer marketing studies (Mya et al., 2025). The rule of thumb 

by Memon et al. (2020) suggested that the number of predictors is defined as the total 

maximum number of arrows pointing towards a single variable, which in this case will be 4 

based on the conceptual framework proposed. As a result, a minimum of 85 samples was 

deemed necessary for this study, as shown in Figure 3-2. 

Aguinis et al. (2020) argued that, besides performing a power analysis to identify the 

appropriate sample size, any potential attrition that might occur should be addressed by 

increasing the number of respondents by +15%. This is because a larger sample would 

increase the likelihood that the sample’s results generalise to the larger population. Thus, the 

minimum was increased to 98 samples, then rounded up to 100 as the minimum sample size, 

to reduce the risks mentioned. Furthermore, according to Hair et al. (2009), a sample size 

between 200 and 500 is sufficient for multivariate data analysis. 

In addition, a study by Ericska et al. (2022) used a sample size of 100, while Zhao et 

al. (2022) used a sample size of 490. In Malaysia, Hakim and Ismail (2022) had a sample 

size of 383. Thus, based on the G*Power analysis in Figure 3.2, the rule of thumb, and past 
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literature on mobile gaming, for the purposes of this study, a minimum of 200 questionnaires 

were distributed by the researcher via purposive and snowball sampling. According to Ting 

et al. (2025), by supplementing the snowball sampling technique with other sampling 

methods, such as purposive sampling, the validity and reliability of the collected data can be 

further enhanced. 

Figure 3-2: 

G*Power Calculation 
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3.5 Development of Questionnaire 

A questionnaire survey was developed to obtain information on the components of 

social media influencers’ credibility that lead to an impact on attitude towards influencers 

and repurchase intention among Malaysian players who have made IAPs in the mobile game 

Genshin Impact in the past six (6) months. The questionnaire was prepared in English and 

translated into Bahasa Malaysia using only Google Translate, with no controlled back-to-

back translation procedures, and consisted of closed-ended questions with predetermined 

options or scales to choose from for each question. 

There will be a total of 40 closed-ended questions in the questionnaire, and these 

questions were divided into their own sections, producing Sections A to 7. Section A outlined 

the preliminary questions to filter out qualified respondents, and Section 1 collected 

respondents' demographic information. Sections 2 to 5 then required respondents to report 

their perceptions of the social media influencer’s credibility they were following or 

watching, based on the Source Credibility Theory dimensions of attractiveness, expertise, 

trustworthiness, and similarity. Section 6 asked about the dependent variable, which is the 

respondents’ attitude towards the influencers. In contrast, Section 7 asked about the outcome, 

which is their intention to repurchase the IAPs while playing Genshin Impact. A total of 30 

questions were distributed across Sections 2 to 7. 

3.5.1 Rating Scale 

This study employed a 7-point Likert scale to measure all the independent variables 

used in this study, including the four credibility factors of influencer attractiveness, 

influencer expertise, influencer trustworthiness, and influencer similarity. Similarly, the 

dependent variables of the study, attitude towards influencers and repurchase intention, were 

also measured using a 7-point Likert scale. The use of a 7-point Likert scale has been shown 

to improve respondents’ comprehension and enhance the accuracy of data collected on their 

attitudes and perceptions (Joshi et al., 2015; Krosnick & Presser, 2010). Finstad (2010) also 

found that a 7-point Likert scale is more appropriate for electronically distributed, 

unsupervised questionnaires. 
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3.5.2 Measurement of Constructs 

The questionnaire items were adapted from existing research. Questions for 

influencer attractiveness were adapted from Garg and Bakshi (2024). The items for 

influencer expertise were adapted from Garg and Bakshi (2024), and Lou and Kim (2019), 

and the items for influencer trustworthiness were adapted from Garg and Bakshi (2024). The 

items for influencer similarity were adapted from Filieri et al. (2023), Filieri et al. (2018), 

and Lou and Kim (2019). 

Attitude towards influencer items was adapted from Magano et al. (2022) and Ooi et 

al. (2023), and finally, repurchase intention items were adapted from Alvarez-Risco et al. 

(2022), Ananda et al. (2023), Ding et al. (2022), and Setiawardani and Riyanto (2023). The 

total of 40 questions to be used for this research, the purpose, and measurement items are 

summarised in Table 3-1, and are explained in detail in Table 3-2. 

Table 3-1: 

Summary of the Questionnaire's Sections 
Section Purpose No. of 

Measurement 

Items 

Source 

A Preliminary 

Questions 

3 - 

1 Demographic 

Profile 

7 - 

2 Attractiveness 5 Garg & Bakshi (2024) 

3 Expertise 5 Garg & Bakshi (2024); Lou & Kim (2019) 

4 Trustworthiness 5 Garg & Bakshi (2024) 

5 Similarity 5 Filieri et al. (2023); Filieri et al. (2018); Lou & Kim 

(2019) 

6 Attitude towards 

Influencers 

5 Magano et al. (2022); Ooi et al. (2023) 

7 Repurchase 

Intention 

5 Alvarez-Risco et al. (2022); Ananda et al. (2023); 

Ding et al. (2022); Setiawardani and Riyanto 

(2023) 

 

3.5.3 Preliminary Questions and Demographic Variables 

Section A of the questionnaire acts as the preliminary questions for the respondents. 

This section served as a filter, allowing respondents to proceed to the questionnaire. 

Questions such as citizenship in Malaysia, whether the players are following or watching an 

influencer’s Genshin Impact content, and whether the players have made IAPs in the mobile 

game in the past six months. 
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Section 1 of the questionnaire focused on respondents’ demographic information, 

including gender, age group, employment status, spending frequency, total spending range 

over the past six months, and monthly income range. Respondents were informed that the 

information collected is solely for analytical and academic purposes. By collecting this data, 

the researcher was able to easily explore and summarise demographic information, gain a 

clearer understanding of the respondents’ characteristics, and facilitate a detailed analysis of 

the findings of this study. 

3.6 Questionnaire Design 

The questionnaire consists of eight sections, namely the preliminary questions 

section (Section A), demographic questions (Section 1), four independent variables 

(attractiveness, expertise, trustworthiness, similarity) (Sections 2 – 5), the dependent 

variable attitude towards influencers (Section 6), and the outcome variable of repurchase 

intention (Section 7). Table 3-2 depicts the full questionnaire and its items. The details of 

each variable are explained in the following sub-section. 
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Table 3-2: 

Measurement of items, constructs, and sources of references 
Section Dimension No. of 

Items 

Code Description Sources Rating Scale 

A Preliminary 3 1 Are you a Malaysian Genshin Impact player? - 1 = Yes, 2 = No 

2 Are you currently following or watching a Genshin Impact influencer’s 

content on social media platforms? 

3 Have you spent money on in-app purchases in Genshin Impact in the 

past six (6) months? 

1 Demographic 7 1 Gender - - 

2 Age Group 

3 Employment Status 

4 Spending Frequency 

5 Spending Range (in RM) 

6 Income Range (in RM) 

7 Platform to follow influencer 

2 Attractiveness 5 A1 I think this influencer is handsome/pretty. Garg & Bakshi 

(2024) 

1 = Strongly 

agree and 7 = 

Strongly disagree 

A2 The influencer that I follow has an attractive personality 

A3 The influencer that I follow has a classy personality. 

A4 The influencer has a unique charisma. 

A5 The influencer’s physical appearance in their content is visually-

appealing. 

3 

 

 

Expertise 5 E1 I feel this influencer knows a lot. Garg & Bakshi 

(2024); Lou & Kim 

(2019) 

1 = Strongly 

agree and 7 = 

Strongly disagree 

E2 I consider this influencer an expert in their area. 

E3 This influencer has enough knowledge about the brands that they are 

promoting. 

E4 This influencers’ performance is professional in terms of providing 

factual infographics and statistics. 

E5 When looking at their content, I think this influencer is qualified enough 

to give professional opinion. 

4 Trustworthiness 5 T1 The content provided by the influencer is dependable. Garg & Bakshi 

(2024) 

1 = Strongly 

agree and 7 = 

Strongly disagree 

T2 The influencer I follow is honest in making their content. 

T3 The content is provided by an influencer with integrity. 

T4 This influencer is sincere in making content 

T5 This influencer is trustworthy. 
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Table 3-2 continued 
5 Similarity 5 S1 I can easily identify with this influencer. Filieri et al. 

(2023); Filieri et 

al. (2018); Lou 

& Kim (2019) 

1 = Strongly 

agree and 7 = 

Strongly disagree 

S2 This influencer and I have a lot in common. 

S3 This influencer shares my values. 

S4 This influencer has the same preferences as me. 

S5 This influencer behaves like me. 

6 Attitude Towards 

Influencers 

5 ATI1 I consider this influencer interesting Magano et al. 

(2022); Ooi et al. 

(2023) 

1 = Strongly 

agree and 7 = 

Strongly disagree 

ATI2 I consider this influencer pleasant. 

ATI3 I consider this influencer likeable. 

ATI4 I believe this influencer presents interesting content for Genshin Impact. 

ATI5 I consider this influencer as a reliable source of information and news for 

Genshin Impact. 

7 Repurchase 

Intention 

5 RI1 I intend to keep buying more in-app purchases in the future. Alvarez-Risco et 

al. (2022); 

Ananda et al. 

(2023); Ding et 

al. (2022); 

Setiawardani  

1 = Strongly 

agree and 7 = 

Strongly disagree 

RI2 I will recommend my friends/family/acquaintances to purchase in-app 

purchases in Genshin Impact. 

RI3 I will find out about the Genshin Impact experience through people closest 

to me (family/friends/etc.) who have bought in-app purchases before. 

RI4 The in-app purchases of Genshin Impact are worth buying. 

RI5 I will give priority to Genshin Impact for my next in-app purchase. and Riyanto 

(2023) 
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3.6.1 Attractiveness (IV-1) 

The measurement items for attractiveness are adapted from Garg and Bakshi (2024) 

and consist of five (5) items as listed in Table 3-3. This independent variable was measured 

using a seven-point Likert scale ranging from 1 (Strongly agree) to 7 (Strongly disagree), 

and the measurement of the dimensions is shown in Table 3-3. 

Table 3-3: 

Attractiveness measurement (IV-1) 
Code Original Items Adapted Items 

A1 My favourite beauty vlogger is beautiful. I think this influencer is handsome/pretty. 

A2 The beauty vlogger I follow has an attractive 

personality. 

The influencer that I follow has an attractive 

personality 

A3 The beauty vlogger that I follow has a classy 

personality. 

The influencer that I follow has a classy 

personality. 

A4 The beauty vloggers have unique charisma. The influencer has a unique charisma. 

A5 My favourite beauty vlogger is visually 

appealing. 

The influencer is visually-appealing. 

 

3.6.2 Expertise (IV-2) 

The measurement items for expertise are adapted from Garg and Bakshi (2024) and 

Lou and Kim (2019) and consist of five (5) items, as listed in Table 3-4. This independent 

variable was measured using a seven-point Likert scale ranging from 1 (Strongly agree) to 

7 (Strongly disagree), and the measurement of the dimensions is shown in Table 3-4. 

Table 3-4: 

Expertise measurement (IV-2) 
Code Original Items Adapted Items 

E1 I feel he/she knows a lot. I feel this influencer knows a lot. 

E2 I consider he/she as an expert on his/her area. I consider this influencer an expert in their area. 

E3 The beauty vlogger has enough knowledge 

about the products/brands that he/she endorses. 

This influencer has enough knowledge about 

the brands that they are promoting. 

E4 My favourite beauty vlogger’s performance is 

professional. 

This influencers’ performance is professional. 

E5 When looking at beauty vlogger’s content, I 

think he/she is qualified enough to give 

professional opinion on the products/brands 

he/she uses. 

When looking at their content, I think this 

influencer is qualified enough to give 

professional opinion. 
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3.6.3 Trustworthiness (IV-3) 

The measurement items for trustworthiness are adapted from Garg and Bakshi (2024) 

and consist of five (5) items, as listed in Table 3-5. This independent variable was measured 

using a seven-point Likert scale ranging from 1 (Strongly agree) to 7 (Strongly disagree), 

and the measurement of the dimensions is shown in Table 3-5. 

Table 3-5: 

Trustworthiness measurement (IV-3) 
Code Original Items Adapted Items 

T1 The content provided by the beauty vlogger is 

dependable. 

The content provided by the influencer is 

dependable. 

T2 The beauty vlogger you follow is honest in 

making his/her content. 

The influencer I follow is honest in making 

their content. 

T3 The content provided by the beauty vlogger is 

reliable. 

The content provided by this influencer is 

reliable. 

T4 My favourite beauty vlogger is sincere in 

making content. 

This influencer is sincere in making content 

T5 My favourite beauty vlogger is trustworthy. This influencer is trustworthy. 

 

3.6.4 Similarity (IV-4) 

The items for similarity are adapted from Filieri et al. (2023); Filieri et al. (2018); 

and Lou and Kim (2019), and consists of five (5) items as listed in Table 3-6. This 

independent variable was measured using a seven-point Likert scale ranging from 1 

(Strongly agree) to 7 (Strongly disagree), and the measurement of dimensions are shown in 

Table 3-6. 

Table 3-6: 

Similarity measurement (IV-4) 
Code Original Items Adapted Items 

S1 I can easily identify with he/she. I can easily identify with this influencer. 

S2 He/she and I have a lot in common. This influencer and I have a lot in common. 

S3 Have the same values as I do. This influencer shares my values. 

S4 Have the same preferences as I do. This influencer has the same preferences as me. 

S5 This YouTube vlogger behaves like me. This influencer behaves like me. 

 

3.6.5 Attitude towards Influencers (DV) 

The items for attitude towards influencers are adapted from Magano et al. (2022) and 

Ooi et al. (2023) and consists of five (5) items as listed in Table 3-7. This dependent variable 
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was measured using a seven-point Likert scale ranging from 1 (Strongly agree) to 7 (Strongly 

disagree), and the measurement of dimensions are shown in Table 3-7. 

Table 3-7: 

Attitude towards influencers (DV) 
Code Original Items Adapted Items 

ATI1 I consider the social media influencer 

interesting. 

I consider this influencer interesting. 

ATI2 I consider the social media influencer pleasant. I consider this influencer pleasant. 

ATI3 I consider the social media influencer likeable. I consider this influencer likeable. 

ATI4 I do believe that fashion influencers present 

interesting content. 

I believe this influencer presents interesting 

content for Genshin Impact. 

ATI5 I do consider fashion influencers as a reliable 

source of information and discovery. 

I consider this influencer as a reliable source of 

information and news for Genshin Impact. 

 

3.6.6 Repurchase Intention (Outcome) 

The items for repurchase intention are adapted from Alvarez-Risco et al. (2022), 

Ananda et al. (2023), Ding et al. (2022), and Setiawardani and Riyanto (2023) and consists 

of five (5) items as listed in Table 3-8. The original and adapted items for RI2 and RI3 were 

amended to reflect the expert’s feedback after pre-testing. This outcome variable was 

measured using a seven-point Likert scale ranging from 1 (Strongly agree) to 7 (Strongly 

disagree), and the measurement of dimensions are shown in Table 3-8. 

Table 3-8: 

Repurchase Intention (Outcome) 
Code Original Items Adapted Items 

RI1 I intend to continue purchasing products from 

this retailer in the future. 

I intend to keep buying more in-app purchases 

in the future. 

RI2 When the quarantine ends, I will recommend 

my friends/family/acquaintances make online 

purchases. 

I will recommend my 

friends/family/acquaintances to purchase in-

app purchases in Genshin Impact. 

RI3 I will find out about the Bukalapak user 

experience through people closest to me 

(family/friends/etc.) who have shopped at 

Bukalapak. 

I will find out about the Genshin Impact 

experience through people closest to me 

(family/friends/etc.) who have bought in-app 

purchases before. 

RI4 The products of this e-commerce platform are 

worth buying. 

The products of Genshin Impact are worth 

buying. 

RI5 I will give priority to this e-commerce platform 

for my next purchase. 

I will give priority to Genshin Impact for my 

next in-app purchase. 

 



 

96 

 

3.6.7 Data Collection Procedure 

This study used a quantitative method to collect the required data, and a questionnaire 

survey tool was used to obtain information from Malaysian Genshin Impact players. The 

data will be gathered through various social media platforms, such as Facebook, Discord, 

and Reddit, to directly solicit responses from respondents. To design the questionnaire 

survey, Google Forms was used. This method helped filter for respondents who must fulfil 

the criteria of being Malaysian, having made IAPs in Genshin Impact within the past six 

months, and having followed an influencer or watched their content on social media 

platforms in the same time period to ensure consistency. Any responses that did not fulfil the 

requirements were rejected at Section A of the preliminary questions stage. 

The questionnaire was distributed to respondents for two weeks, and respondents 

were given a time frame to complete it. The researcher also regularly monitored the response 

rate to ensure the minimum sample size was met. If the number of responses is low, another 

post will be made on social media to raise awareness among the target population again. If 

the minimum number of responses is still not fulfilled after two weeks, the survey will be 

extended for another two weeks before being closed. Once the survey is closed, the data will 

be processed and analysed. 

The survey was pre-tested with experts from the academic and marketing industries. 

The feedback from the pre-testers was used to amend and refine the questionnaire items to 

improve clarity and reduce confusion. Then, the amended questionnaire was pilot-tested with 

30 individuals from the representative sample to assess the validity and reliability of the 

constructs. Subsequently, the questionnaire was sent to national online groups and social 

media platforms to ensure a wider coverage of respondents and to accurately capture 

respondents in Malaysia. The internal reliability of the constructs was also assessed using 

Cronbach’s alpha, with values higher than 0.7 indicating reliability is ensured (Bonett & 

Wright, 2015; Sekaran & Bougie, 2010). 

3.6.8 Pre-Test 

The questionnaires were initially pre-tested with two experts from academia and the 

marketing industry. The experts were selected based on their experience and expertise in the 
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related field, and the questionnaire items were amended based on their comments. The pre-

test is needed to ensure no ambiguity among the questionnaire items and that respondents 

understand the items as intended and designed (Sekaran, 2003). A pre-test will also help to 

identify any ambiguous or biased questions (Zikmund et al., 2010). The objective of these 

tests being carried out is to ensure content validity. Content validity is conducted to 

determine whether the measurement constructs are sufficiently representative of the scenario 

being measured (Sürücü & Maslakçı, 2020). 

The pre-test was carried out in June 2025, before the pilot test and the actual data 

collection process. Pre-testing is one of the stages in using a questionnaire to determine how 

well it works (Hunt et al., 1982). The main objective of conducting a pre-test is to ensure 

that the chosen representatives of the population can understand the wording of the questions 

and that the instructions are sufficient and clear (Kumar et al., 2013). Thus, each item in the 

questionnaire will be pre-tested to avoid ambiguity or confusion (Zikmund et al., 2010) and 

to obtain validated questions. Conducting a pre-test with industry and academic experts 

helped ensure that respondents understood the questionnaire items as intended and designed 

(Memon et al., 2017). The rectified questionnaire constructs would then reduce biases 

(Sekaran, 2003) when distributed to the sample. 

The experts’ feedback from the pre-testing was then used to improve the 

questionnaire and to reduce or eliminate any ambiguity. While pre-testing requires no 

statistical analysis of its results (Memon et al., 2017), the feedback obtained from the pre-

test enabled the researcher to determine if any questions are deemed irrelevant or repetitive. 

The final version of the questionnaire was amended and presented in Table 3-9 before 

submission to the supervisor for approval. Once the questionnaire was approved, it was sent 

out for pilot testing. This next step helped ensure the reliability and validity of all items and 

constructs in the questionnaire for the actual data collection process. 

Table 3-9: 

Pre-test feedback and amendments 
Item Before Expert’s Feedback After Expert’s Feedback 

A5 The influencer is visually-appealing. The influencer’s physical appearance in their 

content is visually-appealing. 

E4 This influencers’ performance is professional. This influencers’ performance is professional in 

terms of providing factual infographics and 

statistics. 
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Table 3-9 continued 

T3 The content provided by this influencer is 

reliable. 

The content is provided by an influencer with 

integrity. 

RI2 It is likely that I will continue buying in-app 

purchases in Genshin Impact in the future. 

I will recommend my 

friends/family/acquaintances to purchase in-app 

purchases in Genshin Impact. 

RI3 If I could, I would continue buying in-app 

purchases in Genshin Impact. 

I will find out about the Genshin Impact 

experience through people closest to me 

(family/friends/etc.) who have bought in-app 

purchases before. 

 

3.6.9 Pilot Study 

A pilot study can be considered a trial run or a smaller-scale version of a study, and 

is an important step to ensure that a full-fledged study can be carried out with a high success 

rate (Memon et al., 2017). According to van Teijlingen and Hundley (2001), one objective 

of conducting a pilot study is to collect preliminary data and assess the adequacy of the 

testing of the research instruments. While Cooper and Schindler (2011) suggest between 25 

and 100 individuals are suitable for a pilot study, Hill (1998) suggests a range between 10 

and 30 individuals instead. Bujang et al. (2024) recommended a sample size of 30 

respondents to be sufficient to evaluate the questionnaire’s construct reliability, while 

accounting for a non-response rate of 20%. A similar finding was reported by Memon et al. 

(2017), who suggested a pilot study with a sample of 30 individuals. 

A pilot study was carried out not only to assess the data collection tools for 

understandability, but also to evaluate the feasibility of processes during the main data 

collection period, including recruitment and participation retention rates (Kunselman, 2024). 

In the context of gamified mobile apps, a study by Doğan-Südaş et al. (2023) carried out 

their pilot test with 20 individuals. Specifically, a past mobile gaming contextual study by 

Yang and Gong (2021) conducted their pilot study among 30 players, which is the same 

common number as utilised by other studies conducted in the mobile gaming context 

(Chaiworn & Tantasanee, 2024; Pangaribuan et al., 2021; Yang, J., 2025). Additionally, a 

study conducted in the Malaysian mobile gaming context also conducted a pilot test with 30 

individual respondents (Abdullah et al., 2024). Therefore, for this study, 30 paying 

Malaysian players of Genshin Impact who are following or watching the content of social 

media influencers were also sourced from social media platforms to participate in the survey. 
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After the pilot test, a reliability test was recommended (Bujang et al., 2024; Memon 

et al., 2019). Traditionally, the coefficient alpha was calculated to assess the internal 

consistency reliability of the questionnaire constructs (Memon et al., 2017), while items that 

did not meet the criterion of a score of 0.7 or higher were trimmed from the final version of 

the questionnaire. Based on the analysis carried out on the pilot test data, all of the constructs 

had coefficient alpha score of more than 0.7, specifically attractiveness (α = 0.789), expertise 

(α = 0.874), trustworthiness (α = 0.810), similarity (α = 0.752), attitude towards influencers 

(α = 0.861), and repurchase intention (α = 0.702). Once this is completed, the actual data 

collection process begins. 

3.7 Statistical Analysis 

The data collected were analysed using SmartPLS 4.0 software to conduct the 

required measurement and structural model tests. The data analysis is detailed in the 

following section. 

3.7.1 Descriptive Statistics 

For this study, descriptive statistics, including frequency, percentage, mean, and 

standard deviation, were used to explore and analyse the respondents' profiles. Descriptive 

analysis provides a simple summary of the respondents’ demographic profile that has been 

collected or observed (Dong, 2023), allowing the values to be presented in tabular form to 

provide an overview of the respondents' characteristics. The results grouped respondents by 

gender, age group, employment status, spending frequency, spending range, and income 

range. 

3.7.2 Partial Least Squares Structural Equation Modelling (PLS-SEM) 

Partial least squares-structural equation modelling (PLS-SEM) was used as the data 

analysis technique in this study to analyse the data collected from the respondents. According 

to Hair et al. (2022), PLS-SEM has become the standard approach for analysing complex 

models and interrelationships among variables, with more flexible data requirements and 

measurement specifications. 
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One advantage of using PLS-SEM as a data analysis technique is its ability to focus 

not only on the predictive power of developed models (Sarstedt et al., 2021) but also on 

explanation. This strength aligns with the study’s objectives to test the applicability of the 

extended source credibility framework, with emphasis on determining the influence of the 

independent variables on the dependent variables. Secondly, while there are arguments that 

PLS-SEM allows small sample sizes to be used for analysis (Chin & Newsted, 1999), 

Reinartz et al. (2009) reported that PLS-SEM can achieve sufficient statistical power with 

as few as 100 observations. This criterion is also suitable for this study, as while the 

minimum sample size calculated by G*Power software was 85 respondents, the minimum 

number of questionnaires distributed was still 200. Thirdly, the PLS-SEM approach can also 

be used to explore the complex theoretical extensions of established theories (Hair et al., 

2018). This study aims not only to explore the use of Source Credibility Theory in the mobile 

gaming industry but also to extend Sitorus et al.'s (2024) framework in this context by 

including a new moderator variable: player gender. Thus, the factors above collectively 

justified the choice of PLS-SEM as the data analysis technique for this research. 

The primary analyses carried out for PLS-SEM are divided into two parts. The first 

part is the measurement model assessment, which examines the reliability and validity of the 

data. The second part is the structural model assessment, which consists of criteria such as 

path coefficients, the coefficient of determination (R2), and cross-validated redundancy (Q2) 

(Sarstedt et al., 2014). 

For the measurement model assessment, both validity and reliability tests were 

carried out. For the structural model assessment, an inner model test was carried out. The 

researcher has summarised the tests required to be performed using PLS-SEM in Table 3-10 

and Table 3-11 for easier comprehension. This table acts as a checklist throughout the 

analysis process. 
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Table 3-10: 

Measurement Model Assessments 
Model Evaluation Parameter Rule of thumb 

Convergent Validity Factor Loading >0.5 

Average Variance Extracted (AVE) ≥0.5 

Discriminant Validity Cross Loading Correlation between indicators 

and construct is higher than other 

indicator 

 Fornell-Larcker Criterion/HTMT Loading score > scores in the 

latent construct itself 

Reliability Composite Reliability >0.7 

 Cronbach’s alpha 

 

 

Table 3-11: 

Structural Model Assessments 
Model Evaluation Rule of thumb 

Path coefficient Significant at p-value < 0.05 (Henseler et al., 2009) 

T-statistic (bootstrap) >1.96: Significant; <1.96: Not significant even if relationship is positive 

R2 0.67: Substantial, 0.33: Moderate, 0.19: Low (Chin & Marcoulides, 1998); 

0.75: Substantial, 0.50: Moderate, 0.25: Weak (Hair et al., 2017) 

f2 ≥0.35: Large; ≥0.15: Medium; ≥0.02: Small (Cohen, 1988) 

Predictive relevance/Q2 Q2 > 0 : Model has predictive relevance; Q2 < 0 : Model lacks predictive 

relevance (Chin & Marcoulides, 1998) 

 

3.7.3 Measurement Model Assessment 

In partial-least squares structural equation modelling (PLS-SEM), a measurement 

model was used to specify the relationship between each latent variable and their indicator 

variables (Sarstedt et al., 2014). The measurement model allows the construct validity of 

latent variables to be assessed through the reliability and validity of the constructs used to 

measure them. 

To assess the reliability of the constructs used, this study performed composite 

reliability and Cronbach’s alpha tests. Composite reliability is suitable for SEM-based 

studies to assess reliability (Cheung et al., 2023), while Cronbach’s alpha, by itself, is not 

sufficient for reliability assessments but is the most commonly reported reliability coefficient 

in SEM-based studies (Cho, 2016). Both tests were used to measure the internal consistency 

reliability of the indicators, and the rule of thumb is that values above 0.70 for both 

composite reliability and Cronbach’s alpha are considered satisfactory or good (Hair et al., 

2021). 
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Several tests were carried out to ensure construct validity, specifically factor loadings 

and average variance extracted (AVE), which are classified under convergent validity tests, 

as well as cross-loadings and the Fornell-Larcker/HTMT ratio, which are classified under 

discriminant validity tests. Factor loadings are used to assess indicator reliability (Benitez et 

al., 2020), and ideally, the value for factor loadings should be between 0.5 and 0.7, preferably 

higher than 0.7 (Hair et al., 2009). Despite this, factor loadings of > 0.5 are generally 

considered strong and accepted in most studies (Cheung et al., 2023; Shela et al., 2023). For 

average variance extracted (AVE), the rule of thumb is that the value should be greater than 

0.5 to indicate convergent validity (Fauzi, 2022; Fornell & Larcker, 1981; Guenther et al., 

2023). 

The Fornell-Larcker criterion is able to establish discriminant validity, and the square 

root of each construct’s AVE should have a larger value compared with correlations with 

other latent constructs (Hair et al., 2022). Lastly, cross-loadings are used to assess the 

correlation between a latent construct and its indicators; the indicator loading toward its 

construct should be larger than the correlation with other constructs (Chin & Marcoulides, 

1998). 

To conclude, the measurement model used in this research was assessed using 

reliability tests, followed by validity tests that included convergent and discriminant validity. 

3.7.4 Structural Model Assessment 

In partial least squares-structural equation modelling (PLS-SEM), a structural model 

displays the paths or relationships among the latent constructs in a study (Hair et al., 2021). 

This model explains how outcomes are related to preferences or other factors in a 

relationship (Low & Meghir, 2017) and can be assessed using tests such as R-square values, 

multiple regression, and path coefficient analysis (Harris & Gleason, 2022). 

To assess the structural model used in this research, five tests were conducted: path 

coefficients, t-statistics (bootstrapping), R-square, f-square, and predictive relevance/Q2. 

Path coefficients are used to explain changes in the dependent variable when the predictor 

variable changes by one unit (Hair et al., 2021). Values range between -1 and +1, with a 

value that is closer to +1 symbolizing a strong positive relationship and a value closer to -1 
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indicating a strong negative relationship. The coefficient of determination, also known as 

R2, is referred to as the predictive power (Rigdon, 2012) and is commonly used as a measure 

of the explanatory power of the model (Shmueli & Koppius, 2011). The R-square value 

ranges from 0 to 1, with values closer to 1 indicating greater explanatory power. According 

to Chin and Marcoulides (1998), a value greater than 0.67 indicates that the model has 

substantial predictive power. Generally, values of 0.75, 0.50, and 0.25 indicate substantial, 

moderate, and weak predictive power for the relationship (Hair et al., 2017). 

For the t-statistic (bootstrapping), a value of 1.96 at the 5% significance level 

indicates a significant relationship, and a value below 1.96 indicates an insignificant 

relationship between the variables. Predictive relevance, or Q2, indicates whether a model is 

predictive. A Q2 value of more than 0 denotes that the model has predictive relevance and 

that the values are well constructed, while values below 0 indicate a lack of predictive 

relevance (Hair et al., 2020). 

Lastly, the f-square, or effect size, is the measure of the influence of each independent 

variable on the dependent variable. In PLS-SEM, when an independent variable is removed 

from the model, the effect size measures whether the excluded independent variable has a 

strong or weak effect on the dependent variable. According to Cohen (1988), the impact of 

the independent variable is considered high if the f2 value is higher than or equal to 0.35, 

medium if the f2 value is greater than or equal to 0.15, and small if the f2 value is greater 

than or equal to 0.02. 

