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PREFACE

To complete the undergraduate studies, students of the Bachelor of International Business
(HONOURS) in Universiti Tunku Abdul Rahman are required to take UKEZ3016 Research
Project by the Department of Accountancy and Management from October 2023 to May 2024.
The topic of this research project is “The Effect of Social Media Influencer on Youth Online
Buying Behaviour in Klang Valley”.

With the exponential growth of social media users and the rise of platforms like TikTok,
Facebook, and YouTube, individuals are increasingly turning to find social media influencers
for product recommendations and solutions. As a result, more and more companies are turning
to influencer marketing to take advantage of these trends. So, companies need to understand

the effect of social media influencer that influence youth online buying behaviour.

There are relatively few studies on the specific effect of social media influencers influence on
youth online buying behavior, which has prompted this topic to be studied in depth in order to
seek how social media influencers influence youth online buying behavior and how in the

evolving social environment to optimize the company's marketing strategy.
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ABSTRACT

Nowadays, many companies use social media influencer marketing as their marketing strategy.
This is because the rise of social media platforms has led to many people find the product
recommendation and solution through social media influencers. Many companies will find the
social media influencer to endorse their products. Therefore, it is important for company to
know the effect of social media influencers on youth online buying behaviour. This research
aims to study the effect of social media influencer on youth online buying behaviour within the
context of social media influencer marketing in Klang Valley. The independent variables in this
research are subjective norms, identification with influencer, and perceived social proof which
is based on the theory of planned behaviour and social influence theory. The target population
of this research is the youth aged between 15 to 30 years old. Data were collected from 199
youth in Klang Valley and their data were analysed by using Statistical Package for Social
Sciences (SPSS). The findings revealed that the identification with influencer and perceived
social proof have a significant relationship on youth online buying behaviour within the context
of social media influencer marketing in Klang Valley. Overall, this research help to better
understand on youth buying behaviour within the context of social media influencer marketing

in Klang Valley.
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CHAPTER 1: RESEARCH OVERVIEW

1.0 Introduction

This chapter introduces the effect of social media influencers on youth online
buying behaviour at Klang Valley. The research’s purpose is to investigate how
social media influencers affect the online buying behaviour of youth. Besides that,
research background, problem statement, research objective, research questions,

and research significance will be discussed in this chapter.

1.1 Research Background

Nowadays, many people use social media platform and it has experienced a surge
Most of the people have social media, and some people have more than one social
media. Social media is slowly infiltrating into everyone's lives and becoming an
important part of the daily life. According to Kepios team (2023), in the world, 4.95
billion people are active in the vast social media field, accounting for 61.4% of the
total global population. As time goes by, social media users continue to surge. The
data in the past 12 months shows that the number of new users of social platforms
reached 215 million (Kemp, 2023). This equates to 6.8 new users joining social
media every second. Facebook, YouTube, WhatsApp, Instagram, and WeChat rank
in the top five respectively among many social media platforms which based on

their monthly active users (Dixon, 2023).
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Figure 1.1: Top 5 Social Media Platforms
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The proliferation of social media platforms has resulted in a surge in the quantity of
individuals who are now considered social media influencers. Different from the
traditional celebrities, social media influencers become famous and gain their
followers through social media platform. For example, the social media platform
like TikTok, Facebook, YouTube, etc. Most companies will cooperate with social
media influencers and use their credibility and popularity to reach targeted
customers. The companies leverage the connection and trust between influencers

and followers, turning the followers into consumers.

The data from Shopee shows that 75% of Malaysian online customers rely on
influencers to find solutions and product knowledge (News Hub Asia, 2022). This
illustrates the importance of influencers in the Malaysian market and the
effectiveness of influencer marketing in meeting consumer needs and driving
product sales. As many companies gradually transform traditional marketing
strategies into social media influencer marketing, companies must understand the

factors of social media influencers that affect consumer buying behaviour.

