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ABSTRACT

Nowadays, the number of social media influencers is growing substantially, leading
many corporations to employ influencer marketing as a marketing communication
method to raise brand awareness, attract customers’ attentions, and enhance public
social engagement. This study aims to examine how influencer marketing affects
Malaysian Gen Z consumer intentions in purchasing fashion and beauty products. By
utilizing the Theory of Reasoned Action (TRA), this study investigates the impacts of
independent variables, including attitudes towards influencer marketing (IVV1) and the

subjective norms (IV2), on Malaysian Gen Z consumers’ purchasing intentions (DV).

A quantitative research methodology was applied in this research, and a data set was
obtained from 385 respondents via online questionnaire by using snowball sampling
method. The findings showed a strong relationship between attitudes towards
influencer marketing and the subjective norms with the Malaysian Gen Z consumers
purchasing intentions, supporting H1 and H2, respectively. These findings also
enhance the understanding while providing theoretical and practical implications for
both future researchers and fashion and beauty-related marketers and companies.
However, this study faced a few limitations, including the lack of generalizability and
unexplained variables. These limitations offer opportunities for future research to
investigate deeper into the principles of influencer marketing and its impact on

consumer behaviours.

Keywords: Influencer Marketing, Purchasing Intentions, Gen Z, Fashion and Beauty

Industry, TRA model, Attitude, Subjective Norms, Malaysia.

Subject Area: HF5410-5417.5 Marketing. Distribution of products
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CHAPTER 1: RESEARCH OVERVIEW

1.1 Research Background
1.1.1 Influencer Marketing

The presence of social media influencers is getting increasingly prevalent as a
result of the rapid growth of social media, this results in a significant impact on
customers’ perceptions, beliefs, preferences, choices, and decisions. Influencers
marketing has evolved since social media influencer initially appeared in the
early 2000s, growing from a home-based hobby to a profitable full-time
profession (Joshi et al., 2023). Vidani and Das (2021) stated that most
companies have increased their investments in digital marketing and social
media since they are aware that there are about 80% of people use the internet
in the developed countries. Marketing companies have therefore decided to
create a campaign which involves customer engagement in order to get the
desired result. Considering up to 40% to 50% of consumers across different
product categories read reviews from social media platforms, more marketers
start to embrace social media marketing in interacting with their customers.
Consequently, the concept of influencer marketing emerged. Influencer
marketing is the term for marketing communications where influencers
advertise brands using their personal social media accounts (Geyser, 2019).
According to Belanche et al. (2021), with the rise of social media platforms,
influencers is known as the opinion leaders of new generation that occupying
the space between friends and celebrities. On top of that, influencers can also

be characterized as self-made “microcelebrities” (Evans et al., 2017).

According to Dhanesh and Duthler (2019), influencers and celebrities are
conceptually different from one another. Influencers are "born™ on social media,

in which they cultivate their primary activities, while celebrities are recognized
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for their interactions apart from social media (Schouten et al., 2019). Today, the
fame and prominence that the social media influencers have gained are helping
in the advancement of their careers in mainstream media, such as the movie and
TV sectors (Joshi et al., 2023). Influencers are well-known specialists in their
fields with sizeable social media followers, their recommendations represent a
form of social proof about the brand to prospective customers (Sheikh, 2023).
As a result, influencers who have large followings can act as strong
ambassadors for a brand or a company by consistently sharing informative
content on social media to gain awareness while developing an extensive
number of valuable prospects (Liu, 2021). Since it gained popularity in the last
decade, the influencer marketing industry has experienced significant growth.
Based on Benchmark Report 2023 from Santora (2023), it stated that the market
for influencer marketing has expanded to $21.1 billion in 2023. Compared to

$16.4 billion in the previous year, this is a remarkable 29% growth.

1.1.2GenZ

Gen Z dominates nearly all of the world's population with over two billion
people globally (Nugroho et al., 2022). According to the Department of
Statistics, there were about 8.476 million Gen Zers in Malaysia during 2019,
which represents 26% of the total 32.6 million people living in Malaysia,
making them the largest age group (Vincent & Ahmad, 2021). Gen Z is the
generation born in the 1990s and raised during the 2000s, enduring the century’s
major technological revolutions. They experience a world where the internet,
networks, mobile devices, computers, and digital media are all readily
accessible (Dolot, 2018). According to (Benitez-Marquez et al., 2022),
Generation Z referred to the people who were born in the period from the mid-
1990s to the early 2010s. Although the exact birth years can vary among authors,
the most common range is from 1995 to 2010. There are many other names for

Gen Z, such as iGeneration, Gen Tech, Net Gen, and Digital Natives (
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Nidhyananth & Vanathi, 2018). It was also known as C Generation, which

represented “connected to the internet”, “computerized”, “content-centric”, and

“changing” (Dolot, 2018).