In terms of the moderation analysis, this study will not employ Multi-Group Analysis 

(MGA), despite MGA being the preferred approach for categorical moderator variables. This 

is because the moderator variable used in this study, player gender, does not affect the entire 

research model (Memon et al., 2019). The purpose of MGA is to examine the influence of 

the moderator on all relationships within the model (Hair et al., 2014), which is more 

effective for the identification of relationships between two groups of respondents (Hair et 

al., 2021). Subsequently, as the player's gender is only expected to influence a specific 

structural path, which is the relationship between attitude towards influencers and repurchase 

intention, a simple moderation analysis is sufficient and appropriate to be performed for the 

purposes of this study. 
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3.8 Conclusion 

The research methodology used for this research has been described in Chapter 3, 

including the research approach, overall research design, questionnaire development, data 

collection procedure, as well as the data analysis techniques used to analyse the collected 

data. The results are presented, interpreted, and discussed in the next chapter.  
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CHAPTER 4: 

RESULTS 

4.1 Introduction 

This chapter summarises the respondents’ characteristics and discusses and interprets 

the statistical analysis techniques applied to the collected data. Various tests were carried out 

to ensure the reliability and validity of the findings. Descriptive statistical analysis was first 

performed and cleaned up in Microsoft Excel to derive the demographic profile of the 

respondents. Then, construct validity and reliability were evaluated through SmartPLS 4.0 

software. The proposed hypotheses were also evaluated using software that allows 

comprehensive research models to be investigated further. This chapter also provides a 

summary of the outcomes from the structural model analysis. 

4.2 Distributions of Questionnaire and Return Rate 

Preliminary data analysis is a technique used to scrutinise and correct errors or 

inaccuracies in the collected dataset. Before performing the data analysis, the researcher 

manually screened the data set collected from respondents from May to July 2025 to check 

for any incomplete entries and to code the questionnaire responses into numerical values for 

analysis. Harman’s single-factor test was first used to detect common method bias (CMB). 

Then, SmartPLS software was used to conduct the preliminary data analyses to assess the 

demographic information of the respondents. Out of the 250 responses, there were a total of 

230 complete entries, which means a response rate of 92%. 

Preliminary data analysis involves identifying any missing or incomplete data 

entries, assessing the presence of any uncommon patterns of response, and verifying the 

normality of the data set collected from respondents using recognised techniques. The first 

phase of the preliminary data analysis encompasses the identification of any missing data. 

As mentioned, of the 250 responses collected, 230 were deemed usable, meaning they had 
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fulfilled the preliminary criteria and had no missing data. The 230 responses, which 

translates into a response rate of 92%, were questionnaire entries that were fully filled out 

and also fulfilled the preliminary inclusion criteria of being a Malaysian citizen, following 

or watching a Genshin Impact content creator’s content, and having made an In-App 

Purchase (IAP) within the game in the past six months. This is because these 230 

questionnaires were identified as those that could contribute important data to the analysis. 

In addition, while G*Power had established that a minimum of 85 respondents, rounded up 

to 100, would be sufficient, this study had assigned a minimum of 200 respondents based on 

past studies to be sufficient for the purposes of this study. Therefore, the study’s response 

rate is considered to be satisfactory as it had surpassed both the minimum sample size of 

G*Power recommendation as well as the one based on past studies in mobile gaming. Table 

4-1 depicts the questionnaire distribution and response rate. 

Table 4-1: 

Questionnaire Distribution and Response Rate 

Questionnaire Returned 250 

Questionnaire within criteria without missing data 230 

Returned and Usable Questionnaire 230 

Response Rate (%) 92.00% 

Note: Minimum sample size of G*Power is 85 respondents, minimum sample size based on past mobile gaming studies is 200 

respondents; with criteria (must be Malaysian, are following or watching a Genshin Impact content creators’ content, and have made an 

in-app purchase in the past six months) 

 

4.2.1 Common Method Bias (CMB) Test 

As the information for the independent and dependent variables is both obtained 

within one survey and from the same singular source of respondents, common method bias 

(CMB) should be tested to ensure the reliability and validity of not only the study items but 

also the results of the study (Kock et al., 2021). One of the most commonly used tests to 

detect common method bias is the full collinearity test using variance inflation factors (VIF), 

which was carried out during the initial data screening process before the detailed data 

analysis. If the VIF score exceeds 3.3, the data set is likely contaminated by common method 

bias (Kock, 2021). Conversely, if all VIF scores are 3.3 or lower, the model is considered 

free of common method bias (Kock, 2015; Pratisto et al., 2023). Table 4-2 shows the VIF 

scores for the measured items of the study, where the independent and dependent variables 
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all have VIF values lower than the threshold score of 3.3, which means the data set is free 

from common method bias, and the next steps of data analysis can be carried out. 

Table 4-2: 

Common Method Bias Test Results 
 VIF Values 

Attractiveness > Attitude 2.147 

Expertise > Attitude 2.448 

Trustworthiness > Attitude 2.761 

Similarity > Attitude 2.575 

Attitude > RepInt 1.004 

Gender > RepInt 1.004 

 

4.3 Respondents Profile 

The data collected in this study were analysed using SmartPLS 4.0 software to test 

the proposed hypotheses and assess the reliability and validity of the constructs. A total of 

230 valid questionnaires were returned by respondents who met the inclusion criteria for this 

study. 

The data presented in the following sections are the results of an online survey 

conducted across various demographics, along with the 6 variables used in the study. The 

survey had gathered data from a total of 230 respondents, where the gender distribution of 

the sample shows that male respondents make up a majority of the responses, with 137 

respondents or 59.56% of the total sample. In contrast, female respondents represent 92 or 

40% of the total sample, with only 1 respondent preferring not to choose their gender, at 

0.43%. According to Statista (2025), more than 70% of male respondents reported playing 

online games, compared with around 30% of female respondents. This also mirrors 

Malaysia’s population trend, where there are approximately 111 males for every 100 females 

as of the first quarter of 2025 (Department of Statistics Malaysia (DOSM), 2025). Similarly, 

the number of male respondents for this study is slightly more than the number of female 

respondents. The results, which emphasise the respondents’ gender, are important, as this 

study aims to investigate the moderating impact of player gender in the mobile gaming 

industry in Malaysia. 

In terms of age group, there were 37 respondents aged 18-22 (16.09%), 92 

respondents in the age group of 23-27 (40%), 83 respondents aged 28 to 32 (36.09%), and 
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16 respondents aged between 33 and 37 (6.96%). In contrast, only 2 respondents were aged 

37 or over (0.86%). 

In terms of employment status, there were 11 unemployed respondents (4.78%), 52 

students (22.61%), 22 respondents who were running their own business or are a business 

owner (9.57%), 38 respondents who are working in the government sector (16.52%), 104 

respondents who are reported to be working in the private sector (45.22%), no respondents 

who were retired, and 3 respondents who are working in other sectors not specified in the 

questionnaire (1.30%). 

In terms of spending frequency, 92 respondents stated that they had spent once in the 

past six months (40%), 100 respondents stating that they had spent between 2 to 4 times 

(43.48%), 30 respondents stating that they spent between 5 to 7 times (13.04%), and only 8 

respondents spending more than 7 times in the past six months (3.48%). 

In terms of spending range, 83 respondents stated that they only spent between RM 

1 to 25 (36.09%), 52 respondents had spent between RM 26 to 50 (22.61%), 50 respondents 

spending between RM 51 to 75 in the past six months (21.74%), 20 respondents spending 

between RM 76 to 100 in the past six months (8.70%), and 25 respondents stated that they 

had spent more than RM 100 on Genshin Impact IAPs in the past six months (10.86%). 

In terms of income range, 10 respondents reported that they were earning less than 

RM 2,000 per month (4.35%), followed by 54 respondents reported as earning between RM 

2,001 to 3,000 per month (23.48%), 77 respondents stating that they earn between RM 3,001 

to 4,000 per month (33.48%), 32 respondents earning between RM 4,001 to 5,000 per month 

(13.91%), only 2 respondents reportedly earning more than RM 5,000 per month (0.87%), 

and 51 respondents reported to have no income at the time of answering the questionnaire 

(22.17%). 

For the type of social media platforms that respondents are following or watching the 

Genshin Impact influencers’ content on, 126 respondents stating that they do so on 

Facebook, 208 respondents reported that they were doing so on YouTube platform, 30 

respondents using Instagram to follow or watch Genshin Impact content, 135 respondents 

following or watching their Genshin Impact content creator or influencers’ content on 
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TikTok, and 60 respondents stating that they use Discord to follow or watch content. For 

others, there were only 2 respondents who used the Chinese social media platform BiliBili 

to follow or watch Genshin Impact-related content, and only 3 who used the online streaming 

platform Twitch to do so. A complete demographic profile of the respondents is presented in 

Table 4-3. 

Table 4-3: 

Demographic Profile of the Respondents 
Demographic Profile Category Frequency (N = 

230) 

Percentage (%) 

Gender Male 137 59.56 

Female 92 40 

Prefer not to say 1 0.43 

Age Group 18 – 22 37 16.09 

23 – 27 92 40 

28 – 32 83 36.09 

33 – 37 16 6.96 

37+ 2 0.86 

Employment Status Unemployed 11 4.78 

Student 52 22.61 

Own business/business 

owner 

22 9.57 

Government sector 38 16.52 

Private sector 104 45.22 

Retired - - 

 Others 3 1.30 

Spending Frequency (in the past 

six months) 

Spent once 92 40 

2 – 4 times 100 43.48 

5 – 7 times 30 13.04 

More than 7 times 8 3.48 

Spending Range (in RM) Between RM 1 – 25 83 36.09 

Between RM 26 – 50 52 22.61 

 Between RM 51 – 75 50 21.74 

Between RM 76 – 100 20 8.70 

More than RM 100 25 10.86 

Income Range (in RM) < RM 2,000 10 4.35 

Between RM 2,001 – 3,000 54 23.48 

 Between RM 3,001 - 4,000 77 33.48 

Between RM 4,001 – 5,000 32 13.91 

More than RM 5,000 2 0.87 

No income 51 22.17 

Which social media platform? Facebook 126 - 

YouTube 208 - 

Instagram 30 - 

TikTok 135 - 

Discord 60 - 

Others 5 - 
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4.4 Descriptive Statistics of Variables 

Table 4-4 provides a summarised description of the descriptive statistics of each 

variable, such as the number of observations (N), mean values, and standard deviations (SD). 

Based on the analysis, the following observations are depicted: 

Attractiveness: Across all five dimensions of attractiveness, the mean scores range 

between 4.709 and 5.713. 

Expertise: Across all five dimensions of expertise, the mean scores range from 5.365 

to 5.804, indicating generally very favourable perceptions among respondents regarding the 

expertise of the Genshin Impact influencer they follow or watch. 

Trustworthiness: The mean scores for the trustworthiness construct range from 5.591 

to 5.757, indicating a high average positive perception of trustworthiness attributed to the 

influencer. 

Similarity: Across the five dimensions of similarity, the mean scores range from 

4.874 to 5.861, reflecting fluctuations and some variability in respondents' perceptions. 

Attitude Towards Influencers: The respondents generally have a very favourable 

perception towards the influencers, with a mean score range between 5.631 and 5.796 across 

the five dimensions of attitude. 

Repurchase Intention: The mean scores across all five repurchase intention 

dimensions range from 4.174 to 5.630, indicating varying willingness to repurchase IAPs in 

Genshin Impact. This means that respondents could feel negatively about certain dimensions 

while still having positive perceptions of others. 

The descriptive analysis section provides important insights regarding the 

distribution and properties of the variables used in the study. These findings serve as the 

basis for subsequent data analysis, allowing a deeper investigation of relationships between 

the source credibility factors and their impact on attitude towards influencers and repurchase 

intention in the Genshin Impact context. 
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Table 4-4: 

Descriptive Statistics for Variables in the Study 
N Variables Mean Std. Deviation (SD) 

230 Attractiveness 1 4.709 1.098 

Attractiveness 2 5.713 0.783 

Attractiveness 3 5.570 0.798 

Attractiveness 4 5.470 0.714 

Attractiveness 5 4.822 1.197 

230 Expertise 1 5.596 0.801 

Expertise 2 5.804 0.786 

 Expertise 3 5.526 0.795 

Expertise 4 5.365 0.888 

Expertise 5 5.761 0.802 

230 Trustworthiness 1 5.643 0.815 

 Trustworthiness 2 5.678 0.729 

Trustworthiness 3 5.757 0.840 

Trustworthiness 4 5.591 0.785 

Trustworthiness 5 5.687 0.773 

230 Similarity 1 5.209 0.850 

Similarity 2 4.874 1.066 

Similarity 3 5.448 0.836 

Similarity 4 5.861 0.677 

Similarity 5 4.898 1.145 

230 Attitude Towards Influencers 1 5.630 0.733 

Attitude Towards Influencers 2 5.661 0.784 

Attitude Towards Influencers 3 5.661 0.790 

Attitude Towards Influencers 4 5.687 0.790 

Attitude Towards Influencers 5 5.796 0.873 

230 Repurchase Intention 1 5.630 0.922 

Repurchase Intention 2 4.552 1.437 

 Repurchase Intention 3 4.509 1.444 

Repurchase Intention 4 5.639 0.800 

Repurchase Intention 5 4.174 1.573 

 

4.5 Assessment of Measurement Model 

After the descriptive analyses have been carried out, the next phase involves 

validating the reliability and construct validity of the measurement model before advancing 

to hypothesis testing in the following phase. Figure 4-1 depicts the measurement model, 

showing the relationships among the constructs and their respective indicator variables (Hair 

et al., 2021). For convergent validity, indicator reliability, factor loadings, and average 

variance extracted (AVE) will be assessed. Then, discriminant validity will be tested using 

cross-loadings, the Fornell-Larcker criterion, and the HTMT ratio. Subsequently, the 

SmartPLS 4.0 software was used to assess the internal consistency reliability of the model.  
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Figure 4-1: 

Measurement Model 

 

4.6 Convergent Validity 

In this study, the validity of the constructs was first assessed through convergent and 

discriminant validity. Convergent validity consists of performing analytical tests such as 

factor loadings and average variance extracted (AVE). To assess discriminant validity, tests 

such as cross-loadings, the Fornell-Larcker Criterion, and the HTMT ratio will be conducted. 

The reliability tests will be carried out using Composite Reliability (CR) and Cronbach’s 

alpha. 

4.6.1 Factor Loadings and Average Variance Extracted (AVE) 

The validity of the indicators was assessed using factor loadings. The suggested 

validity loadings are greater than 0.5 (Cheung et al., 2023; Shela et al., 2023) or greater than 
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0.7 (Hair et al., 2009). For this study, factor loadings that possess a score of more than 0.5 

were considered to be acceptable, thus confirming the construct’s validity. 

Table 4-5 shows the item loadings and cross-loadings, which relate each item to its 

intended construct (loadings) and to other constructs (cross-loadings). According to Table 

4-5, the loading values ranged from 0.618 to 0.840 for attractiveness, 0.739 to 0.839 for 

expertise, 0.649 to 0.859 for trustworthiness, and 0.639 to 0.797 for similarity. For attitude 

towards influencers, the loading values ranged from 0.769 to 0.868, and for repurchase 

intention, the loading values ranged from 0.655 to 0.793. 

As mentioned in the previous section, a cutoff factor loading value of more than 0.5 

will be considered significant (Cheung et al., 2023; Hair et al., 2009). Additionally, cross-

loadings were calculated to evaluate potential issues with each item. As shown in Table 4-6, 

the cross-loadings for all items measuring a construct had surpassed all cross-loadings with 

other constructs. 

Additionally, convergent validity is considered achieved if the average variance 

extracted (AVE) is equal to or greater than 0.5, as suggested by Fauzi (2022), Fornell and 

Larcker (1981), and Guenther et al. (2023). An AVE of 0.5 or higher indicates that the 

construct accounts for more than half of the variance in the associated indicators (Cheung et 

al., 2023). As shown in Table 4-5, all AVEs exceed the minimum value of 0.5, ranging from 

0.525 to 0.657. In combination with the factor loadings, this suggests that the measurement 

model has high convergent validity in this study. 
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Table 4-5: 

Factor Loadings, Cronbach Alpha, CR, and AVE 

Construct Item 

Factor 

Loadings 

Cronbach 

Alpha 

Composite 

Reliability AVE 

Convergent 

Validity rho_A 

Attractiveness A1 0.696 0.835 0.875 0.59 Yes 0.873 

A2 0.833      

A3 0.840      

A4 0.819      

A5 0.618      
Expertise E1 0.819 0.863 0.901 0.65 Yes 0.867 

E2 0.839      

E3 0.804      

E4 0.739      

E5 0.816      
Trustworthiness T1 0.830 0.85 0.893 0.63 Yes 0.867 

T2 0.649      

T3 0.859      

T4 0.750      

T5 0.855      
Similarity S1 0.797 0.777 0.845 0.52 Yes 0.795 

S2 0.735      

S3 0.794      

S4 0.639      

S5 0.638      
Attitude 

Towards 

Influencers 

ATI1 0.798 0.869 0.905 0.66 Yes 0.872 

ATI2 0.763      

ATI3 0.800      

ATI4 0.868      

ATI5 0.820      
Repurchase 

Intention 
RI1 0.653 0.819 0.860 0.55 Yes 0.813 

RI2 0.760      

RI3 0.770      

RI4 0.788      

RI5 0.737           

Note: Criteria: Composite Reliability > 0.7 (Hair et al., 2021), AVE ≥ 0.5 (Fauzi, 2022; Guenther et al., 2023) 

 

4.6.2 Discriminant Validity 

Discriminant validity analysis is important to ensure that two measurement 

constructs are empirically distinguishable from one another (Rönkkö & Cho, 2020). The 



 

115 

 

construct is considered to have discriminant validity when it measures the specific construct 

it was intended to measure, rather than any other constructs in the research model. For this 

section, the discriminant validity tests to be carried out will be the cross-loading, Fornell-

Larcker Criterion, and the heterotrait-monotrait (HTMT) ratio. 

The cross-loading test examines how strongly an indicator or item is loaded onto 

other constructs within the measurement model. Even though it is considered a basic form 

of discriminant validity, it can still be established when the indicators load primarily onto 

their intended constructs and show weak correlations with other constructs. This means that 

the items are measuring the construct they were supposed to measure more strongly than any 

other constructs. Table 4-6 presents the cross-loadings of this study. Based on Table 4-6, 

discriminant validity can be established, as each indicator is correctly and strongly loaded 

onto the construct it is intended to measure. 
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Table 4-6: 

Cross-loading Result 

 ATT ATTITUDE EXP GENDER REPINT SIM TRUST 

A1 0.696 0.321 0.168 -0.058 0.591 0.576 0.254 

A2 0.833 0.589 0.566 -0.041 0.567 0.530 0.433 

A3 0.840 0.562 0.506 -0.116 0.521 0.579 0.510 

A4 0.819 0.601 0.566 -0.040 0.508 0.586 0.531 

A5 0.618 0.221 0.080 -0.034 0.583 0.467 0.188 

ATI1 0.548 0.798 0.549 -0.048 0.396 0.537 0.658 

ATI2 0.441 0.763 0.543 -0.043 0.270 0.515 0.602 

ATI3 0.584 0.800 0.474 -0.110 0.351 0.637 0.633 

ATI4 0.552 0.868 0.636 -0.002 0.394 0.539 0.668 

ATI5 0.492 0.820 0.648 -0.053 0.162 0.529 0.756 

E1 0.517 0.646 0.819 0.002 0.329 0.482 0.650 

E2 0.395 0.571 0.839 -0.011 0.190 0.394 0.576 

E3 0.463 0.538 0.804 -0.071 0.285 0.526 0.641 

E4 0.471 0.527 0.739 -0.036 0.365 0.562 0.574 

E5 0.430 0.532 0.816 0.111 0.191 0.370 0.541 

RI1 0.410 0.376 0.446 -0.106 0.653 0.344 0.335 

RI2 0.497 0.189 0.006 -0.030 0.760 0.478 0.120 

RI3 0.504 0.164 -0.027 -0.017 0.770 0.466 0.099 

RI4 0.604 0.343 0.437 -0.109 0.788 0.459 0.335 

RI5 0.519 0.221 0.027 -0.107 0.737 0.483 0.144 

S1 0.603 0.629 0.398 -0.127 0.474 0.797 0.569 

S2 0.472 0.358 0.244 -0.153 0.551 0.735 0.332 

S3 0.656 0.494 0.434 -0.161 0.394 0.794 0.541 

S4 0.357 0.546 0.662 -0.003 0.266 0.639 0.551 

S5 0.424 0.292 0.231 -0.064 0.564 0.638 0.290 

T1 0.385 0.687 0.638 -0.220 0.156 0.503 0.830 

T2 0.463 0.499 0.574 -0.102 0.030 0.503 0.649 

T3 0.450 0.730 0.631 -0.027 0.261 0.576 0.859 

T4 0.445 0.568 0.476 -0.265 0.384 0.530 0.750 

T5 0.432 0.724 0.624 -0.186 0.248 0.546 0.855 

Gender 

(Jantina) -0.077 -0.063 -0.002 1.000 -0.116 -0.139 -0.198 

 

The Fornell-Larcker Criterion tests whether the square root of the average variance 

extracted (AVE) for a construct is greater than the average variance extracted for all other 

constructs in the model. Discriminant validity is established if the square root of the AVE for 

each construct is greater than the correlations with all the other constructs. Table 4-7 presents 

the results of the Fornell-Larcker Criterion of this study. Based on Table 4-7, the square root 
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of the AVE is greater than all the other constructs below it. This means that discriminant 

validity is established. 

Table 4-7: 

Fornell-Larcker Criterion Results 
 ATT ATTIDE EXP REPIN SIM TRUST Gender 

ATT 0.766       

ATTDE 0.648 0.810      

EXP 0.568 0.704 0.804     

REPINT 0.689 0.392 0.339 0.743    

SIM 0.704 0.681 0.580 0.591 0.724   

TRUST 0.542 0.719 0.744 0.330 0.668 0.792  

Gender -0.077 -0.063 -0.002 -0.116 -0.139 -0.198 1.000 

 

The heterotrait-monotrait (HTMT) ratio test evaluates the correlation between 

indicators across varying constructs (heterotrait) compared to the correlation of the 

indicators with the same construct (monotrait). Discriminant validity is established if the 

HTMT scores are smaller than 0.90 (Ringle et al., 2024; Roemer et al., 2021). Table 4-8 

below presents the HTMT ratio for this study. Based on Table 4-8, all scores are less than 

0.90. This means that the constructs' discriminant validity is established. Therefore, the 

convergent and discriminant validity of the constructs is established. This enhances the 

validity of the findings. 

Table 4-8: 

HTMT Ratio Results 
 ATT ATTIDE EXP REPIN SIM TRUST GENDER 

ATT 0.692       

ATTDE 0.581 0.809      

EXP 0.871 0.410 0.384     

REPINT 0.885 0.778 0.664 0.790    

SIM 0.597 0.845 0.868 0.365 0.781   

TRUST 0.081 0.068 0.062 0.107 0.159 0.220  

Gender 0.200 0.640 0.308 0.037 0.397 0.464 1.000 
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4.6.3 Indicator Reliability 

Cronbach’s alpha coefficient measures the internal consistency of the measurement 

items (Zakariya, 2022). Table 4-9 presents the loadings and Cronbach’s alpha reliability 

coefficients for the four dimensions: Attractiveness, Expertise, Trustworthiness, and 

Similarity. In addition, the values for Attitude Towards Influencers and Repurchase Intention 

were presented as well. It is considered that all indicators were reliable. 

In summary, all item loadings exceeded the recommended alpha value of 0.7, as 

suggested by previous studies (Cheung et al., 2023; Purwanto & Sudargini, 2021). More 

specifically, the Cronbach’s alpha coefficient values for Attractiveness, Expertise, 

Trustworthiness, and Similarity all range from 0.777 to 0.863, while the values for Attitude 

Towards Influencers and Repurchase Intention were 0.869 and 0.819, respectively. This 

depicts that multiple measurement items of the model were reliable, appropriate, and had 

acceptable levels of internal consistency. 

Additionally, Composite Reliability (CR) is used to assess the scale items' reliability. 

As suggested by Hair et al. (2021), the CR value should be greater than 0.7 to ensure 

satisfactory internal reliability. The findings of this reliability test are also depicted in Table 

4-9. The results show that all six constructs have CR scores exceeding the 0.7 threshold, with 

Attractiveness (0.875), Expertise (0.901), Trustworthiness (0.893), Similarity (0.845), 

Attitude Towards Influencers (0.905), and Repurchase Intention (0.859). Combined with the 

Cronbach alpha coefficients, the results show and confirm the internal reliability of the 

measurement model. Thus, the internal consistency reliability of the constructs used in this 

study can be considered to be acceptable. Therefore, the model has established satisfactory 

levels of validity and reliability. 

Table 4-9: 

Cronbach Alpha and Composite Reliability (CR) Results 
Construct Cronbach Alpha Composite Reliability (CR) 

Influencer Attractiveness 0.835 0.875 

Influencer Expertise 0.863 0.901 

Influencer Trustworthiness 0.850 0.893 

Influencer Similarity 0.777 0.845 

Attitude Towards Influencers 0.869 0.905 

Repurchase Intention 0.819 0.860 
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4.7 Measurement of Structural Models 

After validating the validity and reliability of the components of the measurement 

model, the structural model assessment can be carried out. The purpose of evaluating the 

structural model in this study is to test the hypotheses underlying it, thereby helping answer 

the research questions outlined in Chapter 1. In addition, structural model assessment allows 

testing the model’s predictive capabilities. 

To carry out the structural model analysis process, the researcher will follow the 

guidelines suggested by Hair et al. (2018) and Subhaktiyasa (2024), first selecting the 

“calculate” process and the “bootstrapping” option, and running the analysis with 5,000 

bootstrap subsamples. In addition, the Bias-Corrected and Accelerated (BCa) Bootstrap 

option was selected before running the calculation. The results will be presented in steps as 

suggested. 

4.7.1 Multicollinearity Check (VIF) 

To perform a multicollinearity check, the variance inflation factor (VIF) test was 

conducted. VIF analysis is a statistical assessment method used to determine if there are any 

independent variables with a high degree of linear intercorrelation with one another within 

the model (Park & Mun, 2024). VIF scores less than 1 imply no multicollinearity; VIF scores 

ranging from 1 to 5 indicate slight multicollinearity; and VIF scores exceeding 5 but still 

less than 10 indicate moderate multicollinearity (Janizadeh et al., 2023). A common rule of 

thumb for severe multicollinearity is a VIF score greater than 10 (Jeng, 2023). A VIF analysis 

was conducted on the research model and all items of the independent, dependent, and 

outcome variables. The test results show the items have VIF scores ranging from 1.248 to 

2.515 on average, with several items displaying slightly higher scores at 3.752 

(Attractiveness 1) and 3.490 (Attractiveness 5). However, as these items are still within the 

cutoff threshold of 10 as the upper limit and 5 as the lower limit of multicollinearity (Hair et 

al., 2019), collinearity among the variables and items was not considered as a major problem 

in this study (Vörösmarty & Dobos, 2020), and the items were kept. 
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4.7.2 Hypothesis Testing 

This study proposed six hypotheses to answer the research questions outlined in 

Chapter 1. Four of these hypotheses (H1–H4) examined the direct relationships between the 

attractiveness, expertise, trustworthiness, and similarity items and Attitude Towards 

Influencers (ATI). 

The fifth hypothesis (H5) investigated the direct relationship between Attitude 

Towards Influencers (ATI) and Repurchase Intention (RI). In addition, the moderating effect 

of player gender, specifically for male players, on the relationship between Attitude Towards 

Influencers (ATI) and Repurchase Intention (RI) was examined. All hypotheses were tested 

using SmartPLS 4.0 software. The results, including the path coefficients and p-values, are 

displayed in Table 4-10. 

4.7.2.1 Attractiveness – Attitude Towards Influencers 

H1 (attractiveness > attitude towards influencers) proposed a positive and significant 

relationship between influencer attractiveness and attitude towards influencers. Based on 

Table 4.10, the results show a statistically significant, positive relationship between the two 

variables. With a p-value of 0.001 (p < 0.005), this means a significant influence of 

attractiveness on attitude towards influencers. A path coefficient of 0.220 indicates a positive 

relationship between attractiveness and attitude towards influencers, where a one-unit 

increase in attractiveness is associated with a 0.220-unit increase in the spenders’ attitude 

towards influencers. Therefore, H1 is supported. 

4.7.2.2 Expertise – Attitude Towards Influencers 

H2 (expertise > attitude towards influencers) proposed a positive and significant 

relationship between influencer expertise and attitude towards influencers. Based on Table 

4.10, the results show a statistically insignificant but positive relationship between the two 

variables. With a p-value of 0.121 (p > 0.005), this means an insignificant influence of 

expertise on attitude towards influencers. A path coefficient of 0.114 still indicates a positive 

relationship between expertise and attitude towards influencers, where a one-unit increase 

in expertise will lead to a 0.114-unit increase in the spenders’ attitude towards influencers. 

However, as H2 does not fulfil both criteria of being statistically significant and positive, H2 

is not supported. 
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4.7.2.3 Trustworthiness – Attitude Towards Influencers 

H3 (trustworthiness > attitude towards influencers) proposed a positive and 

significant relationship between influencer trustworthiness and attitude towards influencers. 

Based on Table 4.10, the results show a statistically significant, positive relationship between 

the two variables. With a p-value of 0.000 (p < 0.005), this means a significant influence of 

trustworthiness on attitude towards influencers. A path coefficient of 0.556 indicates a 

positive relationship between trustworthiness and attitude towards influencers, where a one-

unit increase in trustworthiness is associated with a 0.556-unit increase in the spenders’ 

attitude towards influencers. As H3 fulfils both criteria of being statistically significant and 

positive, H3 is supported. 

4.7.2.4 Similarity – Attitude Towards Influencers 

H4 (similarity > attitude towards influencers) proposed a positive and significant 

relationship between influencer similarity and attitude towards influencers. Based on Table 

4.10, the results show a statistically insignificant but positive relationship between the two 

variables. With a p-value of 0.145 (p > 0.005), this means an insignificant influence of 

similarity on attitude towards influencers. A path coefficient of 0.088 still indicates a positive 

relationship between similarity and attitude towards influencers, where a 1-unit increase in 

similarity will lead to a 0.088-unit increase in the spenders’ attitude towards influencers. 

However, as H4 does not fulfil both criteria of being statistically significant and positive, H4 

is not supported. 

4.7.2.5 Attitude Towards Influencers – Repurchase Intention 

H5 (attitude towards influencers > repurchase intention) proposed a positive and 

significant relationship between attitude towards influencers and repurchase intention. Based 

on Table 4.10, the results show a statistically significant, positive relationship between the 

two variables. With a p-value of 0.000 (p < 0.005), this means a significant influence on 

attitude towards influencers on repurchase intention. A path coefficient of 0.605 indicates a 

positive relationship between trustworthiness and attitude towards influencers, where a one-

unit increase in attitude towards influencers is associated with a 0.605-unit increase in the 

spenders’ repurchase intention. As H5 fulfils both criteria of being statistically significant 

and positive, H5 is supported. 
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4.7.2.6 Attitude Towards Influencers – Repurchase Intention 

H6 (gender X attitude towards influencers > repurchase intention) proposed a 

significant moderating effect for male players on the relationship between attitude towards 

influencers and repurchase intention. Based on Table 4-10, the results show a statistically 

significant relationship between the two variables. With a p-value of 0.000 (p < 0.005), this 

indicates a significant moderating effect of player gender on attitude towards influencers and 

repurchase intention. A negative path coefficient of 0.620 indicates a stronger moderating 

effect among male players than among female players. As H6 fulfils the criteria of being 

statistically significant for male players, H6 is supported. 