1.2 Problem Definition

2 of 78



FYP

Everyone thinks that social media influencers are a high-paying profession. This is
because social media influencers will share their newly bought luxury cars, big
houses, or their traveling lives in their content, which makes the public think that
being social media influencers can make a lot of money. And this is also true. The
more fans a social media influencer has, the higher the distribution income they will
receive. When companies want to find social media influencers to promote their
products, they will still find social media influencers with more fans even though
the companies need to pay more because they will have higher exposure. According
to a report by Noodou (2023), the advertising expenses of well-known Chinese
social media influencers in Malaysia start at RM 10,000. Take Lizz Chloe and Phei
Yong as examples. Their advertising expenses are about RM 10,000 (Momoco,

2021).

There is a reason why the endorsement fee for influencer marketing is so high. This
is because endorsement of social media influencers can not only help increase
product exposure but also convert their followers into purchasing power. According
to Shopee (2022) found that 75% of Malaysian online consumers rely on social
media influencers when they encounter problems or want to know about a product
(News Hub Asia, 2022). This is because consumers trust the advice and
recommendations of influencers. Besides that, the survey in 2021 showed that 34%
of Malaysian consumers will refer to products recommended by influencers before
making buying decisions on social media (Gross, 2022). This illustrates consumers'
dependence on and trusts in influencers. However, social media influencers still
have some negative effect on consumer buying behaviour. Some consumers feel
that social media influencers do not really use the products they endorse. Consumers
feel that influencers recommend products to earn advertising fees rather than
sincerely finding them useful. These two contradictory results indicate that the
effectiveness and usefulness of social media influencers on youth online buying
behaviour are not fully understood, so further understanding is needed. Beyond this,
the influencer marketing literature related to influencing consumer behaviour has
mostly focused on social media platforms’ general use (Naranjo-Zolotov et al.,

2021), but specific activities’ roles like following social media influencers’ buying
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behaviour have not been further explored, thus further understanding about this is

needed.

Since the age groups of online consumers and followers are concentrated in younger
age groups, we study the effect of social media influencers on the online buying
behaviour of consumers aged 15 to 30 which is youth (Yunus & Landau, 2019).
According to the study in the Malaysian Reserve, 66% of the age group of online
consumers is between 18 and 34 years old. This data is one of the reasons why we

focus our research on youth (Suhaidi, 2022).

1.3 Research Questions

1.3.1 General Question

What is the effect of social media influencers on youth online buying

behaviour within the context of social media influencer marketing in Klang

Valley?

1.3.2 Specific Questions

1. How do subjective norms affect the youth online buying behaviour

within the context of social media influencer marketing in Klang Valley?
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How does identification with the influencer affect the youth online
buying behaviour within the context of social media influencer
marketing in Klang Valley?

How does perceived social proof affect the youth online buying

behaviour within the context of social media influencer in Klang Valley?

1.4 Research Objectives

1.4.1 General Objective

The main objective of this research is to study the effect of social media

influencer on youth online buying behaviour within the context of social

media influencer marketing in Klang Valley.

1.4.2 Specific Objectives

1.

To study the relationship between subjective norms and youth online
buying behaviour within the context of social media influencer
marketing in Klang Valley

To study the relationship between identification with the influencer and
youth online buying behaviour within the context of social media
influencer marketing in Klang Valley

To study the relationship between perceived social proof and youth
online buying behaviour within the context of social media influencer

marketing in Klang Valley
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1.5 Research Significance

This research is of great significance in today's digital age. With the rapid growth
of social media, many social media influencers have appeared, and these social
media influencers have affected youth buying behaviour. Most of the consumers’
buying behaviour rely on the suggestion of social media influencer. Therefore,
many companies’ marketing strategies more focus on social media. They will find
the social media influencer endorsing and advertising their product or find a social
media influencer to sell their product during a live stream. This research will help
the company understand how social media influencers affect youth buying
behaviour. Thus, the companies can optimize their marketing strategies for the

market.

1.6 Conclusion

After the research purpose is determined, the research direction is also determined
and established. Research significance establishes the usefulness of the study and
its contribution to the companies. In the following chapter, the proposed conceptual

framework and variables will be further reviewed.
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CHAPTER 2: LITERATURE REVIEW

2.0 Introduction

This chapter is to explain the concept of social media influencer and social media
influencer marketing as well as the theory related to youth online buying behaviour
and social media influencer marketing. Besides that, this chapter also explains the

conceptual framework.