Researchers point out that both virtual and actual environments can be
acceptable for Generation Z. They are able to switch effortlessly between these
two environments since they perceive them as complementary. This situation
has allowed Generation Z to discover and evaluate the information they want
easily and rapidly (Dadi¢ et al., 2022). The communication process between
Gen Z is very active since they use a wide range of communication devices and
social media. They express their ideas and attitudes by having comments about
reality, environment, and their surroundings (Dolot, 2018). More broadly, this
connection has encouraged young people to get together and discuss worldwide
topics including movies, music, celebrities, fashion, cuisine, entertainment, and
social trends (Dadic¢ et al., 2022). According to Morning Consult Survey 2022,
54% of Generation Z indicated that they use social media for at least four hours
per day, while 38% said they spend even more time there. TikTok, Instagram,

and YouTube are the online platforms they utilize the most (Alves, 2023).

1.1.3 Fashion and Beauty Industry

According to Mobile Styles - Beauty & Health On-Demand (2018), beauty is a
positive trait that is valued all over the world. For most people, being beautiful
means leading a fulfilling, balanced, and healthy lifestyle that appeals to their
highly aesthetic and visual senses. Beauty focuses more on the visual perception
of the entire appearance, while fashion is the ideal complement to the looks by
selecting the appropriate apparel, accessories, and footwear. As one of the
biggest sectors worldwide, fashion plays a vital role in the global economy.
According to Euromonitor, the global apparel market was valued at $1.71

trillion in 2021, rising 18.1% from the previous year (Fashion United, 2022).
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On the other side, the worldwide beauty marketplace, which comprises the
categories of skincare, perfume, cosmetics, and haircare, brought in revenue of
nearly $430 billion during 2022, that is projected to grow up to over $580 billion
by 2027 (Mckinsey & Company, 2023). Fashion and beauty industries are
interrelated that focus on the enhancement of people's physical appearance and
self-expression. Fashion is the styles, patterns, and trends in apparel,
accessories, and footwear while beauty is the products and services related to
skincare, haircare, and grooming. Since both fashion and beauty are centered
around the concept of individual expression and style, they are strongly
interconnected (Talhajaved, 2023). On top of that, most well-known fashion
brands have their own beauty lines. People who are interested in fashion also

like beauty, and vice versa (Graziano, 2018).

According to Frith (2014), women have enhanced their beauty with paints and
potions for centuries. Until the 20th century, multinational firms and their
advertising agencies effectively capitalized on women's interest in beauty and
appearance to gain profit. Nowadays, a few multinational firms generate a
significant amount of the beauty products that are sold globally. In terms of
beauty branding, the US and France have dominated the world. Globally, the
top two cosmetic brands account for more than one-fifth of all beauty product
sales, which are Procter & Gamble and L'Oreal. The history of the fashion
industry begins in 1826. Charles Frederick Worth, the world's first fashion
designer, founded his fashion company in Paris and started the practice of
fashion houses advising customers on what to wear. During this period, some
fashion businesses began hiring artists to make patterns for clothing. After
viewing the patterns, customers can place an order if they like them (Fashion
Law Journal, 2022). Before the mid-19th century, nearly every clothing was
created in hand by people at home or on orders from tailors. Due to the invention
of emerging technologies such as the sewing machine, the growth of the
industrial production system, and the development of department stores and

other retail establishments, clothing was produced in large quantities in
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standard sizes and sold for standard prices in the beginning of the 20th century
(Steele & Major, 2018). The top 5 global fashion companies are LVMH, Nike,
Christian Dior, Inditex, and TJX Companies (Lu, 2024).