Table 4-10: 

Summary of Path Coefficients, Standard Deviation, t-statistic, p-value, and 

Hypothesis Testing 
Hypothesis Relationship Path 

Coefficient 

Std Dev t-value p-value Decision 

H1 Attractiveness > 

Attitude Towards 

Influencers 

0.220 0.068 3.212 0.001* Supported 

H2 Expertise > Attitude 

Towards Influencers 

0.114 0.074 1.550 0.121 Not Supported 

H3 Trustworthiness > 

Attitude Towards 

Influencers 

0.556 0.076 7.288 0.000* Supported 

H4 Similarity > Attitude 

Towards Influencers 

0.088 0.061 1.457 0.145 Not Supported 

H5 Attitude Towards 

Influencers > 

Repurchase 

Intention 

0.605 0.074 8.207 0.000* Supported 

H6 Gender x Attitude 

Towards Influencers 

> Repurchase 

Intention 

-0.620 0.148 4.180 0.000* Supported 
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Figure 4-2: 

Slope Analysis for Moderating Effect 

 

Figure 4-2 revealed a significant moderating effect of gender on the relationship 

between attitude towards influencers and repurchase intention. The plot shows a steeper, 

positive gradient for Zero (Gender = Male) compared to One (Gender = Female). Thus, this 

shows that the impact of attitude towards influencers on subsequent repurchase intention is 

stronger for male respondents than for female respondents. 

4.7.3 Coefficient of Determination (R2) 

To assess the model’s predictive accuracy, the R2 value (coefficient of determination) 

is examined. This value quantifies the amount of total variance within an endogenous 

construct that can be attributed to the associated exogenous constructs (Hair et al., 2018; 

Subhaktiyasa, 2024). The R2 values range from 0 to 1, with higher values closer to 1 

indicating greater explanatory power and lower values closer to 0 indicating weaker 

explanatory power. As a general guideline, R2 values of 0.75, 0.50, and 0.25 are considered 

to have strong, moderate, and weak explanatory powers, respectively (Hair et al., 2017). 

Based on Table 4-11, the R2 value of attitude towards influencers is 0.734. This 

means that 73.4% of the variation in the attitude of players towards influencers can be 
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explained by the changes in the source credibility factors’ items. Based on the rule of thumb 

above, this indicates a moderate but strong explanatory power of source credibility factors 

in influencing attitudes towards influencers. Subsequently, the R2 value for repurchase 

intention is 0.239, indicating that only 23.9% of the variation in repurchase intention can be 

explained by changes in attitude towards influencers. Based on the rule of thumb, the 

explanatory power of attitude towards influencers on repurchase intention is very weak. 

Table 4-11: 

Summary of R2 results 
Hypothesis Relationship R2 

H1 Influencer Attractiveness > Attitude Towards Influencers 0.734 

H2 Influencer Expertise > Attitude Towards Influencers 

H3 Influencer Trustworthiness > Attitude Towards Influencers 

H4 Influencer Similarity > Attitude Towards Influencers 

H5 Attitude Towards Influencers > Repurchase Intention 0.314 

H6 Gender x Attitude Towards Influencers > Repurchase Intention  

 

4.7.4 Effect Size (f2) 

Next, the effect size of the direct relationship is evaluated by quantifying the effect 

size of the f2 value. This analysis involves observing the changes in R2 when specific 

exogenous constructs are removed from the model. This allows a better understanding of 

whether the excluded construct would significantly influence the endogenous variable 

simply by examining the changes in R2 when the construct is removed. 

As a general guideline, the effect size of more than or equal to 0.02 (≥0.02) is 

considered small, more than or equal to 0.15 is medium (≥0.15), and more than or equal to 

0.35 is considered large (≥0.35) (Cohen, 1988). This is similar to the rule of thumb for effect 

sizes proposed by Hair et al. (2018). For Hypotheses 1 to 6, the results will be presented in 

Table 4-12. However, for the moderating variable, effect sizes are denoted as values greater 

than 0.005, 0.01, and 0.025, representing low, moderate, and high effects (Subhaktiyasa, 

2024). Notably, trustworthiness exhibits the largest effect size on attitude towards 

influencers, with an f2 value of 0.428, indicating that when omitted from the model, it 

significantly influences the attitude towards influencers variable. 
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Table 4-12: 

Effect Size Values 
Hypothesis Relationship f2 Inference 

H1 Attractiveness > Attitude Towards Influencers 0.086 Small 

H2 Expertise > Attitude Towards Influencers 0.020 Small 

H3 Trustworthiness > Attitude Towards Influencers 0.428 Large 

H4 Similarity > Attitude Towards Influencers 0.012 Small 

H5 Attitude Towards Influencers > Repurchase Intention 0.314 Medium 

H6 Gender x Attitude Towards Influencers > Repurchase Intention 0.116 Large 

 

4.7.5 Predictive Relevance (Q2) 

The evaluation of the model’s predictive relevance relies on Stone-Geisser’s Q2 value 

(Geisser, 1974; Stone, 1974). This process involves the blindfolding procedure in SmartPLS 

4.0 software. If the Q2 value exceeds zero for a specific construct, it indicates that the 

construct's structural model has predictive accuracy. According to Chin and Marcoulides 

(1998), if Q2 exceeds zero, the model is predictive. The model is considered to have small, 

medium, and large predictive relevance when the Q2 values are higher than 0.025, 0.15, and 

0.35, respectively (Hair et al., 2017). For this study, the confirmation of predictive relevance 

was established as both the Q2 values are greater than zero, with substantial predictive 

relevance for attitude towards influencers (Q2 = 0.724), and medium predictive relevance for 

repurchase intention (Q2 = 0.239). The results of predictive relevance will be presented in 

Table 4-13. Subsequently, a summary of the structural model assessment will be presented 

in Table 4-13. 

. 
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Table 4-13: 

Summary of Path Coefficients, t-value, p-value, R-square, f-square, Q-square, and Hypotheses Testing 

Hypothesis Relationship 
Path 

Coefficient 
Std Dev t-value p-value Decision R² f² Q² 

H1 

Attractivenes

s > Attitude 

Towards 

Influencers  

0.220 0.068 3.212 0.001* Supported 

0.734 

0.086 

0.724 

H2 

Expertise > 

Attitude 

Towards 

Influencers 

0.114 0.074 1.550 0.121 
Not 

Supported 
0.020 

H3 

Trustworthin

ess > Attitude 

Towards 

Influencers 

0.556 0.076 7.288 0.000* Supported 0.428 

H4 

Similarity > 

Attitude 

Towards 

Influencers 

0.088 0.061 1.457 0.145 
Not 

Supported 
0.012 

H5 

Attitude 

Towards 

Influencers > 

Repurchase 

Intention 

0.605 0.074 8.207 0.000* Supported 0.239 0.314 0.239 

H6 

Gender x 

Attitude 

Towards 

Influencers > 

Repurchase 

Intention 

-0.620 0.148 4.180 0.000* Supported  0.116  
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4.8 Conclusion 

This chapter presents a detailed examination of the data and the research outcomes. 

A preliminary analysis was conducted to assess and improve the data's usability. SmartPLS 

4.0 software was used to perform PLS-SEM analysis in order to interpret and present the 

results. Additionally, Harman’s single-factor test was applied to the data set to detect 

common method bias (CMB). The assessment model was then analysed via convergent and 

discriminant validity, as well as indicator reliability. The structural model was analysed via 

path coefficients, t-statistics, p-values, R2, f2, and Q2 values. Then, the formulated 

hypotheses were tested for significance, and the decision to support or not support the 

hypothesis was presented. 
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CHAPTER 5: 

DISCUSSION AND CONCLUSION 

5.1 Introduction 

This chapter starts with a presentation of a summary of the research objectives and 

research questions outlined earlier in the study. Then, a detailed examination, discussion, 

and interpretation of the research findings are presented in the following section. In addition, 

this chapter explores the theoretical as well as practical implications that are derived from 

the study’s results. Lastly, the limitations of the study were acknowledged, and 

recommendations for future studies were also proposed to encourage deeper investigation 

within this specific industry and ecosystem. 

5.2 Recapitulation of Study 

The discussion of this study’s findings was presented in the order of the research 

objectives. The first objective of this study was to assess the influence of social media 

influencers’ credibility factors on the attitude towards influencers in the context of Genshin 

Impact in Malaysia. The second objective of this study was to determine the relationship 

between attitude towards influencers and repurchase intentions for In-App Purchases (IAPs) 

in Genshin Impact in Malaysia. Thirdly, the study aimed to examine the moderating effect 

of player gender on the relationship between attitude towards influencers and repurchase 

intention for IAPs in Genshin Impact in Malaysia. 

This research, therefore, answers the research questions as follows: 

i. What are the source credibility factors (influencer attractiveness, influencer 

expertise, influencer trustworthiness, influencer similarity) that influence spending 

players’ attitude towards the influencers in the context of Genshin Impact in 

Malaysia? 
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Based on the results of the study, it was found that the Genshin Impact players of 

Malaysia consider attractiveness and trustworthiness as the factors that would influence them 

to have a positive attitude towards the Genshin Impact influencer. This can be seen in the 2 

hypotheses that support the attitude towards influencers (H1, H3). 

i. To what extent does attitude towards influencers affect the repurchase intention for 

IAPs in Genshin Impact in Malaysia? 

This study found that attitude towards influencers influences repurchase intentions 

for IAPs in the context of Genshin Impact among players in Malaysia. This can be found in 

the hypothesis that supports this decision (H5), which states that a positive attitude towards 

influencers would influence their intentions to repurchase IAPs within the mobile game. 

ii. Will player gender moderate the relationship between attitude towards influencers 

and repurchase intention for IAPs in Genshin Impact in Malaysia? 

This study found that player gender, as a moderator, is supported as a predictor of 

attitude towards influencers and repurchase intention among Genshin Impact players in 

Malaysia; specifically, male players moderated the relationship between attitude towards 

influencers and repurchase intention. There is a significant moderating effect for male 

players between attitude towards influencers and repurchase intention. 

In this study, six hypotheses were proposed to explore the direct relationship between 

source credibility factors (attractiveness, expertise, trustworthiness, and similarity) and 

attitude towards influencers, which would subsequently lead to repurchase intention among 

Genshin Impact players in Malaysia. The gender of the player served as the moderating 

variable between attitude towards influencers and repurchase intention. 

Through the results of the Partial Least Squares-Structural Equation Modelling (PLS-

SEM) analysis, it was observed that out of the six hypotheses proposed, four hypothesis were 

found to be supported based on their p-values, which are H1 (attractiveness and attitude 

towards influencers), H3 (trustworthiness and attitude towards influencers), H5 (attitude 

towards influencers and repurchase intention), and H6 (gender moderates the relationship 

for male players between attitude towards influencers and repurchase intention). 



 

130 

 

The remaining two hypotheses, namely H2 (expertise and attitude towards 

influencers) and H4 (similarity and attitude towards influencers), were not supported. A 

detailed analysis of the study’s findings will be presented below. 

5.2.1 On Attractiveness and Attitude Towards Influencers 

To answer the initial research question and objective regarding which credibility 

factors would influence players’ attitudes towards influencers in the context of Genshin 

Impact in Malaysia, the first influencer credibility factor, influencer attractiveness (H1), was 

analysed and discussed below. 

Similar to past studies on influencer marketing in the global and Malaysian contexts, 

the physical attractiveness of influencers shows a significant positive relationship among the 

surveyed Malaysian Genshin Impact players with their attitudes towards the influencers they 

follow or watch. Therefore, Hypothesis 1 is supported. This is in line with previous findings 

that have identified a significant and positive relationship between the social media 

influencer’s attractiveness and respondents’ attitudes towards influencers (Lee et al., 2023; 

Li & Peng, 2021; Niloy et al., 2023; Weismueller et al., 2020). 

Attractiveness in this study refers to the physical attributes of the social media 

influencer for the mobile game Genshin Impact. When viewers and players watching the 

content perceive the influencer as highly attractive, handsome, or beautiful, they will feel a 

pleasant feeling towards the influencer, as humans tend to believe that “what is beautiful 

must be good” (Niimi & Goto, 2023). Therefore, despite perceptions of beauty varying 

across cultures, races, and ethnicities, having an aesthetically pleasing influencer as the 

middleman or spokesperson between a business and its target consumers can enhance 

consumers' positive feelings towards the influencer and, in extension, towards the company. 

When the influencers are perceived to be attractive in the viewers’ eyes, the product 

or brand that they are promoting would also be seen as attractive in the eyes of potential 

customers as well (Immanuel & Bianda, 2021). An influencer who knows how to take care 

of their looks and presentation can strongly influence the opinions of their audience (Iqbal 

et al., 2023). Similar to conventional practices of using attractive celebrities as 

spokespersons or ambassadors for companies, brands, products, or services, the use of 
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attractive influencers would also influence consumers to adopt a more positive attitude 

towards the promoted subject. 

In Malaysia as well, the physical attractiveness aspect of the influencer was found to 

generate a positive impact in terms of creating a positive attitude towards the influencers. A 

study by Abdullah et al. (2023) also found that the attractiveness of social media influencers 

was a critical factor in positively influencing Malaysian consumers' attitudes towards 

influencers. The findings from this study align with those of past studies, thereby supporting 

Hypothesis 1 within the context of this study, which posits that the attractiveness of the 

influencer will significantly and positively influence players’ attitudes towards the 

influencers for Genshin Impact. 

5.2.2 On Influencer Expertise and Attitude Towards Influencers 

To answer the initial research question and objective regarding which credibility 

factors would influence players’ attitudes towards influencers in the context of Genshin 

Impact in Malaysia, the second influencer credibility factor, influencer expertise (H2), was 

analysed and discussed below. 

Contrary to the findings of past studies, the results of this study show no significant 

relationship among the surveyed Genshin Impact players between the influencer's expertise 

and their attitude towards the influencers they follow or watch. This means that Hypothesis 

2 was not supported. This contradicts past studies that have found a significantly positive 

relationship between expertise and attitude towards influencers, where a highly competent 

influencer would strongly influence individuals’ attitudes towards them (Carissa et al., 2021; 

Feng et al., 2020; Iqbal et al., 2023; Magano et al., 2022). 

Expertise has been defined as the perceived level of competence, or having the 

necessary skills, knowledge, or ability to make assertions. It has been theorised that when 

influencers are highly knowledgeable about the brands, products, or services they are 

promoting, and are promoting something viewed as within their specialty niche, customers 

are more influenced by their opinions and have a more positive attitude towards the 

promoted subject. 
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Different consumers have their own brand or product feature preferences; similarly, 

they have diverse preferences for each individual influencer. This means that consumers are 

not necessarily always looking for the perceived expertise levels of the influencers they 

follow or watch; they could be following the influencer for other reasons, such as high 

entertainment value (Fouzi et al., 2024). Similarly, perceived expertise was found to have an 

insignificant but negative impact on the attitude towards influencers among women in 

Surabaya, Indonesia (Immanuel & Bianda, 2021). Additionally, Lu and Chen (2023) also did 

not identify any influence of expertise on the respondents' attitude towards the influencers 

that they follow. While expertise might serve as a significant and positive antecedent to other 

factors, such as direct purchase intention, in the context of this study, the expertise of the 

influencer did not have any relationship with the attitude towards the influencer. Therefore, 

Hypothesis 2 was not supported. 

5.2.3 On Influencer Trustworthiness and Attitude Towards Influencers 

To answer the initial research question and objective regarding which credibility 

factors would influence players’ attitudes towards influencers in the context of Genshin 

Impact in Malaysia, the third influencer credibility factor, influencer trustworthiness (H3), 

was analysed and discussed below. 

Consistent with past findings, this study also found a significant and positive 

relationship between the trustworthiness of the influencer and the consumers’ attitude 

towards the influencer. The findings of this study show that Hypothesis 3 is supported. 

Influencers perceived as trustworthy can exert considerable influence on the attitudes of 

consumers who follow or watch them (Tiwari et al., 2024). This positive attitude generated 

by trust could subsequently lead to the purchase intentions of the consumers as well 

(Abdullah et al., 2023). 

When influencers are seen as trustworthy and transparent figures in the industries 

they specialise in, especially in Malaysia, consumers tend to develop a positive attitude 

towards them (Ooi et al., 2023). This is consistent with past studies that also established that 

the followers who are following an influencer’s social media accounts are doing so in good 

faith, and that this good faith has led them to have a favourable attitude towards the 

influencer that they follow (Hartanto et al., 2022). In addition, Wiedmann and von 
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Mettenheim (2021) suggested that trustworthiness, together with attractiveness, is the most 

crucial quality that social media influencers must possess. In Malaysia, for specialised 

industries such as the Halal food products category, it becomes even more important for 

consumers to trust influencers to disseminate accurate information about which food 

products are safe for Muslim consumers to consume (Rahim et al., 2021). 

The results of the statistical analysis of this study show a significant, positive 

relationship between trustworthiness and attitude towards influencers among the surveyed 

respondents. Therefore, this aligns with previous studies, supporting Hypothesis 3, which 

proposed that a trustworthy influencer can generate positive attitudes among their followers 

towards them. 

5.2.4 On Influencer Similarity and Attitude Towards Influencers 

To answer the initial research question and objective as to what credibility factors 

would influence the spending players’ attitude towards the influencers in the context of 

Genshin Impact in Malaysia, the fourth influencer credibility factor of influencer similarity 

(H4) was analysed and discussed below. 

Similarity has been explained as the perception of sharing similar interests or tastes 

with another individual. In influencer marketing, a significant and positive relationship has 

been found between perceived similarity between followers and influencers and attitudes 

towards influencers (Dhun & Dangi, 2023; Li & Peng, 2021; Munnuka et al., 2021). In 

addition, when the influencer’s specialty and niche are perceived to have a strong fit towards 

the product, brand, or service being promoted, a more positive attitude would be generated 

(Ku & Lou, 2022). This positive attitude would also lead followers to remain loyal to the 

influencer and to the opinions and assertions made by the influencers they follow (Qamar et 

al., 2023). 

However, a study by Karmacharya (2022) did not find a significant relationship 

between similarity and consumers’ attitudes. Influencers who are perceived to be highly 

similar to followers or players do not necessarily mean they will have a positive attitude 

towards the influencers, especially when the content published is not seen as useful to the 

viewers (Rizzo et al., 2024). Similarly, Taillon et al. (2020) found that perceived similarity 
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had no effect on influencing the attitude towards influencers; instead, they suggested that 

other factors, such as attractiveness, were more significant in predicting consumers’ attitude. 

Even though consumers can identify potential similarities between themselves and the 

influencers they follow, this does not necessarily generate a favourable attitude towards the 

influencer. This is unless the consumers also identify themselves with the influencers 

psychologically and, crucially, see them as a leadership figure (Elsharnouby et al., 2025). 

The results of this study suggest that the relationship between perceived similarity 

and attitude towards influencers might be more complex than initially proposed. This is 

because while players and followers might perceive similarity as important in shaping 

subsequent behaviours, such as purchase intentions or brand attitudes, this might not be the 

most critical factor in determining their attitude towards the specific influencers. While it is 

helpful to be perceived as similar and relatable to their followers and viewers, influencers 

should also focus on other aspects that may play a more influential role, such as being 

perceived as trustworthy. 

The analysis results showed no significant relationship among the surveyed 

Malaysian Genshin Impact players between similarity and attitude towards influencers in the 

context of Genshin Impact; thus, Hypothesis 4 is not supported. 

5.2.5 On Attitude Towards Influencers and Repurchase Intention 

To answer the second research question and objective as to what extent attitude 

towards influencers would affect the repurchase intention for IAPs in the context of Genshin 

Impact in Malaysia, the relationship between attitude towards influencers and repurchase 

intention of the players (H5) was analysed and discussed below. 

Influencers who can generate positive feelings among their followers can exert 

greater influence on their willingness to purchase the product, service, or brand being 

promoted (Azkiah & Hartono, 2023). Customers are more willing to buy the promoted 

brand, product, or service if they have a favourable attitude towards the influencer who 

serves as the spokesperson or ambassador (Niloy et al., 2023). 
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A generally positive attitude among followers of an influencer can serve as a 

competitive advantage for businesses and companies seeking to partner with specific 

influencers to promote their products or services. When the followers perceive the 

influencers favourably, they would also have a positive disposition towards the promoted 

brands, products, or services when they are endorsed by the influencer that they follow. This 

shows the need for companies and businesses to ensure that the influencers they partner with 

can, first and foremost, generate positive feelings among potential customers towards the 

influencers as spokespersons. The mobile game companies should do their due diligence and 

ensure that the influencers that they wish to partner with to promote their mobile game or 

IAPs are perceived to be highly credible by their followers, which would then lead to the 

creation of a positive attitude towards the influencers and subsequently, the products being 

promoted. 

Similarly, a study by Carissa et al. (2021) found that consumers who have a positive 

attitude towards the influencers they follow or the content they watch are more likely to 

repurchase products endorsed by those influencers. Therefore, based on the analysis results 

of this study, there is a significant, positive relationship between attitude towards influencers 

and repurchase intention for IAPs in the mobile game Genshin Impact among the surveyed 

respondents. Hypothesis 5 is supported. 

5.2.6 On Gender Moderating the Relationship between Attitude Towards 

Influencers and Repurchase Intention 

To answer the third research question and objective, namely whether player gender 

will moderate the relationship between attitude towards influencers and repurchase intention 

for IAPs in the context of Genshin Impact in Malaysia, the relationship between male player 

gender as a moderator and attitude towards influencers and repurchase intention (H6) was 

analysed and discussed below. 

Previous research carried out had found a moderating effect of consumer gender on 

their attitude towards a promoted brand (Hudders & De Jans, 2022). In addition, studies by 

Li et al. (2024) suggested that female consumers would have more positive attitudes towards 

influencers whom they perceive as experts. Specifically, Chetioui et al. (2023) found that 

male consumers were more likely to display a positive and favourable attitude towards 
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influencers they perceived as attractive than female consumers. Similar to this, the results of 

this study showed that gender had a moderating effect between attitude towards influencers 

and the subsequent repurchase intention, with the effect being more pronounced on male 

consumers. Therefore, Hypothesis 6 is supported. 

This could be because Malaysian consumers are reported to rely on influencers to 

inform their purchasing decisions, and this goal-oriented objective would be more evident 

among male consumers, who often prioritise overcoming a problem, compared to females, 

who prioritise relationship-oriented objectives such as intimacy (Kim et al., 2024). 

Table 5-1: 

Hypothesis and Summary Results 
Hypothesis Results 

H1 – Attractiveness has a positive and significant effect on attitude towards 

         Influencers. 

Supported 

H2 – Expertise has a positive and significant effect on attitude towards influencers. Not Supported 

H3 – Trustworthiness has a positive and significant effect on attitude towards 

         influencers. 

Supported 

H4 – Similarity has a positive and significant effect on attitude towards influencers. Not Supported 

H5 – Attitude towards influencers has a positive and significant effect on repurchase  

         intention. 

Supported 

H6 – Gender moderates the relationship for male players between attitude towards 

         influencers and repurchase intention. 

Supported 

 

5.3 Implications 

This study makes significant theoretical and practical contributions to the field of 

source credibility and influencer marketing, specifically within the mobile gaming industry 

and in the context of a developing country such as Malaysia. It not only offers valuable 

insights for industry practitioners but also advances academic understanding of the topic. 

5.3.1 Theoretical Implications 

The results of this study contribute to the existing body of knowledge on influencer 

marketing and source credibility factors in the mobile gaming industry by providing a 

perspective from Malaysia, a developing country. It offers empirical evidence on the factors 

influencing Malaysian players’ attitudes towards influencers partnered with a mobile game 

as spokesperson or ambassador, filling a gap in the literature. 
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The study’s findings can also contribute to the further development of theories on 

influencer marketing, attitudes towards influencers, and players’ subsequent repurchase 

intentions in the mobile gaming industry. It can serve as a foundation for developing new 

hypotheses and improving existing theories and constructs. 

The methods used in this study, such as combining purposive and snowball sampling, 

can serve as a reference for future studies in the field. It can guide researchers in designing 

their study methodologies and choosing appropriate data collection and analysis methods. 

The source credibility model used, which measures credibility of an influencer or 

endorser across four dimensions – attractiveness, expertise, trustworthiness, and similarity, 

can also provide significant theoretical contributions for this study. The study’s findings are 

similar to the purpose of the source credibility model, in that it not only serves as a basis for 

evaluating a spokesperson’s credibility levels, but also extends the model's use to varying 

contexts, such as the mobile gaming industry among social media influencers. Based on the 

responses, the surveyed Malaysian Genshin Impact players value the attractiveness and 

trustworthiness of the influencer, which would positively influence their attitude towards the 

influencer, suggesting that these dimensions are crucial for generating a positive attitude and 

encouraging IAPs and repurchasing within the mobile gaming industry. 

Conversely, the findings of this study diverge from the Source Credibility Theory 

model, for example, where expertise and similarity were found to be not significant and thus 

not supported by the research findings within the context of this study. Thus, this suggests a 

potential need to amend or revise the model for future studies in this specific context. 

The applicability of the source credibility model was further explored by 

incorporating player gender as a moderating variable. Past studies carried out in other 

industries, such as e-commerce, have found that consumer gender moderates their attitude 

towards a promoted brand or product. This study depicts that player gender has a moderating 

effect between attitude towards influencers and subsequent repurchase intention, suggesting 

that male players were more prone to be affected compared to female players. 
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5.3.2 Practical Implications 

The findings of this study can help mobile game companies in the industry gain a 

better understanding of the factors influencing players’ attitudes towards influencers and 

their subsequent repurchase intentions in Malaysia. This can help steer the development of 

more effective influencer marketing strategies, not only for global but also for local mobile 

game companies, leading to enhanced customer retention and sustained profitability. When 

mobile game companies partner with influencers who are attractive or trustworthy, players 

have a more positive attitude towards them and their content, thereby increasing their 

willingness to purchase and repurchase IAPs in the mobile games they play. This would then 

help overcome the core issues faced by mobile game companies in the industry, which are 

the problems of the players not staying with a mobile game long enough to start spending 

money on the virtual IAPs, as well as the players not being willing to repurchase more IAPs 

in the future. 

This study also serves as a benchmark for mobile game companies to identify 

influencers with the preferred credibility attributes to partner with and promote their mobile 

game, encouraging players to make and remake IAPs. The insights gained from this study 

are crucial for mobile game companies’ influencer marketing efforts to successfully run their 

campaigns and derive the maximum possible benefits from their limited budgets. Partnering 

with influencers with the identified factors would enhance the players' and viewers’ attitude 

towards the influencers themselves as middlemen, which will lead to recurring purchases 

being made more often and with higher frequency among the players, which accomplishes 

the objectives of the influencer marketing campaigns. 

For influencers who are mobile gamers specifically, knowing which attributes 

viewers prefer when watching their content will help their careers on social media platforms 

grow further. This is because the more influencers can demonstrate the credibility consumers 

are looking for, the greater the trust viewers place in them and their content. For example, 

influencers looking to create content for newer Mihoyo games, or any mobile game, in the 

future could take note of this study's findings and tailor their public traits to suit what viewers 

want in a gaming influencer. When consumers or players place great trust in the influencer, 

who is viewed as a credible source of information within the gaming community, mobile 

game developers who wish to promote their games and virtual purchases to a larger audience 
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would also find it easier to decide which influencers to partner with. This is because their 

trusted standing among viewers and the game community makes it more viable for the 

developers to partner with the identified influencers for short- and long-term marketing 

campaigns, generating income for the company and the influencers and creating content that 

viewers and consumers enjoy.  

In terms of the community contribution, the findings of this study would help the 

mobile game players to understand their own behaviour and consumption patterns better, for 

example, being able to know why they would listen to the opinions of certain influencers 

and to follow their advice to make and remake IAPs, but not other influencers in the same 

gaming community. When the players can comprehend their spending behaviours better, this 

will help them in terms of controlling their spending habits by knowing what type of 

influencers and opinions they would be swayed by. This can then help them avoid influencers 

with the identified behaviours or credibility factors, and, if needed, cut down on their 

spending on the mobile games they play. 

5.4 Limitations of the Study 

Firstly, this study was carried out within a very limited timeframe. The duration 

limitation could have influenced the completeness and the complexity of the research. This 

is because attitudes and repurchase intentions are dynamic, changing rapidly over days or 

weeks in response to the latest developments within the industry and the community, 

changing customer preferences, and the marketing strategies of the time. For example, 

during the COVID-19-enforced Movement Control Order (MCO) lockdown in Malaysia, 

non-essential employees were confined to their homes, and thus their daily interactions with 

their mobile phones and, subsequently, with mobile games would be far higher than in 

normal circumstances. Therefore, while the findings of this study could remain valid during 

the period covered, they might not be perfectly replicable in a different time period. 

Secondly, the study was also carried out in Malaysia, a developing country with its 

unique cultural, racial, and regulatory environment. As such, these factors could significantly 

influence the consumer’s perceptions and behaviour. For example, while Malaysia does not 

have any specific regulatory body or laws dedicated to the mobile games environment, 
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different regions, such as the European Union, have a Consumer Protection Cooperation 

(CPC) Network body, which proposes laws and principles to protect European consumers in 

video games, especially concerning microtransactions or IAPs (Muhammad I. , 2025). 

Therefore, the findings of this study might not be replicable in other countries or regions as 

well. 

Thirdly, this study focused only on the mobile gaming industry within a specific 

mobile game context. While this specific area of focus would allow for a better 

understanding of influencer marketing and how the Source Credibility Theory would work 

in influencing the players’ attitudes towards influencers as middleman and their subsequent 

repurchase intentions, this also severely limits the applicability of this study’s findings to 

other industries and, more importantly, to other mobile games as well. Different mobile 

games offer wildly different types of IAP packages, ranging from cosmetics to premium in-

game currency to quality-of-life improvements to virtual items that allow players to 

overcome current challenges in the mobile game. The repurchase intention of players is 

influenced by various external factors, some of which might be unique to each mobile game 

itself as well. 

Lastly, this study was unable to control for external factors that would influence its 

outcome, such as technological advancements, current economic conditions, and changes in 

consumer behaviour. These external factors could significantly alter players’ perceptions and 

attitudes towards influencers and their repurchase intentions for IAPs in Genshin Impact. 

These exclusions would then limit the explanatory power of this study’s findings. 

5.4.1 Recommendations for Future Studies 

Based on the dynamic characteristics of consumer attitudes as well as repurchase 

intentions, future studies can be suggested to be carried out on a longitudinal period basis. 

This extended period will allow future researchers to identify changes over time in the 

constructs mentioned and to better establish a strong causal relationship among the variables 

in their study. A longitudinal perspective would also provide insight into how players’ 

attitudes and repurchase intentions change and evolve over a longer period, particularly in 

response to shifts in global market trends, evolving customer preferences, or unforeseen 

circumstances such as the COVID-19 global lockdown. 
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Next, to expand the validity of this study’s findings, future researchers can explore 

the source credibility factors and how they influence the players’ attitude towards influencers 

and their subsequent repurchase intentions in different geographical contexts (Tripopsakul 

& Hoonsopon, 2025; V I De Araujo et al., 2025). Replicating the study in other countries 

and regions would provide better insight into how different regulatory, economic, and 

cultural contexts influence the perceptions and behaviours of mobile game players. This 

would also allow comparisons across different countries or regions to be drawn up based on 

the findings. 