2.1 Social Media Influencer

Social media influencers are people who have many followers on social media like
Instagram, YouTube, TikTok, etc. Social media influencers gain followers through
their knowledge, personality, and expertise in specific areas. They regularly publish
posts and videos about their profession or daily life on social media and attract many

social media users to pay attention to their views.

Social media influencer has categorised into 4 types which are mega influencers,
macro influencers, micro influencers, and nano influencers. First up, there are mega
influencers. Mega influencers have a big following on social media. Their followers
are more than a million people. Most of the mega influencers are the celebrities like
movie stars and athletes who have become famous offline. However, still have a
part of mega-influencers have gained large followings through their social or online
activities (Geyser, 2023a). Next are the Macro-influencers. Social media influencer

have between 100,000 and 1 million followers is categories as Macro-influencers.
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Macro-influencers are divided into two types. The first type is B-level celebrities,
which are artists with relatively low popularity. The second type is the successful
online expert. The number of Macro-influencers is very large, so it is easier for
companies or brands to find influencers who are willing to cooperate with them.
Therefore, most of the companies usually look for Macro-influencers to cooperate

(Geyser, 2023a).

The third type of social media influencer is Micro-influencers. Social media
influencer who have 10,000 to 100,000 followers is categories as Micro-influencer.
They are people popular for their knowledge of certain areas of expertise. As a result,
they usually gain a large social media following among enthusiasts in the field. This
type of influencer has fewer followers but has high engagement and a good
relationship with their followers. Not only that, but micro-influencers are also wary
of collaborating with companies or brands. This is because if they recommend
products that are inappropriate or harmful to their followers, this can harm their
relationship with their followers (Geyser, 2023a). The last one is a recently
recognized new type of influencer, Nano influencers. They have anywhere from
1,000 to 10,000 followers. These people are usually experts in some complex or
highly specialized field. Therefore, their followers are enthusiastic and willing to
interact with nano-influencers and listen to their opinions. Many brands think nano-
influencers are irrelevant to their products, but for companies that produce niche

products and are highly specialized, they can be very important (Geyser, 2023a).

2.2 Social Media Influencer Marketing

The cooperation between a brand or company and a social media influencer to
promote the brand or company's products is known as social media influencer
marketing (McKinsey & Company, 2023). A brand or company will find a social
media influencer that fits with their product to promote the product. Social media

influencers will integrate the products they cooperate with into their daily videos or
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shoot a video specifically to recommend the product. Some social media influencers
will also introduce products in their social media post by including the ingredients
and benefits of the product and recommending it to their followers. In the past five
years, the influencer marketing market size has continued to increase worldwide. In
2019, the influencer marketing market size worldwide was 6.5 billion U.S. dollars.
It was 9.7 billion dollars in 2020, 13.8 billion dollars in 2021, and 16.4 billion
dollars in 2022, respectively. In this year, year 2023, it reached 21.1 billion U.S.
dollars (Dencheva, 2023). In addition, the expectation of influencer marketing
market size worldwide in the year 2028 is to increase to 84.8 billion U.S. dollars
(Geyser, 2023b). It is precisely because of the growth of influencer marketing
market size worldwide that many companies' marketing strategies now focus more

on influencer marketing, and Malaysia is no exception.

The evidence that influencer marketing is feasible for Malaysian citizens is the
amount of time Malaysian Internet users spend roaming on the Internet every day.
The study found that approximately 26.8 million users in Malaysia spend 2 hours
and 47 minutes on the Internet every day, which means that Malaysian social media
users spend nearly 20 hours using social media in a week (Husain & Husin, 2023).
Not only that, but Malaysia also ranks sixth among the countries most addicted to
the Internet and social media (Lifestyle Asia Kuala Lumpur, 2022). These data
prove that Malaysians are very dependent on and frequently use social media. This
is one of the reasons why many companies use social media influencer marketing.
Since Malaysians frequently use social media, companies can effectively and easily
reach many potential customers by using social media influencer marketing. The
high data on Malaysians’ Internet usage, Malaysians’ dependence on social media,
and ranking of social media addiction, these factors prove the feasibility of

influencer marketing in the Malaysian market.