1.2 Research Problem
1.2.1 Influencer Marketing

Influencer marketing, as we can see today, is currently the most dominating
force in the thriving marketing world. Brands are now taking advantage of
influencers such as people among us who have a massive fan base on social
media for interaction with their audiences. Influencers in the present days are
seen advertising products on social media channels such as XiaoHongShu,
YouTube, Tik Tok, and Instagram, etc. These days, consumers want to hear
about what other consumers and influencers think before taking an informed
decision. Inevitably, therefore according to Chopra et al. (2020), influencers are
contributing significantly to the formation of customer’s opinions of the
branded products and services. A past study indicated that consumers were
found to have more trust and respect for influencers as opposed to traditional
avenues thereby favouring their recommendations (Berger & Keller Fay Group,
2016). Moreover, influencers tend to seem more trustworthy or credible than
traditional celebrities since they are perceived as being closer to their target
audience (Lou & Yuan, 2019)(Sokolova & Kefi, 2019). As a result, followers
frequently look for or rely on social media influencers’ recommendations when
making decisions about what to purchase, underscoring the importance and
possible negative effects (Casal6 et al., 2020). Their recommendations or
encouragement may also assist brands in reaching a wider audience and creating
leads (Santora, 2024). Approximately 58% of Malaysians bought a product
because an influencer recommended it (Statista Research Department, 2023).

Compared to more traditional marketing methods, social media influencers are

becoming recognised as one of the most successful and powerful promotional
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marketing strategies (lrshaid, 2020). Influencer marketing is growing in
popularity as a result of the pandemic's widespread spread, changes in
consumers' purchasing habits, significant technological advancements, and the
online world's savvy approach to the marketing and selling of goods and
services. They follow influencers on these platforms who captivate them with
their artistic creations, which include beautiful photos, films, information,
abilities, and experience in a certain sector. The content creators successfully
achieve this by maintaining a friendly profile to which the audience can relate.
They build long-standing relationships by being trustworthy, believable, and
relatable. Of course, the most important than that is the fact that these is non
celebrities but ordinary people who has gained and familiarized with a
particular field of expertise. While the proportion of traditional marketing, such
as radio, print, and TV commercials, is gradually declining as businesses dive
deeper and deeper into influencer marketing, they are gradually becoming more
acquainted with and cognisant of the benefits that this type of advertising can
provide. Regarding the effectiveness, 90% of marketers think influencer

marketing is effective (Dimitrieska & Efremova, 2021).

1.2.2GenZ

A consumer trends survey conducted by Santiago in 2024 revealed that 31% of
social media users said they would rather hear about new products from an
influencer they follow than from any other source or channel. Customers in
Generation Z (43%), in particular, are particularly likely to favour influencers
while looking for new products. Out of all the generations, 32% of Gen Z social
media users made a purchase based on a recommendation from an influencer.
This suggests that, in comparison to customers in other generations, Gen Z
customers are far more likely to be influenced by recommendations from

influencers (Santora, 2024).
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Moreover, Generations Z has the highest population size by far, almost the
entire population globally with 1.9 billion in total (Nugroho et al., 2022).
According to data from Department of Statistics, Gen-Z accounted for 8.476
millions of Malaysia's 32.6 million inhabitants in 2019, or almost 26% of the
country's total population (Vincent & Ahmad, 2021). The digital revolution
reshaped the life of every generation and the social interaction especially for
Gen Z. The development of social media, the Internet, and smart devices
brought about new ways of living that altered how we communicated and made
decisions about our purchases (Ninan et al., 2020). Gen Z is very convinced that
influencers are just normal and they treat them rather as trusted and reliable
personalities than celebrities (Martinez-Lopez et al., 2020). Furthermore, the
market researcher Kantar (2020) discovered that 44% of Gen Z customers are

just buying a product because of an influencer’s approval (Pradhan et al., 2022).

1.2.3 Fashion and Beauty Industry

Fashion and beauty sectors have seen a significant growth on social media. This
is because social media has made physical appearance more important,
particularly since the selfie phenomenon has become the trend on Instagram
during the past ten years. Millions of people show their newest hairstyles, outfit
styles, and beauty routines on their social media (Schwarz, 2022). Currently,
influencer marketing is used by almost 60% of fashion and beauty companies,
and 21% more plan to use it in the coming year (Simpson, 2016). Beauty
industry was one of the first to embrace influencer marketing since those beauty
professionals started posting lessons and sharing about their favourite products
on YouTube. Therefore, companies are pleased to support and offer skincare,
cosmetics, and haircare products for the long-form beauty videos on YouTube,
which are still very popular nowadays. Influencers have been sharing their
favourite products for the past few decades through sponsored content, affiliate

marketing, and real product reviews. The amount of this content has grown
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significantly on social media sites like Instagram, TikTok and XiaoHongShu.
Another reason beauty industry utilized influencer marketing is that it performs
well in visual media, and beauty is visually appealing (Geyser, 2024). The
fashion sector also has a significant presence in social media, similar to the
beauty sector. Through posts or reels that include tagging from each brand and
occasionally even affiliate links, the lifestyle influencers commonly broadcast
their OOTDs (Outfit of the Day) on Instagram (USA Link System, 2022).