In addition, future researchers could also include other factors such as parasocial 

interactions (Sokolova & Kefi, 2020; Tripopsakul & Hoonsopon, 2025) and attitude towards 

the brand or product, game-centric factors such as aesthetic design, user experience (UX) or 

user interface (UI) (Inan et al., 2022; Walter, 2024) of the mobile game, and outward factors 

such as regulatory laws, economic conditions, or unforeseen disasters into future study 

designs. Additionally, based on the literature and the empirical gaps identified, future studies 

could examine respondents' actual purchasing or repurchasing behaviour rather than 

focusing solely on their intentions. Future researchers could also study whether consumer 

gender would play a significant role in moderating and influencing the consumers’ behaviour 

in other industries in Malaysia, with a better understanding that could be achieved by 

analysing the impact of gender across the entire framework using the Multi-Group Analysis 

(MGA) method instead of simple moderation analysis as well. This would provide a wider, 

more complete perspective on the factors that influence players’ attitudes towards 

influencers as ambassadors and their subsequent repurchase intentions for IAPs in the 

specific mobile games they play. This would also boost the explanatory power of future 

studies’ research models. 

Furthermore, future researchers could seek to overcome the methodological 

restrictions in this study by expanding data collection methods, using both qualitative and 

quantitative tools, obtaining a larger sample size to better represent their respective mobile 

game communities, and utilising the best-validated statistical analysis techniques. This can 

improve the reliability and validity of the findings from future studies. 

While this study provided valuable insights into Malaysian players’ attitudes towards 

influencers based on source credibility factors and their repurchase intentions for IAPs in the 
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mobile game Genshin Impact, there are ample opportunities for improvement in future 

studies. By identifying the limitations of this study and integrating some of the suggestions 

above, future studies could contribute even more theoretical and practical knowledge and 

provide deeper insights into players’ attitudes and intentions to repurchase IAPs in the 

mobile games they play. 

5.5 Conclusion 

This study was conducted among Malaysian players of the mobile game Genshin 

Impact, focusing on their perspectives and how source credibility factors influenced their 

attitudes towards influencers and repurchase intentions. The research had identified four 

source credibility factors, namely influencer attractiveness, influencer expertise, influencer 

trustworthiness, and influencer similarity, that would significantly influence their attitude 

and intentions. Of the six hypotheses tested, two (attractiveness and trustworthiness) were 

found to significantly predict attitude towards influencers, and attitude towards influencers 

was found to significantly and positively affect repurchase intention, with male player 

gender moderating this effect. 

Intriguingly, the study found that the influencer’s perceived expertise and perceived 

similarity, which had a significant and positive impact on consumer attitude in past studies, 

did not have a significant impact on Malaysian Genshin Impact players’ attitude towards the 

influencers they follow or watch. This implies that the players might place more emphasis 

on other credibility factors used in this study, namely attractiveness and trustworthiness, as 

well as on factors not included in this study. 

The findings recommend that mobile game companies identify influencers with the 

aforementioned characteristics, which can help enhance positive feelings and attitudes 

towards themselves, the brand, and the product they are promoting, and encourage further 

repurchases of IAPs. Accordingly, companies can increase player loyalty, sustain players’ 

interest in the mobile game, and encourage players to continually make and remake IAPs in 

the mobile games they play. This would help ensure the survival of their mobile game in a 

highly competitive global industry by leveraging the growing trend of influencer 

partnerships.  



 

143 

 

REFERENCES 

 

Abdullah, S. I., Ali, S. F., & Phuah, K. T. (2023). Love, trust and follow them? The role of 

social media influencers on luxury cosmetics brands' purchase intention among 

Malaysian urban women. Malaysian Journal of Consumer and Family Economics, 30, 

271-301. https://doi.org/10.60016/majcafe.v30.11 

Abdullah, S. I., Teng, P. K., Heng, B. L., & Cokki, C. (2024). Navigating Mobile Marketing: 

Unveiling Mobile Game In-App Purchase Intention of Gen-Ys. In Contemporary 

Trends in Innovative Marketing Strategies (Barbosa, B.), pp. 26. Pennsylvania: IGI 

Global Scientific Publishing. 

Abuhashesh, M. Y., Alshurideh, M. T., Ahmed, A., Sumadi, M., & Masa'deh, R. (2021). The 

effect of culture on customers’ attitudes toward Facebook advertising: the moderating 

role of gender. Review of International Business and Strategy, 31(3), 416-437. 

https://doi.org/https://doi.org/10.1108/RIBS-04-2020-0045 

ActivePlayer. (2025). Genshin Impact Live Player Count and Statistics. [online] (10 January 

2025) Available at: https://activeplayer.io/genshin-impact/ [Accessed on 31 March 

2025] 

Adyen. (2024). Adyen Index 2024. Adyen. 

Aeknarajindawat, N., Manaswatcharapong, R., & Aeknarajindawat, N. (2024). The Impact 

of Digital Marketing and Consumer Attitudes on Repurchase Intentions of Herbal 

Beverages in Bangkok. International Journal of Operations and Quantitative 

Management, 30(3), 61-76. 

Afzal, B., Wen, X., Nazir, A., Junaid, D., & Silva, L. J. (2024). Analyzing the Impact of 

Social Media Influencers on Consumer Shopping Behavior: Empirical Evidence from 

Pakistan. Sustainability, 16(14), 1-23. https://doi.org/10.3390/su16146079 

Aggad, K. K., & Ahmad, F. S. (2021). Investigates the Impact of Social Media Influencers’ 

Personality, Content, and Trustworthiness on Consumers’ Purchase Intention and 

eWOM. International Journal of Academic Research in Business and Social Sciences, 

11(12), 2368-2384. https://doi.org/10.6007/IJARBSS/v11-i12/11782 

Aguinis, H., Cummings, C., Ramani, R. S., & Cummings, T. G. (2020). An A is an A: The 

new bottom line for valuing academic research. Academy of Management 

Perspectives, 34(1), 135-154. https://doi.org/10.5465/amp.2017.0193 

Ahmad, M. (2024). A Seat at the Table: Insights from Women Shaping the Mobile Gaming 

Industry. [online] (23 August 2024) Available at: 

https://www.globalgamesforum.com/features/a-seat-at-the-table-women-shaping-

mobile-gaming [Accessed on 31 March 2025] 



 

144 

 

Ahmad, S. N., Malik, I., Sondoh, S. L., & Mahmod, N. A., 2023. Social Media Influencer’s 

Content Credibility on Information Adoption and Purchase Intention of Beauty 

Product Among Generation Z in Malaysia. In: Marzuki, M. M., Wahid K. A., Omar, S. 

N. Z. B., and Mohamed, W. N. W. (Eds.), Proceedings of International Conference on 

Governance, Management & Social Innovation (ICGMSI 2023), Manila, Philippines, 

20 – 21 September 2023. Atlantis Press. https://doi.org/10.2991/978-94-6463-425-

9_10 

Ahmed, S. K. (2024). How to choose a sampling technique and determine sample size for 

research: A simplified guide for researchers.  Oral Oncology Reports, 12(100662), 1-

7. https://doi.org/10.1016/j.oor.2024.100662 

Ahmed, S., Islam, T., & Ghaffar, A. (2024). Shaping Brand Loyalty through Social Media 

Influencers: The Mediating Role of Follower Engagement and Social Attractiveness. 

SAGE Open, 14(2), 1-17. https://doi.org/10.1177/21582440241242928 

Ahsan, F. J., & Senarath, S. A. (2023). The Impact of Social Media Influencer (SMI) 

Characteristics on Consumer Purchase Intention (CPI) of Beauty and Personal Care 

(BPC) Products in Sri Lanka. Journal of Economic Research & Reviews, 3(3), 248-

259. https://doi.org/10.33140/JERR 

Ajzen, I. (1989). Attitude structure and behavior. In Attitude structure and function 

(Pratkanis A. R., Breckler, S. J., & Greenwald, A. G.), pp 241-274. New Jersey: 

Lawrence Erlbaum Associates. 

Akhan, C. E., & Özdemir, E. (2022). The Effect of In-Game Product Placement on Attitude 

Towards In-Game Advertisements and In-Game Purchase Intention: A Study on Young 

Consumers. Erciyes Üniversitesi İktisadi Ve İdari Bilimler Fakültesi Dergisi, 61, 385-

406. https://doi.org/10.18070/erciyesiibd.990855 

Akhtar, N., Siddiqi, U. I., Gugnani, R., Islam, T., & Attri, R. (2024). The potency of 

audiovisual attractiveness and influencer marketing: The road to customer behavioral 

engagement. Journal of Retailing and Consumer Services, 79, 1-17. 

https://doi.org/10.1016/j.jretconser.2024.103807 

Al Hafidh, M. Z., Adam, M., & Mukhlis. (2024). The Influence of Brand Experience and 

Brand Attitude on Repurchase Intention with Brand Equity as a Mediating Variable on 

Iphone Users in Aceh. International Journal of Scientific Research and Management, 

12(7), 6761-6769. https://doi.org/10.18535/ijsrm/v12i07.em05 

Al Kurdi, B., Alshurideh, M., Akour, I., Tariq, Q., AlHamad, A., & Alzoubi, H. M. (2022). 

The effect of social media influencers’ characteristics on consumer intention and 

attitude toward Keto products purchase intention. International Journal of Data and 

Network Science, 6(4), 1135-1146. https://doi.org/10.5267/j.ijdns.2022.7.006 

AlFarraj, O., Alalwan, A. A., Obeidat, Z. M., Baabdullah, A., Aldmour, R., & Al-Haddad, S. 

(2021). Examining the impact of influencers’ credibility dimensions: attractiveness, 

trustworthiness and expertise on the purchase intention in the aesthetic dermatology 



 

145 

 

industry. Review of International Business and Strategy, 31(3), 355-374. 

https://doi.org/10.1108/RIBS-07-2020-0089 

Ali, M. A., Ting, D. H., Isha, A. S., Ahmad-Ur-Rehman, M., & Ali, S. (2023). Does service 

recovery matter? Relationships among perceived recovery justice, recovery 

satisfaction and customer affection and repurchase intentions: the moderating role of 

gender. Journal of Asia Business Studies, 17(2), 308-326. 

https://doi.org/10.1108/JABS-02-2021-0060 

Alipour, S. M., Ghaffari, M., & Zare, H. (2024). Influencer marketing research: a systematic 

literature review to identify influencer marketing threats. Management Review 

Quarterly, 75, 1393-1418.. https://doi.org/10.1007/s11301-024-00412-5 

Alvarez-Risco, A., Quipuzco-Chicata, L., & Escudero-Cipriani, C. (2022). Determinants of 

Online Repurchase Intention in Covid-19 Times: Evidence From an Emerging Econ- 

omy. Lecturas de Economía, 96, 101-143. 

https://doi.org/10.17533/udea.le.n96a342638 

Al-Mu'ani, L., Alrwashdeh, M., Ali, H., & Al-Assaf, K. T. (2023). The effect of social media 

influencers on purchase intention: Examining the mediating role of brand attitude. 

International Journal of Data and Network Science, 7(3), 1217-1226. 

https://doi.org/10.5267/j.ijdns.2023.5.003 

Al-Shehri, M. (2021). Choosing the Best Social Media Influencer: The role of gender, age, 

and product type in influencer marketing. International Journal of Marketing 

Strategies, 4(1), 1-26. https://doi.org/10.47672/ijms.878 

Amazon. (2024). The basics of brand loyalty and how you can start building it with your 

customers. [online] (26 August 2024) Available at: 

https://advertising.amazon.com/library/guides/brand-

loyalty#:~:text=Brand%20loyalty%20is%20when%20customers,positive%20feeling

s%20toward%20that%20brand. [Accessed on 31 March 2025] 

Amperawati, E. D., Rahmawati, Hariningsih, E., Winarno, W. W., Airawaty, D., & Dwianto, 

A. (2024). Role of Gender in Shaping Consumer Responses to Doctor Influencer: 

Insights into Brand Perceptions and Repurchase Intentions in the Indonesian Mineral 

Water Industry. Qubahan Academic Journal, 4(3), 393-411. 

https://doi.org/10.48161/qaj.v4n3a962 

Añaña, E., & Barbosa, B. (2023). Digital Influencers Promoting Healthy Food: The Role of 

Source Credibility and Consumer Attitudes and Involvement on Purchase Intention. 

Sustainability, 12(20). https://doi.org/10.3390/su152015002 

Ananda, A. S., Hanny, H., Hernández-García, Á., & Prasetya, P. (2023). ‘Stimuli Are All 

Around’—The Influence of Offline and Online Servicescapes in Customer 

Satisfaction and Repurchase Intention. Journal of Theoretical and Applied Electronic 

Commerce Research, 18(1), 524-547. https://doi.org/doi.org/10.3390/jtaer18010027 



 

146 

 

Andrade, C. (2020). The Inconvenient Truth About Convenience and Purposive Samples. 

Indian Journal of Psychological Medicine, 43(1), 86-88. 

https://doi.org/10.1177/0253717620977000 

Ang, M. V. (2024). Muhammad Shafiq Wins 'Gaming Creator Of The Year' At TikTok Awards 

Malaysia 2024. [online] (11 August 2024) Available at 

https://says.com/my/tech/gaming-creator-of-the-year-at-tiktok-awards-malaysia-2024 

[Accessed on 11 May 2025] 

Antczak, B. O. (2024). The Influence of Digital Marketing and Social Media Marketing on 

Consumer Buying Behavior. Journal of Modern Science, 56(2), 310-335. 

https://doi.org//10.13166/jms/189429 

Appanaidu, P. (2022). The Impact of Perceived Usefulness, Perceived Ease of Use, 

Perceived Value and Perceived Risk on Purchase Intention via Hypermarket Drive-

Thru among Klang Consumers. Politeknik & Kolej Komuniti Journal of Social 

Sciences and Humanities, 7(1), 1-15. https://doi.org/0128-2875 

apptamin. (2022). Understanding mobile games’ genres. [online] (18 October 2022) 

Available at: https://www.apptamin.com/blog/understanding-mobile-games-genres/ 

[Accessed on 31 March 2025] 

Aprianingsih, A., Nusantara, B. D. A., Maharatie, A. P., & Widyasthana, G. N. S. (2024). 

Factors Influencing Indonesian Mobile Gamers on Repurchase Intention in Freemium 

Mobile Game with PERVAL. Indonesian Journal of Business and Entrepreneurship, 

10(2), 351-366. http://doi.org/10.17358/IJBE.10.2.351 

Ardhiyansyah, A., Firdaus, F. F., & Aritejob, B. A. (2021). Analysis of the Influence of 

Factors Affecting Purchase Intention of Premium Items in MOBA-Type Online 

Games. Jurnal REKOMEN (Riset Ekonomi Manajemen), 4(2), 91-101. 

Arif, M. F., Habbe, A. H., & Rasyid, S. (2023). Research Paradigm; a Literature Review. 

Journal of Research in Business and Management, 11(2), 161-165. 

Arslan, I. K. (2020). The Importance of Creating Customer Loyalty in Achieving Sustainable 

Competitive Advantage. Eurasian Journal of Business and Management, 8(1), 11-20. 

https://doi.org/10.15604/ejbm.2020.08.01.002 

Asan, K. (2022). Measuring the Impacts of Travel Influencers on Bicycle Travellers. Current 

Issues in Tourism, 25(6), 978-994. https://doi.org/10.1080/13683500.2021.1914004 

Astle, A. (2024). Niko Partners: Genshin Impact surpasses $5 billion on mobile in China. 

[online] (15 October 2024) Available at: https://www.pocketgamer.biz/niko-partners-

genshin-impact-surpasses-5-billion-on-mobile-in-china [Accessed on 31 March  

2025] 

Astle, D. E., Johnson, M. H., & Akarca, D. (2023). Toward computational 

neuroconstructivism: a framework for developmental systems neuroscience. Trends in 

Cognitive Sciences, 27(8), 726-744. https://doi.org/10.1016/j.tics.2023.04.009 



 

147 

 

Astuti, W. D., & Risqiani, R., 2020. Impact of Social Media Influencer Marketing on the 

Intention to Buy Online Through Attitude on Advertising and Brands. In: Abdullah, D. 

G., Widiaty, I., Danuwijaya, A. A., Abdullah, C. U. (Eds.), Proceedings of the 

International Conference on Management, Accounting, and Economy (ICMAE 2020), 

Jakarta, Indonesia, 13 – 14 February 2020. Atlantis Press. 

https://doi.org/10.2991/aebmr.k.200915.051 

Atiq, M., Abid, G., Anwar, A., & Ijaz, M. F. (2022). Influencer Marketing on Instagram: A 

Sequential Mediation Model of Storytelling Content and Audience Engagement via 

Relatability and Trust. Information, 13(7). https://doi.org/10.3390/info13070345 

Attar, R. W., Shanmugam, M., & Hajli, N. (2021). Investigating the antecedents of e-

commerce satisfaction in social commerce context. British Food Journal, 123(3), 849-

868. https://doi.org/10.1108/BFJ-08-2020-0755 

Audrezet, A., de Kerviler, G., & Moulard, J. G. (2020). Authenticity under threat: When 

social media influencers need to go beyond self-presentation. Journal of Business 

Research, 117, 557-569. https://doi.org/10.1016/j.jbusres.2018.07.008 

Avrillia, M. D., Moeljadi, & Hapsari, R. D. (2023). The influence of Muslim fashion 

influencers on purchase intention mediated by attitude towards the advertising and 

brand attitude in the Muslim fashion industry in Indonesia. International Journal of 

Research in Business & Social Science, 12(9), 126-133. 

https://doi.org/10.20525/ijrbs.v12i9.3014 

Ayob, N. A., Kamaruddin, N. A., & Zaidi, M. Z. (2023). Social Influencer Factors that Affect 

Young Adult Buying Behaviour. International Journal of Academic Research in 

Business and Social Sciences, 13(1), 1524-1539. 

https://doi.org/10.6007/ijarbss%2Fv13-i1%2F14610 

Azhar, S. A., Yusof, Y. L. M., & Harun, Z. F. (2024). Factors Affecting Consumer Responses 

to Influencer Marketing Campaigns. Information Management and Business Review, 

16(2), 24-35. http://dx.doi.org/10.22610/imbr.v16i2(I)S.3801 

Azhari, F., & Adiwijaya, K., 2023. The Effect of Social Media Interaction on Repurchase 

Intention: The Mediation Role of Parasocial Interaction & Celebrity Attachment. 

Study on BTS and Samsung Smartphone. In: Bhawika, G. W., Handiwibowo, G. A., 

Nareswari, N. (Eds.), Proceedings of the 3rd International Conference on Business 

and Engineering Management, Surabaya, Indonesia, 5 February 2022. Atlantis Press. 

https://doi.org/10.2991/978-94-6463-216-3_3 

Azkiah, M. R., & Hartono, A. (2023). The Influence of Social Media Influencers on 

Consumers' Buying Attitudes and Intentions. BIREV: Business and Investment Review, 

1(3), 147-167. 

Azuar, A. (2020). Hijab maker remains hopeful of Aidilfitri sales. [online] (28th April 2020) 

Available at https://themalaysianreserve.com/2020/04/28/hijab-maker-remains-

hopeful-of-aidilfitri-sales/ [Accessed on 11 May 2025] 



 

148 

 

Bakach, H., Mohcine, Y., Elafi, F., & Ouiddad, S. (2024). Understanding Influencer 

Marketing in the Gaming Industry: The role of social influence and engagement. 

International Journal of Accounting, Finance, Auditing, Management & Economics, 

5(5), 294-308. https://doi.org/10.5281/zenodo.11218142 

Balaban, D. C., Mucundorfeanu, M., & Naderer, B. (2022). The role of trustworthiness in 

social media influencer advertising: Investigating users’ appreciation of advertising 

transparency and its effects. Communications, 47(3), 395-421. 

https://doi.org/10.1515/commun-2020-0053 

Balaban, D.-C., Iancu, I., Mustăţea, M., Pavelea, A., & Culic, L. (2020). What Determines 

Young People to Follow Influencers? The Role of Perceived Information Quality and 

Trustworthiness on Users’ Following Intentions. Romanian Journal of Communication 

and Public Relations, 22(3), 5-19. https://doi.org/10.21018/rjcpr.2020.3.306 

Banytė, J., Vaidelinskaitė, Š., & Šalčiuvienė, L. (2023). Investigating the Link between 

Consumer Attitudes and Behaviour in the Context of Sustainable Clothing: The Role 

of Social Norms. Sustainability, 15(24). https://doi.org/10.3390/su152416800 

Barroga, E., Matanguihan, G. J., Furuta, A., Arima, M., Tsuchiya, S., Kawahara, C., 

Takamiya, Y., & Izumi, M. (2023). Conducting and Writing Quantitative and 

Qualitative Research. Journal of Korean Medical Science, 38(37). 

https://doi.org/10.3346/jkms.2023.38.e291 

Bashir, D. (2022). Southeast Asians Spend Most Time, Money on Genshin Impact. [online] 

(14 January 2022) Available at: https://sea.ign.com/genshin-

impact/180800/news/southeast-asians-spend-most-time-money-on-genshin-impact 

[Accessed on 31 March 2025] 

Belanche, D., Casaló, L. V., Flavián, M., & Ibáñez-Sánchez, S. (2021). Building influencers' 

credibility on Instagram: Effects on followers’ attitudes and behavioral responses 

toward the influencer. Journal of Retailing and Consumer Services, 61. 

https://doi.org/10.1016/j.jretconser.2021.102585 

Benevento, E., Aloini, D., Roma, P., & Bellino, D. (2025). The impact of influencers on 

brand social network growth: Insights from new product launch events on Twitter. 

Journal of Business Research, 189. https://doi.org/10.1016/j.jbusres.2024.115123 

Benitez, J., Henseler, J., Castillo, A., & Schuberth, F. (2020). How to perform and report an 

impactful analysis using partial least squares: Guidelines for confirmatory and 

explanatory IS research. Information & Management, 57(2). 

https://doi.org/10.1016/j.im.2019.05.003 

BERNAMA. (14 October, 2023). RM30 Mln Budget Allocation Showcases Govt 

Commitment To Becoming A Recognised Esports Hub. [online] (14 October 2023) 

Available at: https://bernama.com/en/news.php?id=2235135 [Accessed on 31 March 

2025] 



 

149 

 

BERNAMA. (7 October, 2024). Malaysians' Social Media Usage and Influencer Impact 

Lower Than Regional Averages -- Research. [online] (7 October 2024) Available at: 

https://www.bernama.com/en/news.php?id=2348816 [Accessed on 31 March 2025] 

Boghe, K., Herrewijn, L., De Grove, F., Van Gaeveren, K., & De Marez, L. (2020). Exploring 

the Effect of In-Game Purchases on Mobile Game Use with Smartphone Trace Data. 

Media and Communication, 8(3), 219-230. https://doi.org/10.17645/mac.v8i3.3007 

Bogoevska-Gavrilova, I., & Ciunova-Shuleska, A., 2022. SOURCE CREDIBILITY 

THEORY APPLIED TO INFLUENCER MARKETING. In: Piperkova, I. and 

Djambaska, E. (Eds.), International Scientific Conference Contemporary Challenges 

of Economic Growth and Sustainability of Businesses, Skopje, Macedonia, 1 June 

2022. Ss. Cyril & Methodius University. https://doi.org/1409-7893 

Bonett, D. G., & Wright, T. A. (2015). Cronbach’s Alpha Reliability: Interval Estimation, 

Hypothesis Testing, and Sample Size Planning. Journal of Organizational Behavior, 

36(1), 3-15. https://doi.org/10.1002/job.1960 

Borges-Tiago, M. T., Almeida, A., Tiago, F. G., & Avelar, S. M. (2024). Bridging the 

innovative Attitude–Behavior Gap: A dual-level analysis. Journal of Innovation & 

Knowledge, 9(4). https://doi.org/10.1016/j.jik.2024.100561 

Breves, P. L., Liebers, N., Abt, M., & Kunze, A. (2019). The perceived fit between instagram 

influencers and the endorsed brand: How influencer–brand fit affects source credibility 

and persuasive effectiveness. Journal of Advertising Research, 59(4), 440-454. 

https://doi.org/10.2501/JAR-2019-030 

Brooks, G. A., & Clark, L. (2023). The gamblers of the future? Migration from loot boxes 

to gambling in a longitudinal study of young adults. Computers in Human Behavior, 

141(107605). https://doi.org/10.1016/j.chb.2022.107605 

Brysbaert, M. (2019). How Many Participants Do We Have to Include in Properly Powered 

Experiments? A Tutorial of Power Analysis with Reference Tables. Journal of 

Cognition, 2(1). https://doi.org/10.5334/joc.72 

Bu, Y., Parkinson, J., & Thaichon, P. (2022). Influencer marketing: Homophily, customer 

value co-creation behaviour and purchase intention. Journal of Retailing and 

Consumer Services, 66(102904), 1-17. 

https://doi.org/10.1016/j.jretconser.2021.102904 

Bujang, M. A., Omar, E. D., Foo, D. H. P., & Hon, Y. K. (2024). Sample size determination 

for conducting a pilot study to assess reliability of a questionnaire. Restorative 

Dentistry & Endodontics, 49(1), e3. https://doi.org/10.5395/rde.2024.49.e3 

Buzulukova, E., & Kobets, A. (2022). Drivers for making in-app purchases in mobile games 

by users in emerging countries. BRICS Journal of Economics, 3(3), 183-201. 

https://doi.org/10.3897/brics-econ.3.e97857 



 

150 

 

Cai, X., Cebollada, J., & Cortiñas, M. (2022). From traditional gaming to mobile gaming: 

Video game players' switching behaviour. Entertainment Computing, 40(100445). 

https://doi.org/10.1016/j.entcom.2021.100445 

Cambridge Academic Content Dictionary. (2025). Meaning of gender in English. [online] 

Available at: https://dictionary.cambridge.org/dictionary/english/gender [Accessed on 

27 February 2025] 

Candra, W. K. (2023). The Effect of Social Media Influencer Characteristics on Purchase 

Intention on Beauty Products in Indonesia. Iqtishoduna, 19(2), 133-157. 

Carissa, Ayuaspharalinda, R., Tanuwidjaja, I. P., & Yuniarty, 2021. The Influence of Attitude 

Factors Toward Beauty Influencer on Brand Attitude and Consumers’ Repurchase 

Intention. In: Karsen, M., Juwitasari, H., Chandra, Y. U., Christian, L., Kristin, D. M., 

Akbar, Z. I., Nurfitriyani, S. J., Nurzaman, A. F., and Anisa, N. (Eds.), 2021 

International Conference on Information Management and Technology (ICIMTech), 

Jakarta, Indonesia, 19 – 20 August 2021. IEEE. 

https://doi.org/10.1109/ICIMTech53080.2021.9535041. 

Cartei, V., Oakhill, J., Garnham, A., Banerjee, R., & Reby, D. (2021). Voice Cues Infuence 

Children’s Assessment of Adults’. Journal of Nonverbal Behavior, 45, 281-296. 

https://doi.org/https://doi.org/10.1007/s10919-020-00354-y 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2020). Influencers on Instagram: 

Antecedents and consequences of opinion leadership. Journal of Business Research, 

117, 510-519. https://doi.org/10.1016/j.jbusres.2018.07.005 

Chaiworn, S., & Tantasanee, S. (2024). Factors Influencing the Purchase Intention of Micro 

Transactions in Freemium Mobile Games in Bangkok: A Case of Honkai Star Rail. 

International Journal of Innovations & Research Analysis, 4(4), 71-81. 

http://dx.doi.org/10.62823/IJIRA/4.4(I).6935 

Chan, T.-J., Selvakumaran, D., Idris, I., & Adzharuddin, N. A. (2021). The influence of 

celebrity endorser characteristics on brand image:  A case study of Vivo. SEARCH 

Journal of Media and Communication Research, 13(3), 19-34. 

Chandy, A. M. (2024a). Endless play on hand: Mobile games fuel fun and friendship. 

[online] (28 September 2024) Available at: https://www.thestar.com.my/tech/tech-

news/2024/09/28/endless-play-on-hand-mobile-games-fuel-fun-and-friendship 

[Accessed on 31 March 2025] 

Chandy, A. M. (2024b). Navigating digital realms, defying challenges: M’sian game 

developer Kaigan Games blazing a trail to a global stage. [online] (20 January 2024). 

Available at https://www.thestar.com.my/tech/tech-news/2024/01/20/navigating-

digital-realms-defying-challenges-msian-game-developer-kaigan-games-blazing-a-

trail-to-a-global-stage [Accessed on 11 May 2025] 



 

151 

 

Chang, W. C., Lin, W.-T., Hsu, K., & You, Z. (2024). Exploring Factors that Contribute to 

Mobile Game Players’ Purchase In-Game Intention. SSRN, 65. 

https://doi.org/10.2139/ssrn.4960645 

Chatzoglou, P., Chatzoudes, D., Savvidou, A., Fotiadis, T., & Delias, P. (2022). Factors 

affecting repurchase intentions in retail shopping: An empirical study. Heliyon, 8(9). 

https://doi.org/10.1016/j.heliyon.2022.e10619 

Che, S., Jin, X., Sheng, G., & Lin, Z. (2025). Seeking effective fit: The impact of brand-

influencer fit types on consumer brand attitude. Journal of Retailing and Consumer 

Services, 84. https://doi.org/10.1016/j.jretconser.2024.104188 

Chekima, B., Chekima, F. Z., & Adis, A.-A. A. (2020). Social Media Influencer in 

Advertising: The Role of Attractiveness, Expertise and Trustworthiness. Journal of 

Economics and Business, 3(4), 1507-1515. 

https://doi.org/10.31014/aior.1992.03.04.298 

Chen, C., 2022. How to Use the Sunk Cost Effect Wisely to Increase Revenue: Take Live 

Sports Software as an Example. In: Sari, D. A., Ardi, H., Mathayomcan, S., Boriboon, 

G., Mashitah, N., Armstrong, A. C., Amini, M., and Yaswinda (Eds.), Proceedings of 

the 2022 2nd International Conference on Enterprise Management and Economic 

Development (ICEMED 2022), Dalian, China, 27 – 29 May 2022. Atlantis Press. 

https://doi.org/10.2991/aebmr.k.220603.132 

Chen, X., Guo, S., & Han, S. (2024). The role of gender-identity congruity in cross-gender 

endorsement in the context of live streaming. Journal of Research in Interactive 

Marketing, 18(6), 1001-1016. https://doi.org/10.1108/JRIM-05-2023-0167 

Chetioui, Y., Benlafqih, H., & Lebdaoui, H. (2020). How fashion influencers contribute to 

consumers' purchase intention. Journal of Fashion Marketing and Management, 24(3), 

361-380. https://doi.org/10.1108/JFMM-08-2019-0157 

Chetioui, Y., Butt, I., Fathani, A., & Lebdaoui, H. (2023). Organic food and Instagram health 

and wellbeing influencers: an emerging country's perspective with gender as a 

moderator. British Food Journal, 125(4), 1181-1205. https://doi.org/10.1108/BFJ-10-

2021-1097 

Cheung, G. W., Cooper-Thomas, H. D., Lau, R. S., & Wang, L. C. (2023). Reporting 

reliability, convergent and discriminant validity with structural equation modeling: A 

review and best-practice recommendations. Asia Pacific Journal of Management, 41, 

745-783. https://doi.org/10.1007/s10490-023-09871-y 

Cheung, M.-L., Leung, W. K., Chang, L. M., & Shi, S. (2021). Driving loyalty intentions of 

mobile games: a motivation theory perspective. Quality & Quantity, 57, 657-682. 

https://doi.org/10.1007/s11135-021-01120-y 

Chin, W. W., & Marcoulides, G. (1998). The Partial Least Squares Approach to Structural 

Equation Modeling. Advances in Hospitality and Leisure, 8(2). 