2.3 Theory of Planned Behaviour
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The theory of planned behaviour is a cognitive theory proposed by Ajzen in the year
1985 which states that individuals predict their decision to engage in a specific
behaviour based on their intention to engage in that behaviour. There have three
variables that determine consumer buying behaviour: subjective norms, personal
attitude, and perceived behavioural control (Brookes, 2023). First, personal attitude.
This variable describes an individual's positive or negative attitude toward a specific
behaviour. This attitude is based on personal values, knowledge, and beliefs. For
example, some people think that smoking is relaxing and pleasurable, but some
people think that smoking will affect their health and increase unnecessary financial
expenses. If individuals' attitudes toward smoking are positive, they will engage in
the behaviour and vice versa. The second is subjective norms. This variable
describes an individual's perception of others regarding a specific behaviour
(Brookes, 2023). For example, family and friends' opinions about smoking may
influence an individual's attitudes and intentions toward smoking. When family and
friends feel that smoking is bad behaviour, individuals will also feel that smoking
is bad behaviour and will not participate in this behaviour. Finally, there is perceived
behavioural control (Brookes, 2023). This variable describes the belief of individual
that he or she can control a specific behaviour. This depends on their perception of
internal factors and external factors. Internal factors mean their abilities and
determination while external factors like resources or support they receive. For
example, a smoker doesn't believe he can quit, so the more times he fails to quit,

the less likely he is to try to quit later.

For the theory of planned behaviour, only one variable was used in this research
which is subjective norm as the first independent variable. This is because other
research has shown that personal attitudes and perceived behavioural control are
positively related to online purchase intentions. However, some research showed
positive relationship between subjective norm and online purchase intention while
some research have shown that subjective norms are negatively related to online
purchase intention. Therefore, subjective norms are selected and used in this

research for further study.
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According to Table 2.1, most of the research will use theory of planned behaviour
as their theory as long as the research are related to purchase intention or buying
behaviour. So, this research is no exception, theory of planned behaviour was

chosen as the theory of this research.

Table 2.1 Theory Used in the Research that Related to Purchase Intention

Research Title Year Theory used
Application of  the | 2016 Theory  of  planned
extended  theory  of behaviour

planned behaviour model
to investigate purchase
intention of  green

products among Thai

consumers
Analysis of the effective | 2014 Theory  of  planned
factors on online purchase behaviour

intention through theory

of planned behaviour

Exploring purchase | 2017 Theory  of  planned
intention of  green behaviour

skincare products using
the theory of planned
behaviour: Testing the
moderating effects of
country of origin and

price sensitivity

Elucidating the effect of | 2020 Theory  of  planned
antecedents on behaviour
consumers' green

purchase intention: an
extension of the theory of

planned behaviour
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2.4 Social Influence Theory

Social influence theory was a framework for understanding how people are affected
by the environment around them that was developed by Herbert Kelman. The three
types of social influence in social influence theory include internalization,
identification, and compliance (Mcleod, 2023). The first type of social influence is
compliance. Compliance is when a person does what is required, like a person who
agrees with everyone's ideas in public, but privately has a different view than others
(Mcleod, 2023). For instance, when a group of friends go to the movies, most of
them like comedy movies but a small number of people like action movies. People
who like action movies will still choose to watch comedy movies with everyone
and agree with everyone that comedy movies are good, but privately they have
different opinions and would rather watch action movies. This shows that everyone

will abide by the preferences and choices of the large group in public places.

The second type of social influence is identification, which refers to a person or a
group effect on a person. When a person believes that they are related to or similar
to a person or group, they will follow that person or group (Mcleod, 2023). For
example, when every friend of an individual recommends a newly released movie,
even though the individual is not very interested in it at first, because friends keep
recommending and discussing it, the individual begins to feel that he should watch
the movie because he hopes to understand their perspectives and opinions and

discuss the plot together.

The last thing is internalization. Internalization is the process by which a person or
group adopts their own attitudes, behaviours, or values. When a person comes to
believe that the values of a person or group are correct, he/she will be influenced to

follow the behaviours or attitudes of those whom he/she believes to have the correct
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values (Mcleod, 2023). For example, in a family, parents have always emphasized
that respecting others is a very important value and have always demonstrated to
their children how to respect others. Over time, children will internalize this value

and respect others whether in public or private.