Fashion and beauty companies spend a lot of money on celebrities and TV
models to appear on magazine covers, billboards, and television commercials to
introduce new collections or advertise new products (EOS Intelligence, 2020).
Although these attempts were successful, new marketing strategies are
developed as technology advances. Hence, majority of companies are moving
towards digital media and collaborating with influencers since they have
realized how time-consuming it is to promote products through traditional
channels (Valentina & Ramona, 2020). There are some successful influencer
marketing cases; for instance, H&M engaged in discussions with customers on
Instagram in 2018 in order to generate new ideas for its Nyden brand. H&M
collaborated with nine influencers who polled their followers on Instagram
stories to find out their preferences for particular designs, like utilizing zippers
instead of buttons. These polls received 35,000 votes and over 425,000 viewers

in a period of two weeks (Dua, 2018).

1.3 Research Objectives

In general, this research intends to examine the impact of influencer marketing on
Malaysian Gen Z consumers’ purchasing intentions towards fashion and beauty
products. In detail, this research aims to examine the impact of Malaysian Gen Z
consumer attitudes about influencer marketing on purchasing intentions for fashion and

beauty products. Additionally, this research seeks to examine the influence of
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subjective norms on Malaysian Gen Z consumers purchasing intentions towards

fashion and beauty products.

1.4 Research Questions

How does influencer marketing affect the purchasing intentions of Malaysian Gen Z

consumers towards fashion and beauty products?

How does the attitude of Malaysian Gen Z consumers towards influencer marketing

impact their purchasing intentions for fashion and beauty products?

How do subjective norms influence the purchasing intentions of Malaysian Gen Z

consumers towards fashion and beauty products?

1.5 Research Significance

Influencer marketing has typically been investigated in the past studies to discover how
it affects customer purchasing decisions. For instance, consumers’ purchase decisions
will be influenced by social media influencers’ credibility and reliability. Nevertheless,
this research explored different areas from the past studies. There are past studies about
the impact of influencers on online purchasing intention by Lisichkova and Othman
(2017), the influence of influencer marketing on young customers’ buying behaviour
by Gelati and Verplancke (2022), and the effect of social media influencers on
Malaysian females’ purchase intention towards pet products by Liew et al. (2021).
Compared to these existing studies, this research focuses on the impact of influencer
marketing on Malaysian Gen Z purchasing intentions towards fashion and beauty

products. Hence, this research will be helpful for future academics or researchers as it
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proposes a conceptual model that fills the literature gap by enriching the literature on

fashion and beauty sectors and emphasizing on Gen Z consumers in Malaysia.

Next, this research will also be beneficial for practitioners of fashion and beauty
industries. Recently, influencer marketing has emerged as a highly effective and
popular marketing strategy for most of the businesses, and it is believed that both the
fashion and beauty sectors are perfectly and naturally suited for social media (Ahmad
et al., 2015 & Spencer-Jolliffe, 2022). However, there are drawbacks when
collaborating with social media influencers. For example, certain social media
influencers will abuse their status of authority and request ridiculous things from
companies (Chin, 2018). Furthermore, as they get paid for promoting the brand's
products, some influencers will give fraudulent reviews in order to maintain the
reputation associated with the brand (Chin, 2019). Furthermore, some influencers will
endorse multiple products in the same category, and customers will then begin to
wonder about their reliability and loyalty (Tripp et al., 1994). Several companies have
then found themselves in a dilemma on whether they should keep working with
influencers. Therefore, this research provides companies with a deeper comprehension
of the impact of influencer marketing on the young generation's intentions in
purchasing fashion and beauty products so that they are able to create more innovative

marketing plans to advertise their products.
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CHAPTER 2: LITERATURE REVIEW