 

152 

 

Chin, W. W., and Newsted, P. R. (1999). Structural equation modeling analysis with small 

samples using partial least squares, California: SAGE Publishing. Inc. 

Chiquita, M., Noor, Y. L., & Afendi, F. M. (2021). The Effect of Celebrity Endorser on 

Repurchase Intention of Cosmetic Products in Millenial Generation. Russian Journal 

of Agricultural and Socio-Economic Sciences, 4(112). 

Cho, E. (2016). Making reliability reliable: A systematic approach to reliability coefficients. 

Organizational Research Methods, 19(4), 651-682. 

https://doi.org/10.1177/1094428116656239 

Clement, J. (2021). Share of internet users who follow gaming influencers worldwide as of 

July 2021, by age group.  [online] (10 December 2021) Available at: 

https://www.statista.com/statistics/1274534/global-internet-users-following-gaming-

influencers-age-group/ [Accessed on 31 March 2025] 

Clement, J. (2024a). App revenue generated by Genshin Impact worldwide from September 

2020 to October 2024.  [online] (25 November 2024) Available at: 

https://www.statista.com/statistics/1208573/genshin-impact-player-spending-app/ 

[Accessed on 31 March 2025] 

Clement, J. (2024b). Fastest mobile gaming apps to generate 5 billion U.S. dollars in player 

spending worldwide as of January 2024. [online] (6 March 2024) Available at: 

https://www.statista.com/statistics/1455009/fastest-mobile-games-reach-5-billion-

player-spending-worldwide/ [Accessed on 31 March 2025] 

Clement, J. (2025). Highest grossing mobile games worldwide in 2024. [online] (7 January 

2025) Available at: https://www.statista.com/statistics/1179913/highest-grossing-

mobile-games/ [Accessed on 29 March 2025] 

Coda. (2023). EAST VS WEST? GAME ON! CODA REVEALS THE HABITS OF 

GAMERS IN MALAYSIA AND BEYOND. Coda. 

Cohen, J. E. (1988). Statistical Power Analysis for the Behavioral Sciences, New Jersey: 

Lawrence Erlbaum Associates, Inc. 

Colcol, F. (2020). The Importance Of Social Currency. [online] (3 March 2020) Available at: 

https://www.forbes.com/councils/theyec/2020/03/03/the-importance-of-social-

currency/ [Accessed on 30 March 2025] 

Conde, R., & Casais, B. (2023). Micro, macro and mega-influencers on instagram: The 

power of persuasion via the parasocial relationship. Journal of Business Research, 

158(113708). https://doi.org/10.1016/j.jbusres.2023.113708 

Cooper, D. R., and Schindler, P. S. (2011). Business Research Methods, 11th ed., New York: 

McGraw-Hill. 

Creswell, J. W. (2014). Research Design: Qualitative, Quantitative, and Mixed Methods 

Approaches, California: SAGE Publishing, Inc. 



 

153 

 

Creswell, J. W. (2017). Research Design: Qualitative, Quantitative and Mixed Methods 

Approaches, 5th ed., California: Sage Publishing Ltd. 

Cube Asia. (2024). E-commerce Influencer Marketing in Southeast Asia. Cube Asia. 

Cui, G., Peng, L., Chung, Y., & Liang, S. (2025). Look or sound like a winner? The effects 

of masculine and feminine gender cues in marketing videos. Journal of Business 

Research, 186(115019). https://doi.org/https://doi.org/10.1016/j.jbusres.2024.115019 

Cunningham, N., & De Meyer-Heydenrych, C. (2021). Premium versus affordable clothing 

retailers: what are customer expectations for satisfaction and repurchase intentions? 

International Journal of Retail & Distribution Management, 49(6), 752-771. 

https://doi.org/10.1108/IJRDM-07-2020-0265 

De Cicco, R., Iacobucci, S., & Pagliaro, S. (2020). The effect of influencer–product fit on 

advertising recognition and the role of an enhanced disclosure in increasing 

sponsorship transparency. International Journal of Advertising, 40(5), 733-759. 

https://doi.org/10.1080/02650487.2020.1801198 

Deloitte. (2023). Let's Play, Malaysia! Video gaming & esports 2022. Deloitte. 

Dempsey, I. (2025). Esports & gaming partnerships of Q1 2025. [online] (17 April 2025). 

Available at https://escharts.com/news/esports-gaming-partnerships-sponsorships-q1-

2025 [Accessed on 11 May 2025] 

DOSM. (2025). Demographics Statistics, First Quarter 2025. Department of Statistics 

Malaysia, Malaysia. 

Devarajan, V. (2024). Research: Not every Malaysian who games is a gamer. [online] (15 

February 2024) Available at: https://marketingmagazine.com.my/research-not-every-

malaysian-who-games-is-a-gamer/ [Accessed on 31 March 2025] 

Dhun, & Dangi, H. K. (2023). Influencer Marketing: Role of Influencer Credibility and 

Congruence on Brand Attitude and eWOM. Journal of Internet Commerce, 22(1), 528-

572. https://doi.org/10.1080/15332861.2022.2125220 

Ding, Y., Tu, R., Xu, Y., & Park, S. K. (2022). Repurchase intentions of new e-commerce 

users in the COVID-19 context: The mediation role of brand love. Frontiers in 

Psychology, 13(968722). https://doi.org/10.3389/fpsyg.2022.968722 

Divjak, B., Rienties, B., Iniesto, F., Vondra, P., & Žižak, M. (2022). Flipped classrooms in 

higher education during the COVID-19 pandemic: findings and future research 

recommendations. International Journal of Educational Technology in Higher 

Education, 19(9). https://doi.org/10.1186/s41239-021-00316-4 

Dominic, E. D., Mahamed, M., & Uwadiegwu, I. V. (2023). Demystifying Source Credibility 

(SC) in Social Sciences: An Inescapable Construct towards Effective Communications 

. International Journal of Academic Research in Business & Social Sciences, 13(12), 

3017-3033. https://doi.org/10.6007/IJARBSS/v13-i12/19356 



 

154 

 

Doğan-Südaş, H., Kara, A., & Karaca, E. (2023). Effects of Gamified Mobile Apps on 

Purchase Intentions and Word-of-Mouth Engagement: Implications for Sustainability 

Behavior. Sustainability, 15(13), 10506. https://doi.org/10.3390/su151310506 

Dong, Y. (2023). Descriptive Statistics and Its Applications. Highlights in Science 

Engineering and Technology, 47, 16-23. https://doi.org/10.54097/hset.v47i.8159 

D'Souza, J. (2025). Mobile Games Statistics By Retention Rates, Revenue and Leading 

Gaming App Publishers. [online] (2 January 2025) Available at: https://www.coolest-

gadgets.com/mobile-games-statistics/ [Accessed on 29 March 2025] 

Durau, J., Diehl, S., & Terlutter, R. (2022). Motivate me to exercise with you: The effects of 

social media fitness influencers on users’ intentions to engage in physical activity and 

the role of user gender. Digital Health, 8. https://doi.org/10.1177/20552076221102769 

Dutta, T., Roy, S., Sarkar, S., & Nag, S. (2024). Spokesperson effectiveness in B2B 

advertising: spokesperson characteristics and posture using eye-tracking. Journal of 

Business & Industrial Marketing, 39(12), 2699-2715. https://doi.org/10.1108/JBIM-

06-2023-0344 

El Haj, M., Boutoleau-Bretonnière, C., GuerreroSastoque, L., Lenoble, Q., Moustafa, A. A., 

Chapelet, G., Sarda, E., & Ndobo, A. (2023). How Do Women and Men Look at the 

Past? Large Scanpath in Women during Autobiographical Retrieval—A Preliminary 

Study. Brain Sciences, 13(3). https://doi.org/10.3390/brainsci13030439 

Elona, J. (15 December, 2024). M6 World Championship: Schedule, format, teams, where to 

watch. [online] (15 December 2024) Available at: https://www.oneesports.gg/mobile-

legends/best-heroes-counter-silvanna/ [Accessed on 25 March 2025] 

Elsharnouby, T. H., Shaalan, A., Elsharnouby, M. H., & Elbedweihy, A. M. (2025). Boosting 

brand image through influencers: Investigating the role of influencer credibility and 

consumer–influencer similarity. Journal of Marketing Communications, 1–27. 

https://doi.org/10.1080/13527266.2025.2522996 

Enache, A., Friberg, F., & Wiklander, M. (2023). Demand for in-app purchases in mobile 

apps—A difference-in-difference approach. International Journal of Industrial 

Organization, 88(102945). https://doi.org/10.1016/j.ijindorg.2023.102945 

Engels, E., Gell, S., Heiss, R., & Karsay, K. (2024). Social media influencers and 

adolescents’ health: A scoping review of the research field. Social Science & Medicine, 

340, 1–14. https://doi.org/10.1016/j.socscimed.2023.116387 

Erdfelder, E., Faul, F., & Buchner, A. (1996). GPOWER: A general power analysis program. 

Behavior Research Methods, Instruments, & Computers, 28, 1-11. 

https://doi.org/10.3758/BF03203630 

Ericska, R. A., Belloh, L. A., & Pratama, S. (2022). Purchase Intention and Behavioural Use 

of Freemium Mobile Games during Covid-19 Outbreak in Indonesia. Procedia 

Computer Science 197, 403-409. 



 

155 

 

Fabian, H., & Rachmawati, I. (2022). The Effect of Celebrity Endorsement on Repurchase 

Intention with Brand Attitude, Brand Credibility, and Brand Image as Intervening 

Variables in MS Glow Products. International Journal of Science and Management 

Studies (IJSMS) , 5(4), 10-19. https://doi.org/10.51386/25815946/ijsms-v5i4p102 

Farci, M., & Scarcelli, C. M. (2024). Men have to be competent in something, women need 

to show their bodies. Gender, digital youth cultures and popularity. Journal of Gender 

Studies, 33(5), 572-584. 

https://doi.org/https://doi.org/10.1080/09589236.2023.2241857v 

Fared, M. A., Darmawan, D., & Khairi, M. (2021). Contribution of E-Service Quality to 

Repurchase Intention with Mediation of Customer Satisfaction: Study of Online 

Shopping Through Marketplace. Journal of Marketing and Business Research 

(MARK), 1(2). https://doi.org/10.56348/mark.v1i2 

Farid, A. (2024). Most-Played Mobile Games in Malaysia (2024 Statistics). [online] (5 

November 2024) Upstack: https://upstackstudio.com/blog/most-played-mobile-

games-malaysia-2024/ [Accessed on 20 March 2025] 

Farivar, S., Wang, F., & Yuan, Y. (2021). Opinion leadership vs. para-social relationship: Key 

factors in influencer marketing. Journal of Retailing and Consumer Services, 

59(102371). https://doi.org/10.1016/j.jretconser.2020.102371 

Faul, F., Erdfelder, E., Buchner, A., & Lang, A.-G. (2009). Statistical power analyses using 

G*Power 3.1: Tests for correlation and regression analyses. Behavior Research 

Methods, 41, 1149–1160. https://doi.org/10.3758/BRM.41.4.1149 

Fauzi, M. A. (2022). Partial least square structural equation modelling (PLS-SEM) in 

knowledge management studies: Knowledge sharing in virtual communities. 

Knowledge Management & E-Learning, 14(1), 103-124. 

https://doi.org/10.34105/j.kmel.2022.14.007 

Febriani, N. M., & Ardani, I. G. (2021). The Influence of Customer Experience, Ease of Use, 

and Trust on Repurchase Intention (Case Study of Tokopedia Consumers in Denpasar). 

American Journal of Humanities and Social Sciences Research (AJHSSR), 5(2), 378-

383. 

Feng, Y., Chen, H., & Kong, Q. (2020). An expert with whom i can identify: the role of 

narratives in influencer marketing. International Journal of Advertising, 40(7), 972-

993. https://doi.org/10.1080/02650487.2020.1824751 

Fernandes, T., Nettleship, H., & Pinto, L. H. (2022). Judging a book by its cover? The role 

of unconventional appearance on social media influencers effectiveness. Journal of 

Retailing and Consumer Services, 66(102917). 

https://doi.org/10.1016/j.jretconser.2022.102917 

Filieri, R., Acikgoz, F., & Du, H. (2023). Electronic word-of-mouth from video bloggers: 

The role of content quality and source homophily across hedonic and utilitarian 



 

156 

 

products. Journal of Business Research, 160. 

https://doi.org/10.1016/j.jbusres.2023.113774 

Filieri, R., Acikgoz, F., Li, C., & Alguezaui, S. (2023). Influencers' “organic” persuasion 

through electronic word of mouth: A case of sincerity over brains and beauty. 

Psychology and Marketing, 40(2), 347-364. https://doi.org/10.1002/mar.21760 

Filieri, R., McLeay, F., Tsui, B., & Lin, Z. (2018). Consumer perceptions of information 

helpfulness and determinants of purchase intention in online consumer reviews of 

services. Information & Management, 55(8), 956-970. 

https://doi.org/10.1016/j.im.2018.04.010 

Finn, M., Mihut, G., & Darmody, M. (2021). Academic Satisfaction of International Students 

at Irish Higher Education Institutions: The Role of Region of Origin and Cultural 

Distance in the Context of Marketization. Journal of Studies in International 

Education, 26(5), 572-589. https://doi.org/10.1177/10283153211027009 

Finstad, K. (2010). Response Interpolation and Scale Sensitivity: Evidence Against 5-Point 

Scales. Journal of Usability Studies, 5(3), 104-110. 

Firdaus, A., & Rahadi, R. A. (2021). Conceptual Model for Factors That Influence Purchase 

Intention of In-game Purchase in Freemium Mobile Game. International Journal of 

Accounting, Finance and Business, 6(32), 74–87. 

Fishman, J., Yang, C., & Mandell, D. (2021). Attitude theory and measurement in 

implementation science: a secondary review of empirical studies and opportunities for 

advancement. Implementation Science, 16(1). https://doi.org/10.1186/s13012-021-

01153-9 

Fitriani, D., Udayana, I. B., & Hutami, L. T. (2023). The Effect of Influencer Attractiveness 

and Expertise on Increasing Purchase Intention with Brand Image as an Intervening 

Variable. Journal of Management and Islamic Finance, 3(1), 62-76. 

https://doi.org/10.22515/jmif.v3i1.6441 

FMT. (4 October, 2023). Survey reveals key gaming trends in the east and west. [online] (4 

October 2023) Available at: 

https://www.freemalaysiatoday.com/category/leisure/2023/10/04/survey-reveals-key-

gaming-trends-in-the-east-and-west/ [Accessed on 20 March 2025] 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing Research, 18, 

39-50. 

Foroudi, P., Palazzo, M., & Sultana, A. (2021). Linking brand attitude to word-of-mouth and 

revisit intentions in the restaurant sector. British Food Journal, 123(13), 221-240. 

https://doi.org/10.1108/BFJ-11-2020-1008 

Fouzi, N. F. M., Nazri, M. A., & Zainuddin, M. T. (2024). The Influence of Social Influencer 

Marketing On Consumer Purchase Intention: An Analysis On Young Adults. Global 

Business & Management Research, 16(3), 38-56.  



 

157 

 

Frey, B. (2018). The SAGE Encyclopaedia of Educational Research, Measurement, and 

Evaluation, California: SAGE Publications, Inc. 

https://doi.org/10.4135/9781506326139.n367 

Galdón-Salvador, J.-L., Gil-Pechuán, I., AlFraihat, S.-F.-A., & Tarabieh, S. M. (2024). Effect 

of Social Media Influencers on Consumer Brand Engagement and its Implications on 

Business Decision Making. Profesional de la información, 33(2). 

https://doi.org/10.3145/epi.2024.0210 

GameInfluencer. (2023). 5 Examples of Excellent Gaming Influencer Campaigns. [online] 

(1 February 2025) Available at: https://gameinfluencer.com/5-examples-of-excellent-

gaming-influencer-campaigns/ [Accessed on 20 March 2025] 

Garg, M., & Bakshi, A. (2024). Exploring the impact of beauty vloggers’ credible attributes, 

parasocial interaction, and trust on consumer purchase intention in influencer 

marketing. Humanities and Social Sciences Communications, 11(235). 

https://doi.org/10.1057/s41599-024-02760-9 

Geisser, S. (1974). A predictive approach to the random effect model. Biometrika, 61(1), 

101–107. https://doi.org/10.1093/biomet/61.1.101 

Gelūnas, B. (2022). Depathologizing Addiction: Considerations of Hegemonic Masculinity 

in and Around Problematic Video Gaming. The Journal of Men’s Studies, 31(2), 205-

222. https://doi.org/10.1177/10608265221130509 

Genshin Impact. (2025). [online] Available at. https://genshin.hoyoverse.com/en/home 

[Accessed on 20 March 2025] 

Gerrath, M. H., Olya, H., Shah, Z., & Li, H. (2024). Virtual influencers and pro-

environmental causes: The roles of message warmth and trust in experts. Journal of 

Business Research, 175. https://doi.org/10.1016/j.jbusres.2024.114520 

Gisbert-Pérez, J., Martí-Vilar, M., Merino-Soto, C., Chans, G. M., & Badenes-Ribera, L. 

(2024). Gender differences in internet gaming among university students: a 

discriminant analysis. Frontiers in Psychology, 15. 

https://doi.org/https://doi.org/10.3389/fpsyg.2024.1412739 

Goli, M., & Vemuri, V. V. (2023). Users' In-Game Purchase Intention: The Effects of Flow 

Experience and Satisfaction. Journal of Electronic Commerce in Organizations 

(JECO), 19(4), 1-19. 

Google. (2025). Choose a category and tags for your app or game. [online] Available at: 

https://support.google.com/googleplay/android-

developer/answer/9859673?hl=en#zippy=%2Cgames [Accessed on 2 February 2025] 

Grguric, M. (2024). In-App Purchases Guide for Successful Mobile Game Monetization. 

[online] (1 March 2024) Available at: https://www.blog.udonis.co/mobile-

marketing/mobile-games/in-app-purchases [Accessed on 1 March 2025] 



 

158 

 

GRIN. (2023). 9 Brands Who Nailed Influencer Marketing and Got Amazing Results. 

[online] (20 May 2019). Available at: https://grin.co/blog/brands-using-influencer-

marketing/ [Accessed on 2 March 2025] 

Guenther, P., Gurnther, M., Ringle, C. M., Zaefarian, G., & Cartwright, S. (2023). Improving 

PLS-SEM use for business marketing research. Industrial Marketing Management, 

111, 127-142. https://doi.org/10.1016/j.indmarman.2023.03.010 

Guo, C., Chen, X., Goes, P., & Zhang, C. (2022). Multiplex social influence in a freemium 

context: Evidence from online social games. Decision Support Systems, 155(113711). 

https://doi.org/10.1016/j.dss.2021.113711 

Haim, M., & Maurus, K. (2021). Stereotypes and sexism? Effects of gender, topic, and user 

comments on journalists’ credibility. Journalism, 24(7), 1442-1461. 

https://doi.org/10.1177/14648849211063994 

Hair, J. F., Black, W. C., Babin, B. J., and Anderson, R. E. (2009). Multivariate data analysis, 

7th ed., New Jersey: Prentice-Hall. 

Hair, J. F., Black, W. C., Babin, B. J., and Anderson, R. E. (2013). Multivariate Data 

Analysis, London: Pearson Education Limited. 

Hair, J. F., Howard, M. C., & Nitzl, C. (2020). Assessing measurement model quality in PLS-

SEM using confirmatory composite analysis. Journal of Business Research, 109, 101-

110. https://doi.org/10.1016/j.jbusres.2019.11.069 

Hair, J. F., Hult, G. T., Ringle, C. M., and Sarstedt, M. (2017). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM), 2nd ed., California: SAGE 

Publications, Inc. 

Hair, J. F., Hult, G. T., Ringle, C. M., and Sarstedt, M. (2022). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM), California: SAGE Publications, 

Inc. 

Hair, J. F., Hult, G. T., Ringle, C. M., Sarstedt, M., Danks, N. P., and Ray, S. (2021). Partial 

Least Squares Structural Equation Modeling (PLS-SEM) Using R, London: Springer 

Nature. https://doi.org/10.1007/978-3-030-80519-7 

Hair, J. F., Page, M., and Brunsveld, N. (2019). Essentials of Business Research Methods, 

4th ed., New York: Routledge. https://doi.org/10.4324/9780429203374 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2018). When to use and how to report 

the results of PLS-SEM. European Business Review, 31(1), 2-24. 

https://doi.org/10.1108/EBR-11-2018-0203 

Hakim, M. S., & Ismail, N. (2022). Motives of Free-to-Play Mobile Games Usage and Its 

Impact on In-Game Purchase Behaviour. Jurnal Komunikasi Borneo (JKOB), 10, 132-

142. https://doi.org/https://doi.org/10.51200/jkob.vi 



 

159 

 

Hamari, J., Hanner, N., & Koivisto, J. (2020). "Why pay premium in freemium services?" A 

study on perceived value, continued use and purchase intentions in free-to-play games. 

International Journal of Information Management, 51, 1-15. 

Han, J., & Balabanis, G. (2023). Meta-analysis of social media influencer impact: Key 

antecedents and theoretical foundations. Psychology & Marketing, 41(2), 394-426. 

https://doi.org/10.1002/mar.21927 

Handrimurtjahjo, A. D., Handranata, Y. W., Permatasari, A., & Dewi, C. D., 2022. 

Examining the Relationship Between Social Media Influencer Impact on Purchase 

Intention Towards Fashion Industry. In: Hohani, J. M., Sutopo, W., and Ali, A. (Eds.), 

3rd Asia Pacific International Conference on Industrial Engineering and Operations 

Management, Johor Bahru, Malaysia, 13 – 15 September 2022. IEOM Society 

International. https://doi.org/10.46254/AP03.20220414 

Hariningsih, E., Haryanto, B., Sugiarto, C., & Wahyudi, L. (2024). Decoding Influencer 

Marketing Effectiveness: Examining Impacts of Attractiveness and Netizen 

Comments. Journal of System and Management Sciences, 14(10), 304-332. 

10.33168/JSMS.2024.1018 

Harris, J. E., & Gleason, P. M. (2022). Application of Path Analysis and Structural Equation 

Modeling in Nutrition and Dietetics. Journal of the Academy of Nutrition and 

Dietetics, 122(11), 2023-2035. https://doi.org/10.1016/j.jand.2022.07.007 

Harshitha, S., Shetty, R., & Sairam, P. S. (2021). Social media marketing: B2B marketing 

via nano influencers. Journal of University of Shanghai for Science and Technology, 

23(7), 1377-1387. 

Hartanto, P., Hurriyati, R., Dirgantari, P. D., Wulandari, M. Y., Munggaran, D. G., & Rijqia, 

R., 2022. Attitude Toward the Influencer Towards Purchase Intention Through Social 

Media Engagement. In: Putra, P. H. N. (Ed.), Proceedings of the International 

Conference on Economics, Management and Accounting (ICEMAC 2022), Sukabumi, 

Indonesia, 22 December 2022. Atlantis Press. https://doi.org/10.2991/978-94-6463-

226-2_34 

Haryacha, P. (2024). Gaming Influencer Marketing in 2024: The Ultimate Guide. [online] (5 

November 2024) Available at: https://www.cloutboost.com/blog/the-ultimate-guide-

to-gaming-influencer-marketing-in-2024 [Accessed on 20 March 2025] 

Hashim, N. (2021). Codashop Partners With Malaysian-Gamers Soloz, Daddy Hood and 

Obot Gaming Exclusively. [online] (16 April 2021). Available at 

https://sea.ign.com/esports/170940/news/codashop-partners-with-malaysian-gamers-

soloz-daddy-hood-and-obot-gaming-exclusively [Accessed on 11 May 2025] 

Hassan, S. H., Teo, S. Z., Ramayah, T., & Al-Kumaim, N. H. (2021). The credibility of social 

media beauty gurus in young millennials’ cosmetic product choice. PLoS ONE, 16(3), 

1-17. https://doi.org/10.1371/journal.pone.0249286 



 

160 

 

Hefner, V. (2017). Variables, Moderating Types. In M. Allen, The SAGE Encyclopedia of 

Communication Research Methods, California: SAGE Publications, Inc. 

Henseler, J., Dijkstra, T. K., Sarstedt, M., Ringle, C. M., Diamontopoulos, A., Straub, D. W., 

Ketchen, D. J., Hair, J. F., Hult, G. T., & Calantone, R. J. (2014). Common Beliefs and 

Reality About PLS: Comments on Rönkkö and Evermann. Organizational Research 

Methods, 17(2), 182-209. https://doi.org/10.1177/1094428114526928 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2014). A new criterion for assessing discriminant 

validity in variance-based structural equation modeling. Journal of the Academy of 

Marketing Science, 43, 115-135. https://doi.org/10.1007/s11747-014-0403-8 

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The Use of Partial Least Squares Path 

Modeling in International Marketing. In New Challenges to International Marketing 

(Advances in International Marketing, Vol. 20) Sinkovics, R. R., & Ghauri, P. N.), pp. 

277-319, Leeds: Emerald Group Publishing Limited. https://doi.org/10.1108/S1474-

7979(2009)0000020014 

Hill, R. (1998). What sample size is “enough” in internet survey research? Interpersonal 

Computing and Technology: An Electronic Journal for the 21st Century, 6(3-4), 1-10. 

Hintze, J. L. (2008). Power analysis and sample size system (PASS) for windows User`s 

Guide I. Kaysville, Utah, USA. 

Hisham, H. (2023). Unravelling the conundrum of video game addiction. [online] (14 

September 2023) Available at: 

https://themalaysianreserve.com/2023/09/14/unravelling-the-conundrum-of-video-

game-addiction/ [Accessed on 10 March 2025] 

Hovland, C. I., Janis, I. L., and Kelley, H. H. (1953). Communication and Persuasion: 

Psychological Studies of Opinion Change, New Haven: Yale University Press. 

Hovland, C. I., & Weiss, W. (1951). The influence of source credibility on communication 

effectiveness. Public Opinion Quarterly, 15(4), 635-650. 

https://www.jstor.org/stable/2745952 

Hsiao, K. L., & Chen, C. C. (2016). What drives in-app purchase intention for mobile games? 

An examination of perceived values and loyalty. Electronic Commerce Research and 

Applications, 16, 18-29. https://doi.org/10.1016/j.elerap.2016.01.001 

Hsiao, W.-H., Lin, Y.-H., & Wu, I.-L. (2022). Advergame For Purchase Intention Via Game 

and Brand Attitudes from Antecedents of System Design, Psychological State, and 

Game Content: Interactive Role of Brand Familiarity. Journal of Organizational 

Computing and Electronic Commerce, 32(1). 

https://doi.org/10.1080/10919392.2022.2038526 

Hsieh, P.-H., Hung, W.-H., & Yeh, Y.-L. (2023). A comparison of consumers’ brand attitude 

and brand image between virtual worlds and websites - differences in high and low 

brand familiarity levels. Cogent Social Sciences, 9(2), 1-23. 

https://doi.org/10.1080/23311886.2023.2243717 



 

161 

 

Hsu, C. L., & Lin, J. C. (2016). Effect of perceived value and social influences on mobile 

app stickiness and in-app purchase intention. Technological Forecasting and Social 

Change, 108, 42-53. https://doi.org/10.1016/j.techfore.2016.04.012 

Hsu, C.-L. (2023). Enhancing brand love, customer engagement, brand experience, and 

repurchase intention: Focusing on the role of gamification in mobile apps. Decision 

Support Systems, 174, 1-11. https://doi.org/10.1016/j.dss.2023.114020 

Hu, T.-L., Chao, C.-M., & Lin, C.-H. (2024). The Role of Social Media Marketing in Green 

Product Repurchase Intention. Sustainability, 16(14). 

https://doi.org/10.3390/su16145916 

Hudders, L., & Lou, C. (2022). A new era of influencer marketing: Lessons from Recent 

Inquires and Thoughts on Future Directions. International Journal of Advertising, 

41(1), 1-5. https://doi.org/10.1080/02650487.2022.2031729 

Hudders, L., & De Jans, S. (2022). Gender effects in influencer marketing: an experimental 

study on the efficacy of endorsements by same- vs. other-gender social media 

influencers on Instagram. International Journal of Advertising, 41(1), 128-149. 

https://doi.org/10.1080/02650487.2021.1997455 

Hudders, L., De Jans, S., & De Veirman, M. (2021). The commercialization of social media 

stars: A literature review and conceptual framework on the strategic use of social media 

influencers. International Journal of Advertising, 40(3), 327-375. 

https://doi.org/10.1080/02650487.2020.1836925 

Hui, G. Y. (2024). Gaming: Levelling up. [online] (23 September 2024) Available at: 

https://theedgemalaysia.com/node/727467 [Accessed on 10 March 2025] 

Hunt, S. D., Sparkman, R. D., & Wilcox, J. B. (1982). The Pretest in Survey Research: Issues 

and Preliminary Findings. Journal of Marketing Research, 19(2), 269-273. 

https://doi.org/10.1177/002224378201900211 

Hussain, K., Fayyaz, M. S., Shamim, A., Abbasi, A. Z., Malik, S. J., & Abid, M. F. (2024). 

Attitude, repurchase intention and brand loyalty toward halal cosmetics. Journal of 

Islamic Marketing, 15(2), 293-313. https://doi.org/10.1108/JIMA-08-2022-0210 

Hussein, Z., & Abd Wahid, N. (2018). The Effects of User’s Attitude on the Intention to 

Purchase and to Revisit in Game Advertising. Asian Journal of Behavioural Studies, 

3(13). https://doi.org/10.21834/ajbes.v3i13.153 

Ilieva, G., Yankova, T., Ruseva, M., Dzhabarova, Y., Klisarova-Belcheva, S., & Bratkov, M. 

(2024). Social Media Influencers: Customer Attitudes and Impact on Purchase 

Behaviour. Information, 15(359), 1-32. https://doi.org/10.3390/info15060359 

Immanuel, D. M., & Bianda, H. S. (2021). The Impact of Using Influencer on Consumer 

Purchase Intention with Attitude Towards Influencer and Brand Attitude as Mediator. 

Jurnal Aplikasi Manajemen, 19(4). https://doi.org/10.21776/ub.jam.2021.019.04.06 



 

162 

 

Influencer. (2024). The State Of Influencer Marketing In Gaming. [online] (25 October 2024) 

Available at: https://www.influencer.com/knowledge-hub/the-state-of-influencer-

marketing-in-gaming [Accessed on 8 March 2025] 

Iqbal, A., Aleem, U., Quratulain, S., & Sufyan, M. (2023). Investigating the Influence of 

Trust, Attractiveness, Perceived Expertise, and Perceived Credibility on Attitude 

Toward the Influencer: The Mediating Role of Attitude Toward the Influencer and 

Moderating Role and Perceived Risks. Kasbit Business Journal, 16(3), 41-60. 