Lastly, the second independent variables, identification with social media
influencers is based on identification and internalization variables from social
influence theory. When youth identify with a social media influencer, they will think
that what he/she does is right. So, whenever a social media influencer recommends
a product to them, they will also follow the social media influencer to buy that
product. Perceived social proof as the last independent variable is based on the
variable from social influence theory which is compliance. When youth see a lot of
people like, share and leave positive reviews on a social media influencer’s post
recommending a product, they will want to buy the product. This is because they
think those likes, shares, and positive reviews are people who have purchased the

product and think it is useful.

According to table 2.2, research on social media influencers will use social
influence theory. Not only that, but research on social media influencers will also
have the keyword social influence. Therefore, in this research, social influence

theory was selected as the second theory.

Table 2.2 Theory Used in the Research that Related to Social Media Influencer

Research Title Year Theory used
The influence of social | 2023 Social influence theory &
media influencer (SMI) TEARS model

and social influence on
purchase intention among

young consumers
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Can social media | 2021 Social influence theory,
influencer (SMI) power market signaling theory,
influence consumer and consumer
brand attitudes? The socialization

mediating role of

perceived SMI credibility

2.5 Conceptual Framework

Subjective Norms

Youth online buying
behaviour within the
context of social
media influencer
marketing in Klang
Valley

Identification with
social media influencer

Perceived Social Proof

This conceptual framework shows the relationship between independent variables
and dependent variables. For the research, the independent variables include
subjective norms, identification with the influencer, and perceived social proof. The
dependent variable is youth online buying behaviour within the context of social
media influencer in Klang Valley. These independent variables affect youth online
buying behaviour within the context of social media influencer marketing in Klang

Valley.
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2.6 Conclusion

In conclusion, this chapter discusses the four types of social media influencer and
the growth of social media influencer marketing Besides that, this chapter also
discuss the theory of planned behaviour, and social influence theory which used in
this research. This chapter also provides the conceptual framework to study the
relationship of subjective norms, identification with social media influencers,
perceived social proof and youth online buying behaviour within the context of

social media influencer marketing in Klang Valley.
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CHAPTER 3: RESEARCH METHODOLOGY

3.0 Introduction

This chapter will cover the hypothesis development and research design. This
chapter also will discuss the sampling design which include the target population,
sampling frame used, sampling technique, and sample size. Besides that, the
method of data collection, pilot test and the proposed data analysis also will be

explained in this chapter.

3.1 Hypothesis Development

3.1.1 Relationship between subjective norm and youth online
buying behaviour within the context of social media

influencer marketing in Klang Valley

According to the theory of planned behaviour, subjective norms have a
significant effect on youth online purchasing behaviour through social
media influencer marketing. Subjective norms represent the perceived
social expectations or pressure that individuals feel to engage in specific
behaviors. (Ham et al., 2015). Young people develop purchase intentions
when they believe their peers or social media influencers want them to buy
something. Nor and Pearson (2008) stated that as subjective norms, friends,

family, and coworkers have a positive effect on personal online shopping.
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For example, if a social media influencer that an individual likes creates a
popular and fashionable image related to a pair of sneakers, and friends and
family around that individual also follow this trend and purchase the pair of
sneakers, then in this case, the individual perceives a subjective norm,
meaning the individual feels pressure or expectation from the influencer and
her friends to use the sneakers. Due to this social influence and the positive
attitude of influencers and peers, the individual decides to purchase this
sneaker because the individual will feel that it fits the social circle and is in
line with what is popular in the social circle. In addition, Chuchinprakarn
(2005) proved that subjective norms and youth online buying behaviour
have a positive relationship which means subjective norms will affect youth
online buying behaviour, but the effect is small compared with other
variables. Taylor and Todd (1995) also state that subjective norms greatly
influence consumers' online shopping behaviour. According to multiple
studies, the opinions and social pressure of friends and family are the main
factors that affect the buying decision or buying intention of consumers.

(Dean et al., 2012; Ha & Janda, 2012).