Irshaidat, R. (2022). Interpretivism vs. Positivism in Political Marketing Research. Journal 

of Political Marketing, 21(2), 126-160. 

https://doi.org/10.1080/15377857.2019.1624286 

Jamil, K., Dunnan, L., Gul, R. F., Shehzad, M. U., Gillani, S. H., & Awan, F. H. (2022). Role 

of Social Media Marketing Activities in Influencing Customer Intentions: A 

Perspective of a New Emerging Era. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.808525 

Jang, M., Lee, R., & Yoo, B. (2019). Does fun or freebie increase in-app purchase? Analyzing 

effects of enjoyment and item experience intention to purchase mobile game contents. 

Information Systems and e-Business Management, 19, 439-457. 

https://doi.org/10.1007/s10257-019-00420-z 

Janizadeh, S., Bateni, S. M., Jun, C., Im, J., Pai, H.-T., Band, S. S., & Mosavi, A. (2023). 

Combination four different ensemble algorithms with the generalized linear model 

(GLM) for predicting forest fire susceptibility. Geomatics, Natural Hazards and Risk, 

14(1). https://doi.org/10.1080/19475705.2023.2206512 

Janssen, L., Schouten, A. P., & Croes, E. A. (2022). Influencer advertising on Instagram: 

product-influencer fit and number of followers affect advertising outcomes and 

influencer evaluations via credibility and identification. International Journal of 

Advertising, 41(1), 101-127. https://doi.org/10.1080/02650487.2021.1994205 

Jeng, C.-C. (2023). Why a variance inflation factor of 10 is not an ideal cutoff for 

multicollinearity diagnostics. Journal of Education Studies, 57(2), 67-93. 

10.53106/199044282023105702004 

Jhawar, A., Kumar, P., & Varshney, S. (2023). The emergence of virtual influencers: a shift 

in the influencer marketing paradigm. Young Consumers, 24(4), 468-484. 

https://doi.org/10.1108/YC-05-2022-1529 

Jia, T., Iqbal, S., Ayub, A., Fatima, T., & Rasool, Z. (2023). Promoting Responsible 

Sustainable Consumer Behavior through Sustainability Marketing: The Boundary 

Effects of Corporate Social Responsibility and Brand Image. Sustainability, 15(7). 

https://doi.org/10.3390/su15076092 

Jiang, S., Hua, X., & Parviainen, R. (2020). How do popular online streamers influence 

viewers’ purchase intention? Evidence from a mobile game campaign on YouTube. 



 

163 

 

Journal of Digital & Social Media Marketing, 12, 332-343. 

https://doi.org/10.69554/NIZH3809 

Jiao, Y., Tang, C. S., & Wang, J. (2022). An empirical study of play duration and in‐app 

purchase behavior in mobile games. Production and Operations Management, 31(9). 

https://doi.org/10.1111/poms.13772 

Johnson, B. K., Bradshaw, A. S., Davis, J., Diegue, V., Frost, L., Hinds, J., Lin, T., Mizell, 

C., Quintana, D., & Wang, R. (2022). Credible Influencers. Journal of Media 

Psychology, 34(4). https://doi.org/10.1027/1864-1105/a000310 

Joshi, A., Kale, S., Chandel, S., & Pal, D. K. (2015). Likert Scale: Explored and Explained. 

British Journal of Applied Science & Technology, 7(4), 396-403. 

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2023). Social media influencer marketing: 

foundations, trends, and ways forward. Electronic Commerce Research, 25, 1199-

1253. https://doi.org/10.1007/s10660-023-09719-z 

Kang, H. (2021). Sample size determination and power analysis using the G*Power 

software. Journal of Educational Evaluation for Health Professions, 18(17), 1-12. 

https://doi.org/10.3352/jeehp.2021.18.17 

Kanwal, M., Burki, U., Ali, R., & Dahlstrom, R. (2022). Systematic review of gender 

differences and similarities in online consumers’ shopping behavior. Journal of 

Consumer Marketing, 39(1), 29-43. https://doi.org/https://doi.org/10.1108/JCM-01-

2021-4356 

Kapitan, S., van Esch, P., Soma, V., & Kietzmann, J. (2021). Influencer Marketing and 

Authenticity in Content Creation. Australasian Marketing Journal, 30(4), 342-351. 

https://doi.org/10.1177/18393349211011171 

Karmacharya, S. (2022). The Impact of Digital Influencers on Attitude Towards Brand, 

Purchase Intention, and Brand Attachment. The Lumbini Journal of Business and 

Economics, 10(1-2), 191–202. https://doi.org/10.3126/ljbe.v10i1-2.54215 

Kato, T. (2023). Brand Storytelling on Websites: The Role of Empathy on Repurchase 

Intentions for PCs and Smartphones. Journal of Promotion Management, 29(1), 27-

44. https://doi.org/10.1080/10496491.2022.2108186 

Kay, S., Mulcahy, R., & Parkinson, J. (2020). When less is more: the impact of macro and 

micro social media influencers’ disclosure. Journal of Marketing Management, 36(3-

4), 248-278. https://doi.org/10.1080/0267257X.2020.1718740 

Khair, W. N. C. W. M. (2023). The Effect of Social Media Influencer Marketing Disclosure 

on Consumer’s Perceived Brand Image and Purchase Intention among Youth in 

Malaysia. Management Research Journal, 12(2), 1-15. 

https://doi.org/10.37134/mrj.vol12.2.1.2023 

Kim, D. Y., & Kim, H.-Y. (2021a). Influencer advertising on social media: The multiple 

inference model on influencer-product congruence and sponsorship disclosure. 



 

164 

 

Journal of Business Research, 130, 405-415. 

https://doi.org/10.1016/j.jbusres.2020.02.020 

Kim, D. Y., & Kim, H.-Y. (2021b). Trust me, trust me not: A nuanced view of influencer 

marketing on social media. Journal of Business Research, 134, 223-232. 

https://doi.org/10.1016/j.jbusres.2021.05.024 

Kim, E., Duffy, M., & Thorson, E. (2021). Under the influence: Social media influencers’ 

impact on response to corporate reputation advertising. Journal of Advertising, 50(2), 

119-138. https://doi.org/10.1080/00913367.2020.1868026 

Kim, H., & Park, M. (2023). Virtual influencers’ attractiveness effect on purchase intention: 

A moderated mediation model of the Product–Endorser fit with the brand. Computers 

in Human Behaviour, 143. https://doi.org/10.1016/j.chb.2023.107703 

Kim, J.-Y., Ko, S.-H., & Choi, Y. (2024). Unveiling the power of social influencers in brand 

trust and brand identification. South African Journal of Business Management, 55(1), 

a4087. https://doi.org/10.4102/sajbm.v55i1.4087 

Kim, N. L., Shin, D. C., & Kim, G. (2021). Determinants of consumer attitudes and re-

purchase intentions toward direct-to-consumer (DTC) brands. Fashion and Textiles, 8. 

https://doi.org/10.1186/s40691-020-00224-7 

King, M. (24 September, 2024). Mobile Game Marketing Costs. [online] (24 September 

2024) Available at: https://www.businessofapps.com/marketplace/mobile-game-

marketing/research/mobile-game-marketing-costs/ [Accessed on 27 February 2025] 

Kivijärvi, M., & Katila, S. (2021). Becoming a Gamer: Performative Construction of 

Gendered Gamer Identities. Games and Culture, 17(3), 461-481. 

https://doi.org/10.1177/15554120211042260 

Klaiklung, J., Nuangjamnong, C., & Phengpis, S. (2022). Factors Influencing Repurchase 

Intention Toward Dairy Products in Generation Y in Bangkok, Thailand. AU EJournal 

of Interdisciplinary Research, 7(2), 12-26. 

Knezovic, A. (2025). 200+ Mobile Games Statistics: Market & Revenue Report [2025]. 

[online] (4 February 2025) Available at: https://www.blog.udonis.co/mobile-

marketing/mobile-games/mobile-gaming-statistics [Accessed on 20 February 2025] 

Ko, S.-H., Choi, Y., & Kim, J. (2021). Customers’ Experiences of Compassion and Brand 

Attitude: Evidence From Low-Cost Carriers. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.687155 

Koay, K. Y., Cheung, M. L., Soh, P. C.-H., & Teoh, C. W. (2022). Social media influencer 

marketing: the moderating role of materialism. European Business Review, 34(2), 224-

243. https://doi.org/10.1108/EBR-02-2021-0032 

Koay, K. Y., Lim, W. M., Kaur, S., Soh, K., & Poon, W. C. (2023). How and when social 

media influencers' intimate self-disclosure fosters purchase intentions: the roles of 



 

165 

 

congruency and parasocial relationships. Marketing Intelligence & Planning, 41(6), 

790-809. https://doi.org/10.1108/MIP-06-2023-0246 

Koay, K. Y., Teoh, C. W., & Soh, P. C.-H. (2021). Koay, K. Y., Teoh, C. W., & Soh, P. C.-H. 

(2021). Instagram influencer marketing: Perceived social media marketing activities 

and online impulse buying. First Monday, 26(9), 1-21. 

https://doi.org/10.5210/fm.v26i9.11598 

Kock, N., & Hadaya, P. (2018). Minimum sample size estimation in PLS‐SEM: The inverse 

square root and gamma‐exponential methods. Information Systems Journal, 28(1), 

227-261. 

Kordyaka, B., Pumplun, L., Brunnhofer, M., Kruse, B., & Laato, S. (2023). Gender 

disparities in esports – An explanatory mixed-methods approach. Computers in Human 

Behavior, 149(107956). https://doi.org/https://doi.org/10.1016/j.chb.2023.107956 

Kostopoulos, I., Magrizos, S., Chua, Z. C., & Dhosi, P. (2023) Freemium Mobile Gaming: 

Exploring the Missing Link Between Playing a “Free” Mobile Game and Paying For 

Its Premium Version. International Journal of Innovation and Technology 

Management, 20(4), 1-18. https://doi.org/10.1142/S0219877023500232 

Krosnick, J. A., and Presser, A. (2010). Question and Questionnaire Design. In Handbook of 

Survey Research (Marsden, P. V., & Wright, J. D.), pp. 263-314, Bingley: Emerald 

Group Publishing Limited. 

Ku, I., & Lou, C. (2022). Does Influencer–Follower Relationship Matter? Exploring How 

Relationship Norms and Influencer–Product Congruence Affect Advertising 

Effectiveness across Product Categories. Journal of Interactive Advertising, 22(2), 

157-177. https://doi.org/10.1080/15252019.2022.2087809 

Kubat Dokumacı, U. (2024). How streamer credibility affects viewers’ willingness to pay 

for online games: a social identity perspective. International Journal of Sports 

Marketing and Sponsorship. https://doi.org/10.1108/IJSMS-05-2024-0108 

Kukafka, R., Millery, M., Pan, S., Silverman, T. B., McGuinness, J. E., & Crew, K. D. (2022). 

Trust and credibility of information sources related to COVID-19 among high-risk 

ethnically diverse adults at the onset of the New York City outbreak: A cross-sectional 

survey conducted via a community health portal. AMIA Annual Symposium 

Proceedings Archive, 660-667. 

Kumar, M., Talib, S. A., and Ramayah, T. (2013). Business Research Methods, Kuala 

Lumpur: Oxford University Press. 

Kunselman, A. R. (2024). A brief overview of pilot studies and their sample size justification. 

Fertility and Sterility, 121(6), 899-901. 

https://doi.org/10.1016/j.fertnstert.2024.01.040 

Ladhari, R., Massa, E., & Skandrani, H. (2020). YouTube vloggers’ popularity and influence: 

The roles of homophily, emotional attachment, and expertise. Journal of Retailing and 

Consumer Services, 54. https://doi.org/10.1016/j.jretconser.2019.102027 



 

166 

 

Lakić, N., Bernik, A., & Čep, A. (2023). Addiction and Spending in Gacha Games. 

Information, 14(7), 399. https://doi.org/10.3390/info14070399 

Laparojkit, S., & Suttipin, M. (2022). The causal factors influencing repurchase intentions 

of local tourists in Thailand during COVID-19 crisis. Journal of Tourism Futures. 

https://doi.org/10.1108/JTF-05-2021-0122 

Lassila, E. M. (2022). “Free”-to-play game: Governing the everyday life of digital popular 

culture. Critical Perspectives on Accounting, 87. 

https://doi.org/10.1016/j.cpa.2022.102434 

Lau, H. B., Bunga, M., & Ndoen, W., 2020. The Effect of Consumers Satisfaction on 

Repurchase Intention (Study on Pink Jaya Tofu Factory in Kupang City). In: Ginting, 

G., Widokarti, J. R., Hidayah, Z., Lestari, E. P., and Wardhani, A. K. (Eds.), 2nd 

International Seminar on Business, Economics, Social Science and Technology 

(ISBEST 2019), Tangerang Selatan, 23 October 2019. Atlantis Press. 

https://doi.org/0.2991/aebmr.k.200522.047 

Lawrence, A. (2023). Malaysia needs to take gaming to the next level. [online] (9 November 

2023). Available at 

https://www.freemalaysiatoday.com/category/nation/2023/11/09/malaysia-needs-to-

take-gaming-to-the-next-level [Accessed on 11 May 2025] 

Le Ngoc, M. T. (2022) Shining the Spotlight on Female Gamers. [online] (7 September 2022) 

Available at https://newzoo.com/resources/blog/shining-the-spotlight-on-female-

gamers [Accessed on 14 May 2025] 

Leban, M., Thomsen, T. U., von Wallpach, S., & Voyer, B. G. (2021). Constructing Personas: 

How High Net Worth Social Media Influencers Reconcile Ethicality and Living a 

Luxury Lifestyle. Journal of Business Ethics, 169(2), 225-239. 

https://doi.org/10.1007/s10551 020 04485 6 

Lee, C.-H., Chen, C.-W., Chen, W.-K., & Lin, K.-H. (2021). Analyzing the Effect of Social 

Support and Customer Engagement on Stickiness and Repurchase Intention in Social 

Commerce: A Trust Transfer Perspective. Journal of Electronic Commerce Research, 

22(4), 363-381. 

Lee, J. A., & Eastin, M. S. (2020). I like what she’s #endorsing: The impact of female social 

media influencers’ perceived sincerity, consumer envy, and product type. Journal of 

Interactive Advertising, 20(1), 76-91. 

https://doi.org/10.1080/15252019.2020.1737849 

Lee, J. A., & Eastin, M. S. (2021). Perceived authenticity of social media influencers: scale 

development and validation. Journal of Research in Interactive Marketing, 15(4), 822-

841. https://doi.org/10.1108/JRIM-12-2020-0253 

Lee, J. J., Eom, S., & Yan, C., 2024. Paying Customer, not Necessarily a Retained Customer 

in Freemium Games. In: Buruk, O., Freeman, G., and Hamari, J. (Eds.), CHI PLAY 

Companion '24: Companion Proceedings of the 2024 Annual Symposium on 



 

167 

 

Computer-Human Interaction in Play, Tampere, Finland, 14 – 17 October 2024. 

Association for Computing Machinery. https://doi.org/10.1145/3665463.3678814 

Lee, P. X., Yeap, J. A., Ooi, S. K., & Li, C. (2023). The Effect of Social Media Influencers 

(SMIs) on Consumers’ Purchase Intention. International Journal of Business and 

Technology Management, 5(3), 428-441 https://doi.org/10.55057/ijbtm.2023.5.3.36 

Leite, F. P., & Baptista, P. de P. (2021). The effects of social media influencers’ self-

disclosure on behavioral intentions: The role of source credibility, parasocial 

relationships, and brand trust. Journal of Marketing Theory and Practice, 30(3), 295-

311. https://doi.org/10.1080/10696679.2021.1935275 

Leite, F. P., Pontes, N., & Schivinski, B. (2024). Influencer marketing effectiveness: giving 

competence, receiving credibility. Journal of Travel & Tourism Marketing, 41(3). 

https://doi.org/10.1080/10548408.2024.2317748 

Leonhardt, M., & Overå, S. (2021). Are There Differences in Video Gaming and Use of 

Social Media among Boys and Girls?—A Mixed Methods Approach. International 

Journal of Environmental Research and Public Health, 18(11), 6085. 

https://doi.org/10.3390/ijerph18116085 

Leung, F. F., Gu, F. F., Li, Y., Zhang, J. Z., & Palmatier, R. W. (2022). Influencer Marketing 

Effectiveness. Journal of Marketing, 86(6), 93-115. 

https://doi.org/10.1177/00222429221102889 

Leung, F. F., Zhang, J. Z., Gu, F. F., Li, Y., & Palmatier, R. W. (2022). Does Influencer 

Marketing Really Pay Off? [online] (24 November 2022) Available at: 

https://hbr.org/2022/11/does-influencer-marketing-really-pay-off [Accessed on 6 

February 2025] 

Leung, X. Y., Sun, J., & Asswailem, A. (2022). Attractive females versus trustworthy males: 

Explore gender effects in social media influencer marketing in Saudi restaurants. 

International Journal of Hospitality Management, 103(103207). 

https://doi.org/https://doi.org/10.1016/j.ijhm.2022.103207 

Li, C., Fryer, L. K., & Shum, A. (2024). The Playing Motivations of Male and Female 

Gamers and the Effects of Stereotypes on Their Motivations in Honor of Kings. 

Simulation & Gaming, 55(4). 

https://doi.org/https://doi.org/10.1177/10468781241238299 

Li, Q., & Chan, K. (2024). Perceived effectiveness of celebrities and online influencers in 

advertising endorsement among Malaysian young adults. Young Consumers, 26(1), 

170-186. https://doi.org/10.1108/YC-05-2024-2076 

Li, S., Liu, Y., Su, J., Duan, L., & Fu, H. (2024). Men resist men: streamer-consumer gender 

match for advertising the functional benefits of heterogeneously priced utilitarian 

products. Humanities and Social Sciences Communications, 11(550). 

https://doi.org/10.1057/s41599-024-03039-9 



 

168 

 

Li, Y., & Peng, Y. (2021). Influencer marketing: purchase intention and its antecedents. 

Marketing Intelligence & Planning, 39(7), 960-978. https://doi.org/10.1108/MIP-04-

2021-0104 

Li, Y., Basha, N. K., Ng, S. I., & Lin, Q. (2024). Asia Pacific Journal of Marketing and 

Logistics, 36(10), 2324-2353. https://doi.org/10.1108/APJML-10-2023-1015 

Li, Y., Kamal Basha, N., Ng, S. I., & Lin, Q. (2024). What makes viewers loyal toward 

streamers? A relationship building perspective and the gender difference. Asia Pacific 

Journal of Marketing and Logistics, 36(10), 2324-2353. 

https://doi.org/10.1108/APJML-10-2023-1015 

Liao, G. Y., Nguyen, H. V., Cheng, T. C., & Teng, C. I. (2020). How do social networks 

foster online gamer loyalty? Perspective of weak/strong tie theory. Telematics and 

Informatics, 53. https://doi.org/10.1016/j.tele.2020.101437 

Lim, J. (2023). Gaming study shows Malaysian women spend twice as much as men on 

games. [online] (19 September 2023) Available at: https://cilisos.my/gaming-study-

shows-malaysian-women-spend-twice-as-much-as-men-on-games/ [Accessed on 6 

February 2025] 

Lim, R. E., & Lee, S. Y. (2023). “You Are a Virtual Influencer!”: Understanding the Impact 

of Origin Disclosure and Emotional Narratives on Parasocial Relationships and Virtual 

Influencer Credibility. Computers in Human Behavior, 148(107897). 

https://doi.org/10.1016/j.chb.2023.107897 

Lin, C. A., Crowe, J., Pierre, L., & Lee, Y. (2021). Effects of Parasocial Interaction with an 

Instafamous Influencer on Brand Attitudes and Purchase Intentions. The Journal of 

Social Media in Society, 10(1), 55-78. 

Liu, Q., & Wang, X. (2023). The impact of brand trust on consumers' behavior toward 

agricultural products' regional public brand. PLoS One, 18(11). 

https://doi.org/10.1371/journal.pone.0295133 

Loa, W. J., & Berlianto, M. P. (2022). Drivers Of Purchase Intention And Willingness To Pay 

Microtransactions In Mobile Legends. Jurnal Manajemen, 26(3). 

https://doi.org/10.24912/jm.v26i3.1022 

Loh, Z., & Hassan, S. H. (2022). Consumers’ attitudes, perceived risks and perceived 

benefits towards repurchase intention of food truck products. British Food Journal, 

124(4), 1314-1332. https://doi.org/10.1108/BFJ-03-2021-0216 

Lou, C., & Kim, H. K. (2019). Fancying the New Rich and Famous? Explicating the Roles 

of Influencer Content, Credibility, and Parental Mediation in Adolescents’ Parasocial 

Relationship, Materialism, and Purchase Intentions. Frontiers in Psychology, 

10(2567). https://doi.org/10.3389/fpsyg.2019.02567 

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility 

Affect Consumer Trust of Branded Content on Social Media. Journal of Interactive 

Advertising, 19(1), 58-73. https://doi.org/10.1080/15252019.2018.1533501 



 

169 

 

Low, H., & Meghir, C. (2017). The Use of Structural Models in Econometrics. Journal of 

Economic Perspectives, 31(2), 33-58. https://doi.org/10.1257/jep.31.2.33 

Lu, H.-H., & Chen, C.-F. (2023). How do influencers’ characteristics affect followers’ 

stickiness and well-being in the social media context?. Journal of Services Marketing, 

37(8), 1046-1058. https://doi.org/10.1108/JSM-11-2022-0363 

Lu, N., You, Y., Tsuji, H., Ma, R., Tan, S., & Kristianto, D. (2024). Southeast Asian Mobile 

Game Market Insights 2024. Sensor Tower. 

Luft, J. A., Jeong, S., Idsardi, R., & Gardner, G. (2022). Literature Reviews, Theoretical 

Frameworks, and Conceptual Frameworks: An Introduction for New Biology 

Education Researchers. CBE—Life Sciences Education, 21(3). 

https://doi.org/10.1187/cbe.21-05-0134 

Lukashuk, I. (7 September, 2023). Mobile Game Influencer Marketing: A Comprehensive 

Guide for App Marketers. [online] (7 September 2023) Available at: 

https://appradar.com/blog/mobile-app-influencer-marketing-a-comprehensive-guide-

for-app-marketers [Accessed on 4 February 2025] 

Ma, Y., & He, W. (2024). “Coolness” and “joy” in games: factors influencing mobile game 

players' willingness to make in-game purchases. Asia Pacific Journal of Marketing 

and Logistics, 37(2), 331-348. https://doi.org/10.1108/APJML-04-2024-0539 

Macalik, J. (2021). Take me Down to the Vaccine City? Nano – and Micro Influencers 

Engagement in the Pro Vaccination Campaign During the COVID 19 Pandemic: 

Evidence from Poland. European Research Studies Journal, 24(3). 

https://doi.org/10.35808/ersj/2526 

Macheka, T., Quaye, E. S., & Ligaraba, N. (2024). The effect of online customer reviews 

and celebrity endorsement on young female consumers’ purchase intentions. Young 

Consumers, 25(4), 462-482. https://doi.org/10.1108/YC-05-2023-1749 

macrotrends. (2025). Adidas AG Net Worth 2010-2023 | ADDYY. [online] (8 January 2025) 

macrotrends: https://www.macrotrends.net/stocks/charts/ADDYY/adidas-ag/net-

worth [Accessed on 10 February 2025] 

Magano, J., Au-Yong-Oliveira, M., Walter, C. E., & Leite, Â. (2022). Attitudes toward 

Fashion Influencers as a Mediator of Purchase Intention. Information, 13(6). 

https://doi.org/10.3390/info13060297 

Mahmood, C. K., Aboalsamh, H. M., Khalil, T., & Ali, H. (2023). Disclosing Instagram 

Influencers’ Advertising: The Effect of Source Credibility Cues on Millennials’ 

Behavioral Intentions. IBIMA Business Review, 23. https://doi.org/10.5171/2023. 

919062 

Maier, C., Thatcher, J. B., Grover, V., & Dwivedi, Y. K. (2023). Cross-sectional research: A 

critical perspective, use cases, and recommendations for IS research. International 

Journal of Information Management, 70(1). 

https://doi.org/10.1016/j.ijinfomgt.2023.102625 



 

170 

 

Makanyeza, C., Svotwa, T. D., & Jaiyeoba, O. (2021). The effect of consumer rights 

awareness on attitude and purchase intention in the hotel industry: Moderating role of 

demographic characteristics. Cogent Business & Management, 8(1). 

https://doi.org/10.1080/23311975.2021.1898301 

Makki, M., Jafari, M., & Parsanejad, M. (2025). Marketing strategies and dynamics in online 

mobile gaming: a diffusion model. Internet Research. 

https://doi.org/https://doi.org/10.1108/INTR-04-2024-0643 

Marges, J. (2019). M1 2019: A primer for the world’s biggest Mobile Legends: Bang Bang 

clash. [online] (10 November 2019) Available at: https://www.oneesports.gg/mobile-

legends/m1-2019-a-primer-for-the-worlds-biggest-mobile-legends-bang-bang-clash/ 

[Accessed on 24 March 2025] 

Margom, I., & Amar, M. B. (2023). Does the Physical Attractiveness of Instagram 

Influencers Affect Moroccan Consumer Behavior? A Dyadic Analysis: Influencer vs. 

Consumer . WSEAS TRANSACTIONS on BUSINESS and ECONOMICS, 20, 2188-

2204. https://doi.org/10.37394/23207.2023.20.190 

Marhaeni, A. A., Yasa, I. G., & Fahlevi, M. (2022). Gender and age in the language of social 

media: An easier way to build credibility. International Journal of Data and Network 

Science , 6(1), 209-216. 

Marketing Interactive. (2022). Genshin Impact most tweeted about game in SG and MY. 

[online] (17 January 2022) Marketing Interactive: https://www.marketing-

interactive.com/genshin-impact-gaming-twitter [Accessed on 16 February 2025] 

Martucci, A., Gursesli, M. C., Duradoni, M., & Guazzini, A. (2023). Overviewing gaming 

motivation and its associated psychological and sociodemographic variables: a 

PRISMA systematic review. Human Behavior and Emerging Technologies, 2023(1), 

1-156. https://doi.org/10.1155/2023/5640258 

Maryati, M. D., Utami, E. Y., & Elizabeth, R. (2023). The Impact of Influencer Credibility 

on Consumer Purchasing Decisions: A Case Study in the Fashion Industry in 

Indonesia. West Science Interdisciplinary Studies, 1(9), 871-878. 

https://doi.org/10.58812/wsis.v1i09.243 

Maschudah, A., Ilham, R., & Murdiawati, D. (2023). Winning Hearts and Wallets: 

Investigating of Gamification and Reputation on Repurchases Intention on E-

Commerce Platforms in Indonesia. International Journal of Research and Review, 

10(4). https://doi.org/10.52403/ijrr.20230433 

Masuda, H., Han, S. H., & Lee, J. (2022). Impacts of influencer attributes on purchase 

intentions in social media influencer marketing: Mediating roles of characterizations. 

Technological Forecasting & Social Change, 174(121246), 1-12. 

https://doi.org/10.1016/j.techfore.2021.121246 

Mazhar, M., Ting, D. H., Abbasi, A. Z., Nadeem, M. A., & Abbasi, H. A. (2022). Gauging 

customers’ negative disconfirmation in online post-purchase behaviour: The 



 

171 

 

moderating role of service recovery. Cogent Business & Management, 9(1). 

https://doi.org/10.1080/23311975.2022.2072186 

Medium. (2024). Influencer testing and gaming: why, how, and measuring your results. 

[online] (14 November 2024) Available at: https://medium.com/my-games-

company/influencer-testing-and-gaming-why-how-and-measuring-your-results-

a58749c55115 [Accessed on 18 March 2025] 

Mehra, C. (2022). Rise Of Influencer Marketing: Creators To Commerce. [online] (24 May 

2022) BusinessWorld: https://www.businessworld.in/article/rise-of-influencer-

marketing-creators-to-commerce--429999 [Accessed on 6 March 2025] 

Memon, M. A., Thurasamy, R., Ting, H., & Cheah, J.-H. (2025). Purposive Sampling: A 

Review and Guidelines for Quantitative Research. Journal of Applied Structural 

Equation Modeling, 9(1), 1-23. https://doi.org/10.47263/JASEM.9(1)01 

Memon, M. A., Ting, H., Cheah, J., Thurasamy, R., Chuah, F., & Cham, T. H. (2020). Sample 

Size for Survey Research: Review and Recommendations. Journal of Applied 

Structural Equation Modeling, 4(2). https://doi.org/10.47263/JASEM.4(2)01 

Memon, M. A., Ting, H., Ramayah, T., Chuah, F., & Cheah, J.-H. (2017). A Review of the 

Methodological Misconceptions and Guidelines Related to the Application of 

Structural Equation Modeling: A Malaysian Scenario. Journal of Applied Structural 

Equation Modeling, 1(1), 1-13. https://doi.org/10.47263/JASEM.1(1)01 

Merlo, O., Eisingerich, A. B., & Auh, S. (2013). Why Customer Participation Matters. 

[online] Sloan Management Review: https://sloanreview.mit.edu/article/why-

customer-participation-matters/ [Accessed on 16 February 2025] 

Ministry of Digital. (2024). Industri Permainan Digital Malaysia Mencatat Hasil Jualan 

Dan Eksport Rm45 Juta Dana Yang Disediakan Oleh Kerajaan. [online] (28 October 

2024) Available at: https://www.digital.gov.my/en-GB/siaran/Industri-Permainan-

Digital-Malaysia-Mencatat-Hasil-Jualan-Dan-Eksport-Rm45-Juta-Dana-Yang-

Disediakan-Oleh-Kerajaan [Accessed on 28 February 2025] 

Mir, I. A., & Salo, J. (2024). Analyzing the Influence of Social Media Influencer’s Attributes 

and Content Esthetics on Endorsed Brand Attitude and Brand-Link Click Behavior: 

The Mediating Role of Brand Content Engagement. Journal of Promotion 

Management, 30(1), 1-28. https://doi.org/10.1080/10496491.2023.2251461 

Mohamed, N. N., & Gadiman, N. S. (2024). The Influence of YouTube Influencer Credibility 

on Consumer Purchase Intention of Cosmetic Products in Malaysia. International 

Journal of Academic Research in Economics & Management Sciences, 13(4), 1-11. 

https://doi.org/10.6007/IJAREMS/v13-i4/23138 

Mohamed, N. N., & Jaafar, N. (2023). Developing and Validating the Measurement Model 

for Social Media Influencer Attributes Using Confirmatory Factor Analysis. 

International Journal of Academic Research in Business and Social Sciences, 13(7), 

1887-1902. https://doi.org/10.6007/IJARBSS/v13-i7/17461 



 

172 

 

Mohammad, J., Wasim, S., & Rizvi, S. A. (2023). Consumer's Attitude Towards Sponsored 

Content and the Impact of Influencer's Credibility, Brand Credibility, and Influencer's 

Motive. Sustainable Business and Society in Emerging Economies, 5(3). 

https://doi.org/10.26710/sbsee.v5i3.2707 

Montiel, I., Basterra-González, A., Machimbarrena, J. M., Ortega-Barón, J., & González-

Cabrera, J. (2022). Loot box engagement: A scoping review of primary studies on 

prevalence and association with problematic gaming and gambling. PLoS ONE 17(1): 

e0263177. https://doi.org/10.1371/journal.pone.0263177 

Mordor Intelligence. (2024). Southeast Asia Gaming Market Size & Share Analysis - Growth 

Trends & Forecasts (2025 - 2030) [online] Available at: 

https://www.mordorintelligence.com/industry-reports/southeast-asia-gaming-market. 

Mordor Intelligence. [Accessed on 10 February 2025] 

Morris, C. (2023). Gaming Platforms: A Comprehensive Guide. [online] (4 August 2023) 

Available at: https://medium.com/@charleskexley/gaming-platforms-a-

comprehensive-guide-40b1e3944220 [Accessed on 10 February 2025] 

Muda, M., & Hamzah, M. I. (2021). Should I suggest this YouTube clip? The impact of UGC 

source credibility on eWOM and purchase intention. Journal of Research in 

Interactive Marketing, 15(3), 441-459. https://doi.org/10.1108/JRIM-04-2020-0072 

Muhammad, A. N., & Hidayanto, A. N. (2023). Gamers Intention Towards Purchasing Game 

Items in Virtual Community: Extending the Theory of Planned Behavior. International 

Journal of Advanced Computer Science and Applications, 14(12), 215-221. 

Muhammad, I. (2025). New EU guidelines demand transparency for in-game purchases. 

[online] (24 March 2025) Available at: https://www.pocketgamer.biz/new-eu-

guidelines-demand-transparency-for-in-game-purchases/ [Accessed on 30 June 2025] 

Munnukka, J., Uusitalo, O., & Toivonen, H. (2016). Credibility of a peer endorser and 

advertising effectiveness. Journal of Consumer Marketing, 33(3), 182-192. 

https://doi.org/10.1108/JCM-11-2014-1221 

Muqarrabin, A. M., Arief, M., Gautama, I., & Heriyati, P. (2021). Analysis of Factors 

Affecting the Loyalty of Indonesian Mobile Game Players and Its Impact on In-App 

Purchase Intention . International Journal of Emerging Technology and Advanced 

Engineering, 11(9), 1-8. https://doi.org/10.46338/ijetae0921_12 

Mustaphi, B. M. (2024). Consumer Attitude and its Implication on Marketing with Respect 

to Selected Brands. International Journal of Management, 15(1), 265-271. 

https://doi.org/10.17605/OSF.IO/VN8BZ 

Musthafam A. (2024). Game Changer: Embrace user-generated content to foster talent 

development. [online] (26 February 2024) Available at 

https://theedgemalaysia.com/node/701990 [Accessed on 12 May 2025] 

Mya, C. C. K. E., Bhardwaj, R., Krishnasamy, H. N., & Albakri, R. (2025). From Posts to 

Purchases: Insights into the Influence of Social Media's Influencers on Retail 



 

173 

 

Consumers' Purchase Intention. Journal of Posthumanism, 5(2), 1714-1739. 

https://doi.org/10.63332/joph.v5i2.824 

Nabella, E., Supriyono, & Izaak, W. C. (2023). The Influence of Influencer Marketing and 

Lifestyleon Purchase Decisions of Virtual Game Product Mobile Legends: Bang Bang. 

Jurnal Ekonomi Dan Bisnis Digital, 2(3), 665-676. 

https://doi.org/10.55927/ministal.v2i3.4739 

Nabila, E. Y., Listiana, E., Purmono, B. B., Fahruna, Y., & Rosnani, T. (2023). Determinants 

of Repurchase Intention: A Study on Ease of Use, Trust and E-Satisfaction Construct 

in Shopee Marketplace. East African Scholars Journal of Economics, Business and 

Management, 6(1), 29-36. https://doi.org/10.36349/easjebm.2023.v06i01.004 

Naderer, B., Matthes, J., & Schäfer, S. (2021). Effects of disclosing ads on Instagram: the 

moderating impact of similarity to the influencer. International Journal of Advertising, 

40(5). https://doi.org/10.1080/02650487.2021.1930939 

Nafees, L., Cook, C., & Stoddard, J. (2020). The Impact of the Social Media Influencer 

Power on Consumer Attitudes toward the Brand: The Mediating/Moderating Role of 

Social Media Influencer Source Credibility. Atlantic Marketing Journal, 9(1). 

https://doi.org/https://digitalcommons.kennesaw.edu/amj/vol9/iss1/3 

Najar, A. H., Wani, I. S., & Rather, A. H. (2024). Impact of Social Media Influencers 

Credibility on Destination Brand Trust and Destination Purchase Intention: Extending 

Meaning Transfer Model? Global Business Review. 

https://doi.org/10.1177/09721509241225354 

Nascimento, T. C., Campos, R. D., & Suarez, M. (2020). Experimenting, partnering and 

bonding: A framework for the digital influencer brand endorsement relationship. 

Journal of Marketing Management, 36(11-12), 1009-1030. 

https://doi.org/10.1080/0267257X.2020.1791933 

Nazir, M., & Tian, J. (2022). The Influence of Consumers’ Purchase Intention Factors on 

Willingness to Pay for Renewable Energy; Mediating Effect of Attitude. Frontiers in 

Energy Research, 10. https://doi.org/10.3389/fenrg.2022.837007 

Neely, E. L. (2021). Come for the Game, Stay for the Cash Grab: The Ethics of Loot Boxes, 

Microtransactions, and Freemium Games. Games and Culture, 16(2), 228-247. 

https://doi.org/10.1177/1555412019887658 

Ngah, S., Rahi, S., Long, F., Gabarre, C., Rashid, A., & Ngah, A. H. (2024). Future 

behavioural of console gamers and mobile gamers: are they differ? Quality & Quantity, 

58, 5531-5557. https://doi.org/10.1007/s11135-024-01895-w 

Niimi, R., & Goto, M. (2023). Good conduct makes your face attractive: The effect of 

personality perception on facial attractiveness judgments. PLoS ONE 18(2): e0281758. 

https://doi.org/10.1371/journal.pone.0281758 



 

174 

 

Niloy, A. C., Alam, J. B., & Alom, M. S. (2023). Influencer Marketing: Factors Influencing 

A Customer's Purchase Intention. Asian Journal of Business Environment, 13(1), 21-

30. https://doi.org/10.13106/ajbe.2023.vol13.no1.21 

Numminen, E., Sällberg, H., & Wang, S. (2022). The impact of app revenue model choices 

for app revenues: A study of apps since their initial App Store launch. Economic 

Analysis and Policy, 76, 325-336. https://doi.org/10.1016/j.eap.2022.08.010 

Nurcholis, L., & Ferdianto, R. (2021). How to Expand Repurchase Intention? The 

Intervening Impact of Attitude towards Mobile Shopping. Binus Business Review, 

12(1), 11-19. https://doi.org/10.21512/bbr.v12i1.6454 

Ohanian, R. (1990). Construction and Validation of a Scale to Measure Celebrity Endorsers' 

Perceived Expertise, Trustworthiness, and Attractiveness. Journal of Advertising, 

19(3), 39-52. https://doi.org/10.1080/00913367.1990.10673191 

Okono, A. J. (3 May, 2024). An Examination of the Moderating Role of Consumer-Brand 

Relationships on Influencer Parasocial Relationships and Online Impulse Buying. 

[online] (3 May 2024) Available at: https://www.proquest.com/dissertations-

theses/examination-moderating-role-consumer-brand/docview/3038347295/se-2 

[Accessed on 3 March 2025] 

Omnicom Media Group Asia Pacific (OMG APAC). (2024). Unlocking Gamers in Asia 

Pacific. Omnicom Media Group Asia Pacific. 

Ong, C. H. (2024). The impact of sustainable consumption psychology on NEV repurchase 

intention: The moderating effect of gender differences. Environment and Social 

Psychology, 9(12), 1-19. https://doi.org/https://dx.doi.org/10.2139/ssrn.5099114 

Onofrei, G., Filieri, R., & Kennedy, L. (2022). Social media interactions, purchase intention, 

and behavioural engagement: The mediating role of source and content factors. 

Journal of Business Research, 142, 1001-112. 

https://doi.org/10.1016/j.jbusres.2021.12.031 

Ooi, K.-B., Lee, V.-H., Hew, J.-J., Leong, L.-Y., Tan, G. W.-H., & Lim, A.-F. (2023). Social 

media influencers: An effective marketing approach? Journal of Business Research, 

160(113773). https://doi.org/10.1016/j.jbusres.2023.113773 

Oppong, P. K., Mensah, J., & Addae, M. (2021). The Importance of Value, Image, Credibility 

and Trust to Repurchase Intentions in Over-the-Counter Herbal Market in Sub-Saharan 

Africa. Open Journal of Business and Management, 9(4). 

https://doi.org/10.4236/ojbm.2021.94110 

Oppotus. (2024). Malaysian E-Wallet Usage In 2023: Peaking and Here to Stay. [online] (30 

January 2024) Available at: https://www.oppotus.com/malaysian-e-wallet-usage-in-

2023-peaking-and-here-to-stay/ [Accessed on 3 March 2025] 

Özkan, B., & Yerezhep, A. (2023). The effect of attitude towards influencers on purchase 

intention: The mediating role of trust in the brand. Turkish Journal of Marketing, 8(2), 

37-50. https://doi.org/10.30685/tujom.v8i2.182 



 

175 

 

Pan, M., Blut, M., Ghiassaleh, A., & Lee, Z. W. (2024). Influencer marketing effectiveness: 

A meta-analytic review. Journal of the Academy of Marketing Science. 

https://doi.org/10.1007/s11747-024-01052-7 

Pandiangan, S. M., Resmawa, I. N., Simanjuntak, O. D., Sitompul, P. N., & Jefri, R. (2021). 

Effect of E-Satisfaction on Repurchase Intention in Shopee User Students. Budapest 

International Research and Critics Institute-Journal (BIRCI-Journal), 4(4), 7785-

7791. https://doi.org/2615-3076 

Pandit, A., McLeay, F., Zaveri, M. M., Al Mursalin, J., & Rosenberger, P. J. (2025). 

Continued engagement intention with social media influencers: the role of experience. 

Internet Research, 35(7), 1-29. https://doi.org/10.1108/INTR-12-2023-1105 

Pangaribuan, C. H., Putra, C. A., Wahyuni, M., Hidayat, D., & Putra, O. P. B. (2021). The 

roles of unobstructed play and motivation to compete in influencing in-game virtual 

goods purchase: A preliminary study. International Journal of Economics and 

Management Systems, 6, 119-125. 

Pangaribuan, C. H., Setiawan, J., Hidayat, D., Putra, O. P., Ardiansyah, M., & Putra, C. A., 

2021. Mobile Game Stickiness, Perceived Playfulness, and Interests of Digital Goods 

Purchase: An Empirical Study on Mobile Gamers in Indonesia. In: IEEE, 2021 3rd 

International Conference on Cybernetics and Intelligent System (ICORIS), Makasar, 

Indonesia, 25 – 26 October 2021. IEEE. 

https://doi.org/10.1109/ICORIS52787.2021.9649560 

Park, C.-I., & Namkung, Y. (2024). Consumer Values, Attitudes, and Behavior towards 

Plant-Based Alternatives. Foods, 13(16), 2561. 

https://doi.org/10.3390/foods13162561 

Park, H. J., & Lin, L. M. (2020). The effects of match-ups on the consumer attitudes toward 

internet celebrities and their live streaming contents in the context of product 

endorsement. Journal of Retailing and Consumer Services, 52. 

https://doi.org/10.1016/j.jretconser.2019.101934 

Park, J., Lee, J. M., Xiong, V. Y., Septianto, F., & Seo, Y. (2021). David and Goliath: When 

and Why Micro Influencers Are More Persuasive Than Mega Influencers. Journal of 

Advertising, 50(5), 584-602. https://doi.org/10.1080/00913367.2021.1980470 

Park, S., & Mun, S. (2024). Effects of Seated Postural Sway on Visually Induced Motion 

Sickness: A Multiple Regression and RUSBoost Classification Approach. 

International Journal of Human–Computer Interaction, 40(7), 1782–1793. 

https://doi.org/10.1080/10447318.2023.2200638 

Peñaloza, L., Prothero, A., McDonagh, P., & Pounders, K. (2023). The Past and Future of 

Gender Research in Marketing: Paradigms, Stances, and Value-Based Commitments. 

Journal of Marketing, 87(6), 847-868. 

https://doi.org/https://doi.org/10.1177/00222429231154532 



 

176 

 

Peter, F. (2023). Malaysia's AOV warriors get US$10 million pro league invite after silver 

show in Hangzhou. [online] (26 September 2023) Available at: 

https://www.nst.com.my/sports/others/2023/09/960054/malaysias-aov-warriors-get-

us10-million-pro-league-invite-after-

silver#:~:text=On%20Tuesday%2C%20Malaysia%20won%20its,AOV)%20final%2

0here%20in%20Hangzhou. [Accessed on 20 March 2025] 

Petrov, V. (2025). Mobile gaming influencer marketing trends 2025. [online] (6 May 2025) 

Available at https://www.businessofapps.com/insights/mobile-gaming-influencer-

marketing-trends-2025/ [Accessed on 12 May 2025] 

Petrovskaya, E., & Zendle, D. (2021). Predatory Monetisation? A Categorisation of Unfair, 

Misleading and Aggressive Monetisation Techniques in Digital Games from the Player 

Perspective. Journal of Business Ethics, 181, 1065-1081. 

https://doi.org/10.1007/s10551-021-04970-6 

Pick, M. (2021). Psychological ownership in social media influencer marketing. European 

Business Review, 33(1), 9-30. https://doi.org/10.1108/EBR-08-2019-0165 

Prajapati, N. (2023). Effect of Influencer Marketing on Consumer Buying Behavior: A 

Comprehensive Analysis. International Journal for Multidisciplinary Research, 5(4), 

1-9. 

Prasetya, R. E., Sofiani, F. (2025). Assessing the Effectiveness of Google Forms and 

Microsoft Forms in English Language Evaluation. International Journal of English 

and Applied Linguistics (IJEAL), 4(3), 422–438. 

https://doi.org/10.47709/ijeal.v4i3.5125 

Pratama, Y. A., Azazi, A., Listiana, E., Malini, H., & Pebrianti, W. (2023). The Influence of 

K-POP Girlband as Celebrity Endorsement on Attitudes towards Brands and 

Advertisements on Consumer Repurchase Intentions (Study on K-POP Girlband ITZY 

with UHT Ultramilk Dairy in Indonesia). IAR Journal of Business Management, 4(1), 

1-10. https://doi.org/10.47310/iarjbm.2023.v04i01.008 

Purnami, L. D., & Agus, A. A., 2020. The Effect of Perceived Value and Mobile Game 

Loyalty on Mobile Game’s In-app Purchase Intention. In: IEEE, 2020 3rd 

International Conference on Computer and Informatics Engineering (IC2IE), 

Yogyakarta, Indonesia, 15 – 16 September 2020. IEEE. 

https://doi.org/10.1109/IC2IE50715.2020.9274662 

Purwanto, A., & Sudargini, Y. (2021). Partial Least Squares Structural Squation Modeling 

(PLS-SEM) Analysis for Social and Management Research : A Literature Review. 

Journal of Industrial Engineering & Management Research, 2(4), 114 - 123. 

https://doi.org/10.7777/jiemar.v2i4.168 

Putrevu, S. (2004). Communicating with the Sexes: Male and Female Responses to Print 

Advertisements. Journal of Advertising, 33(3), 51-62. 

https://doi.org/http://www.jstor.org/stable/4189266 



 

177 

 

Putri, K. T., & Sukawati, T. G. (2020). The Role of Trust Mediates the Effect of Customer 

satisfaction on Repurchase Intention (Study on Consumer Chatime) in Denpasar City. 

American Journal of Humanities and Social Sciences Research, 4(8), 412-418. 

Qamar, A., Adnan, M., & Hassan, A. (2023). Bonding through Attitude Similarity: 

Quantifying Parasocial Interaction with Instagram Influencers in Pakistan. Pakistan 

Social Sciences Review, 7(3), 517-526. https://doi.org/10.35484/pssr.2023(7-III)42 

Rahim, H., Rasool, M. S. A., Rusli, N. R. L., & Ani, N. (2021). The Effects of Social Media 

Influencer towards Factors of Muslim Millennial Generation’s Attitude into Halal 

Food Product Purchase in Malaysia. International Journal of Academic Research in 

Business and Social Sciences, 11(8), 1609–1621. 

http://dx.doi.org/10.6007/IJARBSS/v11-i8/10876 

Rahim, S. A., Huai, T. S., Ahmi, A., & Rahman, N. A., 2023. Social media influencer’s 

credibility toward millennial’s purchase intention of IT products in Malaysia. In: 

Zmeskal, O., Pospisil, J., Matiasovsky, P., Pavlik, Z., Jankovsky, O. (Eds.), 27TH 

International Meeting of Thermophysics 2022, Brno, Czech Repulic, 4 – 6 October 

2022. AIP Conference Proceedings. https://doi.org/10.1063/5.0164955 

Ramadhan, N. T., Daulay, M. Y., & Semayang, R. (2024). Gaming Microtransaction in 

Mobile Device: An Application of Unified Theory of Acceptance and Use Technology. 

Frontiers in Business and Economics, 2(1), 19-25. 

https://doi.org/10.56225/finbe.v2i1.191 

Ramdani, M. A., & Belgiawan, P. F. (2023). Designing Instagram Advertisement Content: 

What Design Elements Influence Customer Attitude and Purchase Behaviour? 

Contemporary Management Research, 19(1), 1-26. https://doi.org/10.7903/cmr.23023 

Ramos, W. J. (2024). Precursors of Consumer Attitude towards Vlogger Recommendations 

and its Impact on Purchase Intention. Review of Integrative Business and Economics 

Research, 14(2), 98-114. 

Rana, S., Shafi, F., Rasheed, A., & Malik, M. I. (2024). Online environmental platforms 

service and green consumer behavior nexus: a multi-mediator study. Future Business 

Journal, 10(3). https://doi.org/10.1186/s43093-023-00283-4 

Rani, A., Chaudhary, N., & Gusai, O. P. (2023). Impact of Social Media Influencers’ 

Credibility and Similarity on Instagram Consumers’ Purchase Intention. Review of 

Professional Management: A Journal of Management, 22(2), 1-20. 

https://doi.org/10.1177/09728686231185973 

Rathnayake, R. A., & Lakshika, V. G. (2022). Impact Of Social Media Influencers’ 

Credibility on The Purchase Intention: Reference to The Beauty Industry. Asian 

Journal of Marketing Management, 2(1), 103-137. 

https://doi.org/10.31357/ajmm.v2i01.6254 



 

178 

 

Ravula, P., Bhatnagar, A., & Gauri, D. K. (2023). Role of gender in the creation and 

persuasiveness of online reviews. Journal of Business Research, 154(113386). 

https://doi.org/https://doi.org/10.1016/j.jbusres.2022.113386 

Rayasam, L. S., & Khattri, V. (2022). Social Media Influencer Endorsement: How Attitude 

Towards Endorsement Affects Brand Attitude. International Journal of Online 

Marketing (IJOM), 12(1), 1-14. https://doi.org/10.4018/IJOM.299403 

Rayburn, S. W., Badrinarayanan, V., Anderson, S. T., & Gupta, A. (2021). Continuous 

techno-training and business-to-business salesperson success: How boosting techno-

efficacy enhances sales effort and performance. Journal of Business Research, 133, 

66-78. https://doi.org/10.1016/j.jbusres.2021.04.066 

Rehman, A. A., & Alharthi, K. (2016). An introduction to research paradigms. Journal of 

Educational Investigations, 3(8), 51-59. 

Reinartz, W., Haenlein, M., & Henseler, J. (2009). An empirical comparison of the efficacy 

of covariance-based and variance-based SEM. International Journal of Research in 

Marketing, 26(4), 332-344. https://doi.org/10.1016/j.ijresmar.2009.08.001 

Rengphutthiphong, O. (2023). The factors affecting repurchase intention from utilizing pet 

influencer marketing on home electronic appliance products. [online] Available at: 

https://archive.cm.mahidol.ac.th/handle/123456789/5405 [Accessed on 10 March 

2025] 

Rigdon, E. E. (2012). Rethinking partial least squares path modeling: In praise of simple 

methods. Long Range Planning, 45(5-6), 341-358. 

https://doi.org/10.1016/j.lrp.2012.09.010 

Ringle, C. M., Wende, S., & Becker, J.-M. (2024). Discriminant Validity Assessment and 

Heterotrait-monotrait Ratio of Correlations (HTMT). [online] (2024) Available at: 

https://smartpls.com/documentation/algorithms-and-techniques/discriminant-

validity-assessment [Accessed on 24 June 2025] 

Rita, P., Guerreiro, J., Ramos, R., & Caetano, R. G. (2024). The role of microtransactions in 

impulse buying and purchase intention in the video game market. Entertainment 

Computing, 50(100693). https://doi.org/10.1016/j.entcom.2024.100693 

Rizal Putri, V., Rahim, H., Abdul Rasool, M. S., Zakaria, N. B., & Muhd Irpan, H. (2023). 

Trustworthiness, expertise and likeability towards halal purchasing behaviour: Does 

attitude matter? Journal of Nusantara Studies, 8(3), 26-42. 

https://doi.org/10.24200/jonus.vol8iss3pp26-42 

Rizzo, A., Munnukka, J., Scimone, S., Benedetto, L., & Ingrassia, M. (2024). Influencer 

Credibility: A Model of Personality Traits in Predicting Followers’ Behavior. Qeios. 

doi:10.32388/6WJ9RC. 

Rodriguez-Barcenilla, E., & Ortega-Mohedano, F. (2022). Moving towards the End of 

Gender Differences in the Habits of Use and Consumption of Mobile Video Games. 

Information, 13(8). https://doi.org/https://doi.org/10.3390/info13080380 



 

179 

 

Roemer, E., Schuberth, F., & Henseler, J. (2021). HTMT2–an improved criterion for 

assessing discriminant validity in structural equation modelling. Industrial 

Management & Data Systems, 121(12), 2637-2650. https://doi.org/10.1108/IMDS-02-

2021-0082 

Rofiah, C., Amelia, A., & Purwanto, N. (2024). Attitude towards Halal Food: When a Halal 

Certificate is Not the Goal. Review of Integrative Business and Economics Research, 

14(2), 115-124. https://doi.org/ 2304-1013 

Rogstad, E. T. (2022). Gender in eSports research: a literature review. European Journal for 

Sport and Society, 19(3), 195-213. 

https://doi.org/https://doi.org/10.1080/16138171.2021.1930941 

Rönkkö, M., & Cho, E. (2020). An Updated Guideline for Assessing Discriminant Validity. 

Organizational Research Methods, 25(1), 6-14. 

https://doi.org/10.1177/1094428120968614 

Roscoe, A. M., Lang, D., & Sheth, J. N. (1975). Follow-up Methods, Questionnaire Length, 

and Market Differences in Mail Surveys: In this experimental test, a telephone 

reminder produced the best response rate and questionnaire length had no effect on 

rate of return. Journal of Marketing, 39(2), 20-27. 

https://doi.org/10.1177/002224297503900205 

Rusli, M. G., & Berlianto, M. P. (2022). Antecedents of Satisfaction and Loyalty Towards 

In-App Purchase Intention for Indonesian Genshin Impact Players. Enrichment: 

Journal of Management, 12(2), 1617-1629. 

https://doi.org/10.35335/enrichment.v12i2.442 

Saini, S., & Bansal, R. (2024). Influencer Credibility and Brand Image: The Mediating Effect 

of Brand Attitude in the Premium Cosmetics Market. Jindal Journal of Business 

Research. https://doi.org/10.1177/22786821241287610 

Salehudin, I., & Alpert, F. (2021). To pay or not to pay: understanding mobile game app 

users’ unwillingness to pay for in-app purchases. Journal of Research in Interactive 

Marketing, 16(4), 633-647. https://doi.org/10.1108/JRIM-02-2021-0053 

Salim, F. (2024a). Soloz and SRG win big at MLBB Creator Awards. [online] (27 October 

2024) Available at https://www.nst.com.my/sports/others/2024/10/1126270/soloz-

and-srg-win-big-mlbb-creator-awards [Accessed on 11 May 2025] 

Salim, F. (2024b). Zahid keen to see Malaysia host more international esports events. 

[online] (15 December 2024) Available at: 

https://www.nst.com.my/sports/others/2024/12/1148730/zahid-keen-see-malaysia-

host-more-international-esports-events [Accessed on 8 March 2025] 

Sandhu, N. (2021). Gendering Products Through Advertisements: A Review (1973–2019) of 

Various Cues Employed by Advertisers. Business Perspectives and Research, 10(1). 

https://doi.org/https://doi.org/10.1177/2278533721994354 



 

180 

 

Santiago, J. K., Magueta, D., & Dias, C. (2020). Consumer Attitudes Towards Fashion 

Influencers on Instagram: Impact of Perceptions and Online Trust on Purchase 

Intention. Issues in Information Systems, 21(1), 105-117. 

https://doi.org/10.48009/1_iis_2020_105-117 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial Least Squares Structural Equation 

Modeling. In Handbook of Market Research (Homburg, C., Klarmann, M., & 

Vomberg, A.), pp. 1-47. London: Springer. 

Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., & Hair, J. F. (2014). Partial least squares 

structural equation modeling (PLS-SEM): A useful tool for family business 

researchers. Journal of Family Business Strategy, 5(1), 105-115. 

https://doi.org/10.1016/j.jfbs.2014.01.002 

Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer endorsements 

in advertising: the role of identification, credibility, and Product-Endorser fit. 

International Journal of Advertising, 39(2). 

https://doi.org/10.1080/02650487.2019.1634898 

Schouten, A. P., Janssen, L., and Verspaget, M. (2021). Celebrity vs. Influencer 

endorsements in advertising: the role of identification, credibility, and Product-

Endorser fit. In Leveraged Marketing Communications: The Importance of Studying 

the Transfer of Object-to-Brand Associations (Yoon, S., Choi, Y. K., & Taylor, C. R.), 

pp 54. London: Routledge. https://doi.org/10.4324/9781003155249 

Scidone, E., Philips, M. J., & Pantaleo, A. M. (2024). Hiding in the shadows: a qualitative 

exploration of women gamers identities and perceptions of the video gaming context. 

SN Social Sciences, 4(181), 1-32. https://doi.org/10.1007/s43545-024-00980-z 

Scott, D. M. (2022). The New Rules of Marketing and PR: How to Use Content Marketing, 

Podcasting, Social Media, AI, Live Video and Newsjacking to Reach Buyers Directly, 

New Jersey: John Wiley & Sons, Inc. 

Sekaran, U. (2003). Research methods for business: A skill building approach, 4th ed., New 

Jersey: John Wiley and Sons, Inc. 

Sekaran, U., & Bougie, R. (2010). Research methods for business: A skill-building approach 

, 5th ed., New Jersey: John Wiley & Sons, Inc. 

Şenyapar, H. N. (2024). A Comprehensive Analysis of Influencer Types in Digital 

Marketing. International Journal of Management and Administration, 8(15), 75-100. 

https://doi.org/ 10.29064/ijma.1417291 

Serdar, C. C., Cihan, M., Yucel, D., & Serdar, M. A. (2020). Sample size, power and effect 

size revisited: simplified and practical approaches in pre-clinical, clinical and 

laboratory studies. Biochemia Medica, 31(1). 

https://doi.org/10.11613/BM.2021.010502 



 

181 

 

Serman, Z. E., & Sims, J. (2023). Source Credibility Theory: SME Hospitality Sector Blog 

Posting During the Covid-19 Pandemic. Information Systems Frontiers, 25, 2317-

2334. https://doi.org/10.1007/s10796-022-10349-3 

Setiawardani, M., & Riyanto, T. A. (2023). Peningkatan Minat Beli Ulang melalui E-Service 

Quality: Studi Pada Konsumen Bukalapak. Jurnal Riset Bisnis Dan Investasi, 9(1), 

49–60. https://doi.org/10.35313/jrbi.v9i1.4784 

Shah, Z., & Wei, L. (2022). Source Credibility and the Information Quality Matter in Public 

Engagement on Social Networking Sites During the COVID-19 Crisis. Frontiers in 

Psychology, 13. https://doi.org/10.3389/fpsyg.2022.882705 

Shahid, S., Parray, M. A., Thomas, G., Farooqi, R., & Islam, J. U. (2023). Determinants of 

Muslim consumers’ halal cosmetics repurchase intention: an emerging market’s 

perspective. Journal of Islamic Marketing, 14(3), 826-850. 

https://doi.org/10.1108/JIMA-08-2021-0265 

Shamim, K., & Azam, M. (2024). The power of social media influencers: unveiling the 

impact on consumers’ impulse buying behaviour. Humanities and Social Sciences 

Communications, 11(1461). https://doi.org/https://doi.org/10.1057/s41599-024-

03796-7 

Shamim, K., & Islam, T. (2022). Digital influencer marketing: How message credibility and 

media credibility affect trust and impulsive buying. Journal of Global Scholars of 

Marketing Science, 32(4), 601-626. https://doi.org/10.1080/21639159.2022.2052342 

Shan, Y., Chen, K.-J., & Lin, J.-S. E. (2020). When social media influencers endorse brands: 

the effects of self-influencer congruence, parasocial identification, and perceived 

endorser motive. International Journal of Advertising, 39, 590-610. 

https://doi.org/10.1080/02650487.2019.1678322 

Shanbhogue, A. V., & Ranjith, V. K. (2024). Effects of Consumer Dispositional Attitude on 

Purchase Intention in an Emerging Market. F1000 Research, 12. 

https://doi.org/10.12688/f1000research.131103.3 

Shela, V., Ramayah, T., Aravindan, K. L., Ahmad, N. H., & Alzahrani, A. I. (2023). Run! 

This road has no ending! A systematic review of PLS-SEM application in strategic 

management research among developing nations. Heliyon, 9(12), 1-20. 

https://doi.org/10.1016/j.heliyon.2023.e22476 

Shelstad, W. J. (2022). The Cost of Playing the Game: Modeling In-Game Purchase 

Intention and Investigating Purchase Behavior of Mobile Gamers. [online] (2022) 

Available at: https://commons.erau.edu/edt/647 [Accessed on 20 January 2025] 

Shmueli, G., & Koppius, O. R. (2011). Predictive analytics in information systems research. 

MIS Quarterly, 35(3), 553-572. https://doi.org/10.2307%2F23042796 

Shrivastava, A., & Jain, R. (2022). Social Media Influencer and Corporate Brand 

Reputation—An Experimental Study. Global Business Review. 

https://doi.org/10.1177/09721509221120077 



 

182 

 

Shrivastava, A., Jain, G., Kamble, S. S., & Belhadi, A. (2021). Sustainability through online 

renting clothing: Circular fashion fueled by instagram micro-celebrities. Journal of 

Cleaner Production, 278. https://doi.org/10.1016/j.jclepro.2020.123772 

Siddharta, A. (2024a). Active social media users as percentage of the total population in 

Malaysia from 2016 to 2024. [online] (4 June 2024) Available at: 

https://www.statista.com/statistics/883712/malaysia-social-media-penetration/ 

[Accessed on 18 January 2025] 

Siddharta, A. (2024b). Leading game apps based on revenue in Malaysia in 2023. [online] 

(7 August 2024) Statista: https://www.statista.com/statistics/1398165/malaysia-

leading-mobile-game-apps-based-on-revenue/ [Accessed on 10 February 2025] 

Siddharta, A. (2024c). Revenue growth of the gaming market in Malaysia from 2018 to 2029. 