Therefore, it is reasonable to assume that there is a positive relationship
between subjective norms and youth purchasing behaviour in social media
influencer marketing. The greater the social pressure brought by subjective
norms, the stronger the adolescents' buying behaviour (Ajzen, 1991). This
relationship is consistent with subjective norms in the theory of planned
behaviour, which is that when people feel that others around them like the

same item, people will also be interested in the item.

H1: There is a significant relationship between subjective norms and youth
online buying behaviour within the context of social media influencer

marketing in Klang Valley.
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3.1.2 Relationship between identification with the influencer
and youth online buying behaviour within the context of

social media influencer marketing in Klang Valley

According to social influence theory, in influencer marketing, identification
with social media influencers has a great effect on consumer purchasing
behaviour. Consumers' identification with social media influencers based on
factors such as the influencer's expertise, attractiveness, and credibility
(McCracken, 1989; Ohanian, 1990). Lou and Yuan (2019) also mentioned
that during the promoting products and services process, influencer
credibility is crucial. Their credibility depends on how social network users
perceive them. (Spry et al., 2011) also demonstrated that influencers with
high credibility have a positive effect on consumer attitudes toward
advertising. Data shows that consumers are more likely to try a brand’s
products if they are endorsed by the influencers they follow. In addition, the
things recommended by influencers are useful, and the good character of the
influencers themselves can gain them recognition from consumers, which
will make it very easy for them to turn followers into purchasing power. This
is because customers’ attitudes and purchasing choices are heavily
influenced by the credibility of the influencer. (Chakraborty & Bhat, 2018;
Chin et al., 2020). The more of these characteristics an influencer exhibits,
the greater his influence on social network users and the greater his

followers' desire to purchase.

Therefore, it is reasonable to assume that there is a positive relationship
between influencer endorsement and consumer purchasing behaviour in
influencer marketing. In particular, the more consumers identify with an
influencer, the more likely they are to follow the influencer’s
recommendations to purchase a product. This relationship is consistent with
the social identity mechanism of social influence theory, which states that
people are more likely to follow the actions of those they consider to be

members of their group.
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H2: There is a significant relationship between identification with social
media influencer and youth online buying behaviour within the context of

social media influencer marketing in Klang Valley.

3.1.3 Relationship between perceived social proof and youth
online buying behaviour within the context of social media

influencer marketing in Klang Valley

Through influencer marketing, perceived social proof can have a significant
effect on young people’s buying behaviour. Perceived social proof refers to
consumers’ perceptions based on the opinions of others. Cheung and
Thadani (2012) found that perceived social proof positively affects
consumer attitudes and purchase intentions for products advertised on social
media platforms. Similarly, Lu, Chang, and Chang (2014) found that
perceived social proof significantly affects online purchasing behaviour.
When consumers perceive that others use, praise, and support a product,
they may increase their recognition and purchase intention of the product or
service. For example, young people may evaluate the quality of a product
and purchase it based on comments and likes on recommended videos or
posts posted by social media influencers (Xu et al., 2017). If some
consumers purchase a product recommended by a social media influencer,
most consumers will post comments to agree or refute the social media
influencer’s recommendation. When young people see videos and posts
about products recommended by social media influencers and receive
positive reviews, they develop a desire to purchase (Mudambi and Schuff,
2010). Not only that, when people search for products, they usually look for
many similar products and read their customer reviews, and in the end, they
choose to buy the product with the highest reviews. This is because reviews

and ratings are important sources of information for consumers about
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products (Lackermair et al., 2013). Similarly, Bae and Lee (2011) also
concluded that product reviews from social media have an important effect
on consumers seeking product information and reviews and this is the most

credible conclusion for them.

Therefore, it is reasonable to assume that there is a positive relationship
between perceived social evidence of influencer marketing and consumer
buying behaviour. The more positive reviews the product recommended by
the social media influencer has, the higher the youth’s purchase intention.
This relationship corresponds to internalization in social influence theory,
in which when an individual comes to believe that an individual's or group's
attitudes, values, or behaviours are correct or valid, the individual will

follow their behaviour.

H3: There is a significant relationship between perceived social proof and
youth online buying behaviour within the context of social media influencer

marketing in Klang Valley.