[online] (13 November 2024) Available at: 

https://www.statista.com/forecasts/1483424/malaysia-gaming-market-revenue-

growth [Accessed on 20 January 2025] 

Singco, M. Y., Lopez, I. D., & Cabauatan, R. R. (2023). The Effect of Influencer Marketing 

on Purchase Intentions and Brand Attitude of Consumers in the Philippines. 

International Journal of Research in Engineering, Science and Management, 6(12), 

50-62. 

Singh, S., Sagar, R. (2021). A critical look at online survey or questionnaire-based research 

studies during COVID-19. Asian Journal of Psychiatry, 65, 1-3. 

https://doi.org/10.1016/j.ajp.2021.102850 

Singhal, S. (2024). Influencer Authenticity: Why It Matters And How To Ensure It? [online] 

(24 September 2024) Available at: https://www.getphyllo.com/post/influencer-

authenticity [Accessed on 20 January 2025] 

Sitorus, B. A., Ambad, S. N., & Dawayan, C. R. (2024). The Effects of SMIs’ Source 

Credibility on Consumers’ Intention to Purchase Local Cosmetic Products Through 

Attitude Towards Advertisements. Social Sciences & Humanities, 32(4), 1-31. 

https://doi.org/10.47836/pjssh.32.4.15 

Sitthipon, T., Limna, P., Jaipong, P., Siripipattanakul, S., & Auttawechasakoon, P. (2022). 

Gamification Predicting Customers’ Repurchase Intention Via E-Commerce Platforms 

Through Mediating Effect of Customer Satisfaction in Thailand. Review of Advanced 

Multidisciplinary Sciences, Engineering & Innovation, 1(1), 1-14. 

Situmorang, T. P., Indriani, F., Simatupang, R. A., & Soesanto, H. (2021). Brand Positioning 

and Repurchase Intention: The Effect of Attitude Toward Green Brand. The Journal of 

Asian Finance, Economics and Business, 8(4), 491-499. 

https://doi.org/10.13106/jafeb.2021.vol8.no4.0491 

Smith, T. A. (2020). The role of customer personality in satisfaction, attitude-to-brand and 

loyalty in mobile services. Spanish Journal of Marketing - ESIC, 24(2), 155-175. 

https://doi.org/10.1108/SJME-06-2019-0036 



 

183 

 

Soeharso, S. Y. (2024). Customer satisfaction as a mediator between service quality to 

repurchase intention in online shopping. Cogent Business & Management, 11(1). 

https://doi.org/10.1080/23311975.2024.2336304 

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I 

buy? How credibility and parasocial interaction influence purchase intentions. Journal 

of Retailing and Consumer Services, 53. 

https://doi.org/10.1016/j.jretconser.2019.01.011 

Spasova, L., & Taneva, T. (2021). Influence of Gender on the Advertising Responses of 

Young People for Products of Mobile Operators in Bulgaria. SHS Web of Conferences. 

https://doi.org/10.1051/shsconf/202112004002 

Spicer, S. G., Fullwood, C., Close, J., Nicklin, L. L., Lloyd, J., & Lloyd, H. (2022). Loot 

boxes and problem gambling: Investigating the “gateway hypothesis”. Addictive 

Behaviors, 131(107327). https://doi.org/10.1016/j.addbeh.2022.107327 

Staller, K. M. (2021). Big enough? Sampling in qualitative inquiry. Qualitative Social Work, 

20(4). https://doi.org/10.1177/14733250211024516 

Statista. (2023a). Mobile Games - Malaysia. [online] Available at: 

https://www.statista.com/outlook/amo/media/games/mobile-games/malaysia 

[Accessed on 26 January 2025] 

Statista. (2023b). Share of people who followed influencers on social media in Malaysia as 

of May 2023, by age group. [online] (16 June 2023) Available at: 

https://www.statista.com/statistics/1200612/malaysia-share-of-people-following-

influencers-by-age-group/ [Accessed on 26 January 2025] 

Statista. (2024a). Active social media users as percentage of the total population in Malaysia 

from 2016 to 2024. [online] (4 June 2024) Available at: 

https://www.statista.com/statistics/883712/malaysia-social-media-penetration/ 

[Accessed on 26 January 2025] 

Statista. (2024b). App revenue generated by Genshin Impact worldwide from September 

2020 to October 2024. [online] (25 November 2024) Available at: 

https://www.statista.com/statistics/1208573/genshin-impact-player-spending-app/ 

[Accessed on 26 January 2025] 

Statista. (2024c). Average revenue per user (ARPU) of the online gaming market in Malaysia 

from 2017 to 2029. [online] (13 November 2024) Available at: 

https://www.statista.com/forecasts/1482803/malaysia-online-games-arpu [Accessed 

on 10 February 2025] 

Statista. (2024d). Global influencer market size from 2020 to 2025. [online] (10 December 

2024) Available at: https://www.statista.com/statistics/1328195/global-influencer-

market-value/ [Accessed on 20 February 2025] 



 

184 

 

Statista. (2024e). Influencer Advertising - Malaysia. [online] Available at: 

https://www.statista.com/outlook/amo/advertising/influencer-advertising/malaysia 

[Accessed on 26 January 2025] 

Statista (2024f). Mobile Games – Worldwide [online] Available at: 

https://www.statista.com/outlook/amo/media/games/mobile-games/worldwide 

[Accessed on 31 March 2025] 

Statista. (2024g). Share of marketing budgets spent on influencer marketing worldwide as of 

February 2024. [online] (10 December 2024) Available at: 

https://www.statista.com/statistics/268641/share-of-marketing-budgets-spent-on-

digital-

worldwide/#:~:text=During%20a%20global%202024%20survey%20among%20mar

keting%20agencies,percent%20to%20this%20type%20of%20digital%20marketing%

20activity. [Accessed on 20 February 2025] 

Stein, J.-P., Breves, P. L., & Anders, N. (2022). Parasocial interactions with real and virtual 

influencers: The role of perceived similarity and human-likeness. New Media & 

Society, 26(6), 3433-3453. https://doi.org/10.1177/14614448221102900 

Stoddard, J. E., Nafees, L., & Cook, C. M., 2023. Social Media Influencer Perceived Source 

Credibility Scale Validation and Consumer Attitudes Toward the Brand: An 

Exploratory Study in Urban India. In: Association of Marketing Theory and Practice, 

Association of Marketing Theory and Practice Proceedings 2023, South Carolina, US, 

15 – 18 March 2023. AMTP: https://digitalcommons.georgiasouthern.edu/amtp-

proceedings_2023/4 

Stone, M. (1974). Cross-Validatory Choice and Assessment of Statistical Predictions. 

Journal of the Royal Statistical Society: Series B (Methodological), 36(2), 111–133. 

https://doi.org/10.1111/j.2517-6161.1974.tb00994.x 

Subhaktiyasa, P. G. (2024). PLS-SEM for Multivariate Analysis: A Practical Guide to 

Educational Research using SmartPLS. EduLine: Journal of Education and Learning 

Innovation, 4(3), 353-365. https://doi.org/10.35877/454RI.eduline2861 

Sun, J., Leung, X. Y., & Bai, B. (2021). How social media influencer’s event endorsement 

changes attitudes of followers: the moderating effect of followers’ gender. 

International Journal of Contemporary Hospitality Management, 33(7), 2337-2351. 

https://doi.org/10.1108/IJCHM-09-2020-0959 

Sunarwia, A. A., Kadir, A. R., Maming, D., Kadir, N., Parawansa, D. A., & Mustafa, F. 

(2023). The Effect of Celebrity Endorsement on Repurchase Intention With Brand 

Attitude, Brand Credibility, and Brand Image as Intervening Variables on Product 

SOMETHINC. Economics and Business Journal (ECBIS), 1(5), 773-784. 

Supriyanto, A., Jayanti, T., Hikmawan, M. A., Zulfa, F. N., & Fanzelina, A. S. (2023). The 

Influence of Perceived Credibility, Trustworthiness, Perceived Expertise, Likeability, 

Similarity, Familiarity, and Attractiveness on Purchase Intention (A Study on Halal 



 

185 

 

Bakery Products in Kudus Regency). NIZAM: International Journal of Islamic 

Studies, 1(1), 29-45. 

Suri, A., Huang, B., & Sénécal, S. (2023). This Product Seems Better Now: How Social 

Media Influencers’ Opinions Impact Consumers’ Post-failure Responses. International 

Journal of Electric Commerce, 27(3). 

https://doi.org/10.1080/10864415.2023.2226898 

Sürücü, L., & Maslakçı, A. (2020). Validity And Reliability In Quantitative Research. 

Business & Management Studies: An International Journal, 8(3), 2694-2726. 

https://doi.org/10.15295/bmij.v8i3.1540 

Susilo, C. L. (2022). The Effect of Gamification towards repurchase intention in e-commerce 

platform with Technology Advancement Model (TAM) as a Moderating Variable. 

JMBI UNSRAT (Jurnal Ilmiah Manajemen Bisnis Dan Inovasi Universitas Sam 

Ratulangi), 9(2). https://doi.org/10.35794/jmbi.v9i2.42391 

Suzuki, W., Chaipoopirutana, S., & Combs, H. (2019). An Examination of Factors 

Influencing Repurchase Intention Towards a Fashion Brand in Thailand. Atlantic 

Marketing Association 2019 Proceedings, 154-171. 

Syvertsen, A., de Gortari, A. B., King, D. L., & Pallesen, S. (2022). Problem mobile gaming: 

The role of mobile gaming habits, context, and platform. Nordic Studies on Alcohol 

and Drugs, 39(4), 362-378. https://doi.org/10.1177/14550725221083189 

Szulc-Obłoza, A., & Żurek, M. (2024). Attitudes and sustainable behaviors with special 

consideration of income determinants. European Research on Management and 

Business Economics, 30(1). https://doi.org/10.1016/j.iedeen.2023.100240 

Szymkowiak, A., & Antoniak, M. A. (2024). Eco-endorsement dynamics: unraveling the 

influence of celebrity attitudes on eco-product perceptions and purchase decisions. 

International Journal of Wine Business Research, 36(3), 453-472. 

https://doi.org/10.1108/IJWBR-11-2023-0068 

Tafradzhiyski, N. (2024). In-App Purchases. [online] (20 June 2024) Available at: 

https://www.businessofapps.com/guide/in-app-purchases/ [Accessed on 26 January 

2025] 

Taherdoost, H. (2022). What are Different Research Approaches? Comprehensive Review 

of Qualitative, Quantitative, and Mixed Method Research, Their Applications, Types, 

and Limitations. Journal of Management Science & Engineering Research, 5(1), 53-

63. https://doi.org/10.30564/jmser.v5i1.4538 

Taillon, B. J., Mueller, S. M., Kowalczyk, C. M., & Jones, D. N. (2020). Understanding the 

relationships between social media influencers and their followers: the moderating role 

of closeness. Journal of Product & Brand Management, 29(6), 767-782. 

https://doi.org/10.1108/JPBM-03-2019-2292 



 

186 

 

Tajfel, H., and Turner, J. C. (1979). An integrative theory of intergroup conflict. In The social 

psychology of intergroup relations (Austin W. G., & Worchel, S.),  pp. 33-37. 

Monterey: Brooks/Cole.  

Takahashi, D. (2020). Google Play’s best games of 2020 — Genshin Impact is the big winner. 

[online] (1 December 2020) Available at: https://venturebeat.com/business/google-

plays-best-games-of-2020-genshin-impact-is-the-big-winner/ [Accessed on 26 

January 2025] 

Tamsir, F., Md Zain, N. N., Poniran, H., Abu Basar, S., Abdul Rahman, A. R., Mohamed 

Mohan, N. M., & Ibrahim, N. A. (2023). Social Media Influencers’ Attributes on 

Followers’ Purchase Intention in Malaysia. Quantum Journal of Social Sciences and 

Humanities, 4(6), 1-14. https://doi.org/10.55197/qjssh.v4i6.283 

Tarabieh, S., Gil, I., Galdón-Salvador, J. L., & AlFraihat, S. F. (2024). The new game of 

online marketing: how social media influencers drive online repurchase intention 

through brand trust and customer brand engagement. Intangible Capital, 20(1), 103-

125. https://doi.org/10.3926/ic.2515 

Taslaud, G. (2024). Influencer Marketing in Malaysia in 2024 – The Complete Guide. 

[online] (22 January 2024) Available at: https://www.insg.co/en/influencer-marketing-

malaysia/ [Accessed on 24 January 2025] 

Van Teijlingen, E., & Hundley, V. (2002). The importance of pilot studies. Nursing Standard, 

16(40), 33-36. http://hdl.handle.net/2164/157 

The Game Marketer. (2024). Mobile Game Influencer Marketing: Strategies for Long-Term 

Engagement. [online] (4 November 2024) Available at: 

https://thegamemarketer.com/insight-posts/mobile-game-influencer-marketing-

strategies-for-long-term-engagement [Accessed on 24 January 2025] 

TheSun. (2024). Malaysia’s digital games industry posts RM45m in sales, exports between 

2014 and 2024 with govt funding support. [online] (28 October 2024) Available at 

https://thesun.my/business-news/malaysia-s-digital-games-industry-posts-rm45m-in-

sales-exports-between-2014-and-2024-with-govt-funding-support-LA13207682 

[Accessed on 12 May 2025] 

Thürridl, C., Kamleitner, B., Ruzeviciute, R., Süssenbach, S., & Dickert, S. (2020). From 

happy consumption to possessive bonds: When positive affect increases psychological 

ownership for brands. Journal of Business Research, 107, 89-103. 

https://doi.org/10.1016/j.jbusres.2019.10.019 

Thuy, D. C., Quang, N. N., Huong, L. T., & Phuong, N. T. (2024). The moderating effects of 

involvement on the relationships between key opinion leaders, customer’s attitude and 

purchase intention on social media. Cogent Business & Management, 11. 

https://doi.org/10.1080/23311975.2024.2400600 

Tikochinski, R., & Babad, E. (2022). Perceived Epistemic Authority (Source Credibility) of 

a TV Interviewer Moderates the Media Bias Effect Caused by His Nonverbal Behavior. 



 

187 

 

Journal of Nonverbal Behavior, 46, 215-229. https://doi.org/10.1007/s10919-022-

00397-3 

Ting, H., Memon, M. A., Thurasamy, R., & Cheah, J.-H. (2025). Snowball Sampling: A 

Review and Guidelines for Survey Research. Asian Journal of Business Research, 

15(1), 1-15. https://10.14707/ajbr.250186 

Tiwari, A., Kumar, A., Kant, R., & Jaiswal, D. (2024). Impact of fashion influencers on 

consumers' purchase intentions: theory of planned behaviour and mediation of attitude. 

Journal of Fashion Marketing and Management, 28(2), 209-225. 

https://doi.org/10.1108/JFMM-11-2022-0253 

Trivedi, S. K., & Yadav, M. (2020). Repurchase intentions in Y generation: mediation of trust 

and e-satisfaction. Marketing Intelligence & Planning, 38(4), 401-415. 

https://doi.org/10.1108/MIP-02-2019-0072 

Tsarashafa, T. A., & Qastharin, A. R. (2021). How Fashion Influencer Contributes to 

Consumers’ Purchase Intention of University Student. Advanced International Journal 

of Business, Entrepreneurship and SMEs (AIJBES), 3(9), 209-227. 

https://doi.org/10.35631/AIJBES.39015 

Tufahati, N., Barkah, C. S., Tresna, P. W., & Chan, A. (2021). The Impact of Customer 

Satisfaction on Repurchase Intention (Surveys on Customer of Bloomythings). 

Journal of Business & Applied Management, 14(2). 

https://doi.org/10.30813/jbam.v14i2.3098 

Uleanya, C., Yu, K. (2023). Data Collection in Times of Pandemic: A Self-Study and Revisit 

of Research Practices During a Crisis. SAGE Open, 13(1). 

https://doi.org/10.1177/21582440231160698 

Uttley, J. (2019). Power Analysis, Sample Size, and Assessment of Statistical 

Assumptions—Improving the Evidential Value of Lighting Research. LEUKOS: The 

Journal of the Illuminating Engineering Society, 15, 143-162. 

https://doi.org/10.1080/15502724.2018.1533851 

Vanwesenbeeck, I., Walrave, M., & Ponnet, K. (2017). Children and advergames: the role of 

product involvement, prior brand attitude, persuasion knowledge and game attitude in 

purchase intentions and changing attitudes. International Journal of Advertising, 

36(4). https://doi.org/10.1080/02650487.2016.1176637 

Vemuri, S., Jahnavi, P., Manasa, L., & Pallavi, D. R. (2023). The Effectiveness of Influencer 

Marketing in Promoting Sustainable Lifestyles and Consumer Behaviours. Journal of 

Business Strategy Finance and Management, 5(2). 

https://doi.org/10.12944/JBSFM.05.02.05 

Verma, S., Kapoor, D., & Gupta, R. (2024). Role of influencer–follower congruence in 

influencing followers’ food choices and brand advocacy: mediating role of perceived 

trust. British Food Journal, 126(12), 4055-4071. https://doi.org/10.1108/BFJ-12-

2023-1146 



 

188 

 

Videbaek, A., Sommer, B., & Christofferson, A. (August, 2024). Gaming Report 2024: Meet 

the moment: How gamers are changing the game. Massachusetts: Bain & Company. 

Vilkaite-Vaitone, N. (2024). From Likes to Sustainability: How Social Media Influencers 

Are Changing the Way We Consume. Sustainability, 16(4). 

https://doi.org/10.3390/su16041393 

von Hohenberg, B. C., & Guess, A. M. (2023). When Do Sources Persuade? The Effect of 

Source Credibility on Opinion Change. Journal of Experimental Political Science, 

10(3), 328-342. https://doi.org/10.1017/XPS.2022.2 

Vörösmarty, G., & Dobos, I. (2020). Green purchasing frameworks considering firm size: a 

multicollinearity analysis using variance inflation factor. Supply Chain Forum, 21(3), 

1-12. http://dx.doi.org/10.1080/16258312.2020.1776090 

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social media influencer 

marketing: A systematic review, integrative framework and future research agenda. 

International Journal of Consumer Studies, 45(4), 617-644. 

https://doi.org/10.1111/ijcs.12647 

Wang, C., Liu, T., Zhu, Y., Wang, H., Wang, X., & Zhao, S. (2023). The influence of 

consumer perception on purchase intention: Evidence from cross-border E-commerce 

platforms. Heliyon, 9(11). https://doi.org/10.1016/j.heliyon.2023.e21617 

Wang, L., Wong, P. P., & Narayanan, E. A. (2020). The demographic impact of consumer 

green purchase intention toward Green Hotel Selection in China. Tourism and 

Hospitality Research, 20(2), 210-222. https://doi.org/10.1177/1467358419848129 

Warden, H., & Zendle, D. (2021). Loot boxes, gambling, and problem gambling among 

young people: Results from a cross-sectional online survey. Cyberpsychology, 

Behavior, and Social Networking, 24(4), 267-274. 

https://doi.org/10.1089/cyber.2020.0299 

Wei, L. Y., Singh, J. S., & Kularajasingam, J. (2021). Impact of Social Media Influencers on 

Purchasing Intention Towards Pet Products. A Quantitative Study Among Females in 

Malaysia . Electronic Journal of Business and Management, 6(3), 76-92. 

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer endorsements: 

How advertising disclosure and source credibility affect consumer purchase intention 

on social media. Australasian Marketing Journal (AMJ), 28(4), 160-170. 

https://doi.org/10.1016/j.ausmj.2020.03.002 

Wen, F., Zuo, B., Ma, S., Xu, Y., Coley, J. D., & Wang, Y. (2020). Do We See Masculine 

Faces as Competent and Feminine Faces as Warm? Effects of Sexual Dimorphism on 

Facial Perception. Evolutionary Psychology, 18(4). 

https://doi.org/https://doi.org/10.1177/1474704920980642 

Wiedmann, K.-P., & von Mettenheim, W. (2021). Attractiveness, trustworthiness and 

expertise – social influencers’ winning formula? Journal of Product & Brand 

Management, 30(5), 707-725. https://doi.org/10.1108/JPBM-06-2019-2442 



 

189 

 

Wies, S., Bleier, A., & Edeling, A. (2023). Finding goldilocks influencers: How follower 

count drives social media engagement. Journal of Marketing, 87(3), 383-405. 

https://doi.org/10.1177/00222429221125131 

Wijarnoko, M. A., Pramana, E., & Santoso, J. (2023). Factors That Influence Repurchase 

Intention: A Systematic Literature Review. Teknika: Journal of Information and 

Communication Technology, 12(3), 252-260. 

https://doi.org/https://doi.org/10.34148/teknika.v12i3.693 

Wijman, T. (2024). Last looks: The global games market in 2023. [online] (16 May 2024) 

Available at: https://newzoo.com/resources/blog/last-looks-the-global-games-market-

in-

2023#:~:text=Our%20final%20calculation%20shows%20that,2.1%25%20to%20alm

ost%20%2490%20billion [Accessed on 20 January 2025] 

Witek, L., & Kuźniar, W. (2024). Green Purchase Behaviour Gap: The Effect of Past 

Behaviour on Green Food Product Purchase Intentions among Individual Consumers. 

Foods, 13(1). https://doi.org/10.3390/foods13010136 

Wong, K. T. (2024). Globalization and Heterogeneity: Locating the Malaysian Indie Game 

Production Culture. Media Industries, 11(1), 3. https://doi.org/10.3998/mij.3882 

Wongsaichia, S., Naruetharadhol, P., Schrank, J., Phoomsom, P., Sirisoonthonkul, K., 

Paiyasen, V., Srichaingwang, S., & Ketkaew, C. (2022). Influences of Green Eating 

Behaviors Underlying the Extended Theory of Planned Behavior: A Study of Market 

Segmentation and Purchase Intention. Sustainability, 14(13). 

https://doi.org/10.3390/su14138050 

Wood, A. (2020). Genshin Impact crowned game of the year by both Google and Apple. 

[online] (2 December 2020) Available at: https://www.gamesradar.com/genshin-

impact-crowned-game-of-the-year-by-both-google-and-apple/ [Accessed on 26 

January 2025] 

Wuryandari, N. E., Abdullah, M. A., & Rahmadiansyah, F. A. (2021). Uses and Gratification 

on Virtual Purchase Behavior of Mobile Game Items: An Alternative Approach. 

Journal of Economics, Finance and Management Studies, 4(9), 1669-1677. 

https://doi.org/10.47191/jefms/v4-i9-10 

Wylie, L. (2025). Genshin Impact Revenue and Usage Statistics (2024). [online] (8 January 

2025) Available at: https://www.businessofapps.com/data/genshin-impact-statistics/ 

[Accessed on 26 January 2025] 

Xsolla. (2022). Promoting Your Game with Small and Mid-Sized Influencers. [online] (3 

June 2022) Available at: https://xsolla.com/blog/promoting-your-game-with-small-

and-mid-sized-influencers-2 [Accessed on 20 January 2025] 

Yang, J. (2025). Factors Impacting on Satisfaction and Purchase Intention of Mobile Games 

Among Non-Art Major Students in Public Universities in Chongqing, China. AU-GSB 

E-JOURNAL, 18(1), 256-264. https://doi.org/10.14456/augsbejr.2025.25 



 

190 

 

Yang, Q., & Gong, X. (2021). The engagement–addiction dilemma: an empirical evaluation 

of mobile user interface and mobile game affordance. Internet Research, 31(5), 1745-

1768. https://doi.org/10.1108/INTR-11-2020-0622 

Yap, Y. R., & Ismail, N. (2022). Factors of virtual influencer marketing influencing 

Generation Y consumers' purchase intention in Malaysia. International Journal of 

Internet Marketing and Advertising, 17(3-4), 437-458. 

https://doi.org/10.1504/IJIMA.2022.126735 

Yi, M., Chen, M., & Yang, J. (2024). Understanding the self-perceived customer experience 

and repurchase intention in live streaming shopping: evidence from China. Humanities 

and Social Sciences Communication, 11(202). 

https://doi.org/https://doi.org/10.1057/s41599-024-02690-6 

Yılmazdoğan, O. C., Doğan, R. Ş., & Altıntaş, E. (2021). The impact of the source credibility 

of Instagram influencers on travel intention: The mediating role of parasocial 

interaction. Journal of Vacation Marketing, 27(3), 299-313. 

https://doi.org/10.1177/1356766721995973 

Yolanda Putra, R., Maminiaina Heritiana Sedera, R., & Maminirina Fenitra, R. (2024) 

Investigating the influence of mobile game addiction on in-app purchase intention in 

PUBG mobile: the mediating roles of loyalty, negative e-WOM and perceived risk. 

Cogent Business & Management, 11(1), 1-16. 

https://doi.org/10.1080/23311975.2024.2328317 

Yuliana, Y., & Azizah, N. (2024). The Effect Of Functional Value, Emotional Value, Value 

For Money On Repurchase Intention Through Customer Satisfaction As An 

Intervening Variable In Purchasing Virtual Items For Online Games Mobile Legends: 

Bang-Bang (Study On Mobile Online Game Users Mobile Legends: Bang-Bang In 

Indonesia). Journal of Economic, Business and Accounting (COSTING), 7(3), 5590-

5601. https://doi.org/10.31539/costing.v7i3.8712 

Yunus, M., Alexandri, M. B., Adam, M., Ibrahim, M., & Idris, S. (2023). Exploring the 

Determinants of Repurchase Intentions for Users of Goods Delivery Services. Indatu 

Journal of Management and Accounting, 1(1). https://doi.org/10.60084/ijma.v1i1.83 

Zafar, A. U., Qiu, J. N., Li, Y., Wang, J., & Shahzad, M. (2021). The impact of social media 

celebrities' posts and contextual interactions on impulse buying in social commerce. 

Computers in Human Behavior, 115. https://doi.org/10.1016/j.chb.2019.106178 

Zahari, N., Ibrahim, S., Zulfikli, I., Rosbi, S., Kamaruddin, N. S., & Razali, R. (2023). The 

Influences of Perceived Value on Purchase Intention towards Sportswear among Youth 

in Perlis, Malaysia. International Journal of Business and Technology Management, 

5(5), 294-306. https://doi.org/2682-7646 

Zakariya, Y. F. (2022). Cronbach’s alpha in mathematics education research: Its 

appropriateness, overuse, and alternatives in estimating scale reliability. Frontiers in 

Psychology, 13, 1-16. https://doi.org/10.3389/fpsyg.2022.1074430 



 

191 

 

Zein, D. M., Puspaningrum, A., & Rofiq, A. (2023). Determinants of game-products 

repurchasing behaviour in virtual comunity. International Journal of Research in 

Business and Social Science, 12(2), 15-22. https://doi.org/10.20525/ijrbs.v12i2.2323 

Zelazko, A. (2024). millennial. In Eycyclopedia Britannica (Encyclopædia Britannica, Inc), 

pp. 32,640. Illinois: Encyclopædia Britannica, Inc. 

Zendle, D., Cairns, P., Barnett, H., & McCall, C. (2020). Paying for loot boxes is linked to 

problem gambling, regardless of specific features like cash-out and pay-to-win. 

Computers in Human Behavior, 102, 181-191. 

https://doi.org/10.1016/j.chb.2019.07.003 

Zhafira, A. K., Purba, C. A., Asteriani, D., & Soesilo, P. K. (2022). The Effect of Social 

Media Influencer’s Perceived Sincerity and Perceived Similarity on Consumers’ 

Attitude and Purchase Intention. Journal of Research in Business, Economics, and 

Education, 4(1), 22-32. 

Zhang, Y., Quoquab, F., Zhang, J., & Mohammad, J. (2024). What does it take to drive young 

consumers to purchase green food? Perceived usefulness, environmental problem, or 

fear of pandemic recurrence? Cogent Food & Agriculture, 10(1). 

https://doi.org/10.1080/23311932.2024.2413917 

Zhang, Z., Li, Q., & Li, Y. (2021). To Buy or not to Buy? Examining User Purchase Intention 

for the Game of “Glory of Kings” Using the Tam-Vam model. International Journal 

of Entrepreneurship, 25(4), 1-13. 

Zhao, H., Yao, X., Liu, Z., & Yang, Q. (2021). Impact of Pricing and Product Information 

on Consumer Buying Behavior With Customer Satisfaction in a Mediating Role. 

Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.720151 

Zhao, X., Xu, Z., Ding, F., & Li, Z. (2024). The Influencers’ Attributes and Customer 

Purchase Intention: The Mediating Role of Customer Attitude Toward Brand. SAGE 

Open, 14(2). https://doi.org/10.1177/21582440241250122 

Zhao, Y. C., Wu, D., Song, S., & Yao, X. (2022). Exploring Players’ in-Game Purchase 

Intention in Freemium Open-World Games: The Role of Cognitive Absorption and 

Motivational Affordances. International Journal of Human–Computer Interaction, 

40(3). https://doi.org/10.1080/10447318.2022.2121885 

Zikmund, W. G., Babin, B. J., Carr, J. C., and Griffin, M. (2010). Business Research 

Methods, Boston: Cengage Learning. 

Zimba, O., & Gasparyan, A. Y. (2023). Designing, Conducting, and Reporting Survey 

Studies: A Primer for Researchers. Journal of Korean Medical Science, 38(48), 1-11. 

https://doi.org/10.3346/jkms.2023.38.e403 

Zniva, R., Weitzl, W. J., & Lindmoser, C. (2023). Be Constantly Different! How to Manage 

Influencer Authenticity. Electronic Commerce Research, 23(3), 1485-1514. 

https://doi.org/10.1007/s10660-022-09653-6  



 

192 

 

APPENDICES 

Appendix 1: 

Online Questionnaire 
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Attractiveness 1 2 3 4 5 6 7 

A1 I think this influencer is handsome/pretty.        

A2 The influencer that I follow has an attractive personality        

A3 The influencer that I follow has a classy personality.        

A4 The influencer has a unique charisma.        

A5 The influencer’s physical appearance in their content is 

visually-appealing. 

       

Expertise 

E1 I feel this influencer knows a lot.        

E2 I consider this influencer an expert in their area.        

E3 This influencer has enough knowledge about the brands that 

they are promoting. 

       

E4 This influencers’ performance is professional in terms of 

providing factual infographics and statistics. 

       

E5 When looking at their content, I think this influencer is 

qualified enough to give professional opinion. 

       

Trustworthiness 

T1 The content provided by the influencer is dependable.        

T2 The influencer I follow is honest in making their content.        

T3 The content is provided by an influencer with integrity.        

T4 This influencer is sincere in making content        

T5 This influencer is trustworthy.        

Similarity 

S1 I can easily identify with this influencer.        

S2 This influencer and I have a lot in common.        

S3 This influencer shares my values.        

S4 This influencer has the same preferences as me.        

S5 This influencer behaves like me.        
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Attitude Towards Influencers 

ATI1 I consider this influencer interesting        

ATI2 I consider this influencer pleasant.        

ATI3 I consider this influencer likeable.        

ATI4 I believe this influencer presents interesting content for 

Genshin Impact. 

       

ATI5 I consider this influencer as a reliable source of information and 

news for Genshin Impact. 

       

Repurchase Intention 

RI1 I intend to keep buying more in-app purchases in the future.        

RI2 I will recommend my friends/family/acquaintances to purchase 

in-app purchases in Genshin Impact. 

       

RI3 I will find out about the Genshin Impact experience through 

people closest to me (family/friends/etc.) who have bought in-

app purchases before. 

       

RI4 The in-app purchases of Genshin Impact are worth buying.        

RI5 I will give priority to Genshin Impact for my next in-app 

purchase. 
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Appendix 2: 

Expert Validation Feedback 
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