3.2 Research Design

Research design is a plan used to carry out a study (Marczyk et al, 2010). Research

design also is a framework to collect and analyse the data and information based on

the research objectives (Sileyew, 2019). The types of research design can be

categorised into two main types which are qualitative research and quantitative

research. Qualitative research is typically conducted using open-ended interview

questions and verbally stated observations while quantitative research uses

statistical methods (Marczyk et al, 2010). The most common methods used in this

kind of study are questionnaire, surveys and experiments (Craighead et al, 2011).

The type of research design that used in this research is quantitative research. The
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data collected through past literature and research serve as the basis in this research,
and then the relationship between variables is further studied through questionnaire.
The questionnaire conducts from 19 March 2024 until 5 April 2024. The total

respondents collected through the questionnaire is 215.

Quantitative research has categorised into four main types which are descriptive,
correlational, causal-comparative, and experimental research. The objectives of this
research are to study the relationship between subjective norms and youth online
buying behaviour within the context of social media influencer marketing in Klang
Valley, to study the relationship between identification with the influencer and
youth online buying behaviour within the context of social media influencer
marketing in Klang Valley, and to study the relationship between perceived social
proof and youth online buying behaviour within the context of social media
influencer marketing in Klang Valley. Therefore, the correlational method is
suitable for this research. This is because the correlational method is used to

evaluate the relationship between two or more variables (Seeram, 2019).

3.3 Sampling Design

The strategy to select a sample that is used by the researchers from a certain
population is known as sampling design (Guest, 2014). It is important for the

researcher to select or use a reliable and suitable sampling design for their research.

3.3.1 Target Population
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The group of people on whom the study is conducted, and conclusions made
is known as the target population. (Pentz, 1994). For this research, the target
population is the youth. Youth is the people aged 15 to 30 years old. The
youth was chosen as the target population for this research because this
research focuses on online buying behaviour and 66% of the age group of

online consumers is between 18 and 34 years old (Malaysian Reserve, n.d.).

3.3.2 Sampling Frame Used

The list of items by the researcher from which a sample is taken is known
as sampling frame (Guest, 2014). The respondents of this research are the
youth aged between 15-30 years old at Klang Valley. The Klang Valley is a
highly urbanized area, so this can promote a lot of online participation
among young people. Not only that, studying this group of people provides
a unique opportunity to understand the online purchasing behaviour of
young people influenced by social media influencer in a bustling urban

environment.

3.3.3 Sampling Technique

Convenience sampling used as the sampling technique in this research.
People or elements in the sample are selected based on their accessibility
and availability (Qualtrics, 2023). The survey will be distributed to those
willing to fill in the questionnaire in Klang Valley. Convenience sampling is
the most straightforward method because it requires minimal planning and

can therefore be implemented quickly.
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3.3.4 Sample Size

The sample size is the number of participants in the research and involved
in the questionnaire. Most of the research uses G Power to calculate the
sample size, and so does this study (Kang, 2021). In this research, the
minimum sample size that G Power calculated is 119 and the actual sample
size that had been collected is 215. But the actual sample size used to analyse
the data is 199. Data from 15 respondents are excluded because they are not
the target population. Some of them are over 30 years old or are not from
the Klang Valley. There is one respondent are excluded because its outlier,
case number 150. The purpose of remove outliers is to improve the accuracy

by reducing variance, bias, and error (Rayana, 2016).

Figure 3.1: Sample Size Calculated by G Power
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3.4 Data Collection Methods

Research will use primary data or secondary data to answer hypotheses and research
questions. Primary data refers to the original information collected first hand by the
researcher themselves while the secondary data encompasses information that has
already been collected and possibly analysed by other researchers or organizations
for purposes other than the current research project (Kumari, 2022). Research can
obtain primary data through survey, questionnaire, and personal interview while
secondary data is obtained through government publications, websites, and journal

articles.

This research collects primary data and the method of collecting data is through
questionnaire. The target group of this research is the youth of Klang Valley. This
questionnaire has a total of 4 sections, namely Section A, Section B, Section C, and
Section D. For the section A in this research is about demographic information of
respondents like gender, age, race, highest education level, and current living area.
Section B, C and D are about subjective norms, identification with the influencer,
and perceived social proof. Finally, the data of respondents which collected through
the questionnaire will be analysed usin