2.1 Underlying Theory

The Theory of Reasoned Action (TRA) model refers to a rational choice model that
explores how consumers rationalize their behaviours (Johansen & Guldvik, 2017). It
indicates that an individual’s behaviour is motivated by their intention for carrying out
the action, and this intention is an outcome of their attitude toward the behaviour and
subjective norms (Fishbein & Ajzen, 1975). Martin Fishbein initially suggested it in
1967, and he, along with Icek Ajzen, further developed it in 1975 (Fishbein, 2008). The
TRA model and the Theory of Planned Behaviour (TPB), which is the extension of the
TRA model, shared a common focus. Both theories are cognitive in nature and provide
a conceptual framework for comprehending individual’s behaviour in specific
circumstances (LaCaille, 2013). Specifically, the TRA model focuses on establishing
an observation system of two sets of variables. The variables are attitudes, which are
characterized as favourable or unfavourable feelings toward the fulfillment of a goal,
and subjective norms, which are people's perceptions of their ability to use the product
to accomplish the goal (Salgues, 2016). Individuals are more probable to carry out the
proposed behaviour if they perceive it positively (attitude) and are convinced that
others want them to do so (subjective norm), which will increase their intention
(motivation) (Mimiaga et al., 2009). TRA model helps identify the driving forces
behind consumer behavioral intentions and demonstrates how an intention for a
specific behaviour can impact, explain, or forecast its actual use (Johansen & Guldvik,
2017).

Today, it has become a widely used framework for studying a variety of behaviours,
including decisions made by consumers and by organizations. Its value as a reliable
model for comprehending and forecasting human actions based on attitudes and social

influences is confirmed by its continuing relevance in a number of fields (Yi, 2023).
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Since numerous previous studies on related research topics used the TRA model as the
underlying theory to examine consumers' behavioural intentions, it is appropriate for
this research to use it as well (refer Appendix 2.1). On the other hand, the TPB model
is not suitable for this particular study. According to the research that used the TPB
model (Cabeza-Ramirez et al., 2022; Tiwari et al., 2024), both the attitudes and
subjective norms have significant influences on consumers' purchasing intentions, but
perceived behavioural control has an insignificant impact on them. Therefore, as the
underlying theory of the study, the TRA model would be more precise than the TPB
model. In this research, the TRA model is used to investigate how consumers’ attitudes
and subjective norms relating to influencer marketing affect their intention in

purchasing fashion and beauty products.

Attitudes towards
Act or behavior

Behavioral
Intention

Behavior

Subjective Norm

Figure 2.1 TRA Model (Fishbein & Ajzen, 1975)

2.2 Review of Variables
2.2.1 Attitude Towards Influencer Marketing

The way customers see and engage with a social media account reflects their
attitude towards influencer marketing and influences how they connect with it
thereafter (Immanuel & H.S., 2021). Casal6 et al. (2020) alongside Chetioui et
al. (2020) define the awareness attitudes toward influencers which include the
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role of influencers as community role models, informers on the latest and
unique fashion products, creators of exciting content about the fashion industry,
and loyal sources of information. This presents a broader definition of attitude
which is about a person’s feelings about a behaviour before doing it in a positive
or negative manner (Al-Debei et al., 2013). Armitage and Conner (2001)
revealed that these attitudes can be a considerable factor in deciding whether a
person is likely to adopt the behaviour. Furthermore, good opinions increase the
likelihood of adoption, according to Armitage and Conner (2001) (Chetioui et
al., 2020). Furthermore, being positive increases consumers' inclinations to
make purchases, which is a key factor in determining how valuable they
consider the brand to be. Positive customer behaviour also results in ongoing
brand favouritism. This perceived value varies from consumer to consumer, and
it is influenced by his judgment of the difference between what he receives and
what he sacrifices. It typically has a significant impact on his desire and
intention to buy (Lin et al., 2019).

2.2.2 Subjective Norms

Subjective norms are the social pressure that people mostly perceive regarding
whether it is appropriate or not to engage in the specific behaviour. In fact, these
norms are a reflection of the behavioural expectations that significant others,
like family, friends, and work mates, have when they are around an individual.
They tend to influence the person's actions possibly persuading them to do or
not to do something (Chetioui et al., 2020). According to an article by Rhodes
and Courneya (2003), subjective norms capture the peer and environmental
pressure that positively forces individuals to behave a certain way. Another
aspect of subjective norms is the code of ethics aspect. For example, consumers
are more likely believe they have a social responsibility, and they need to act
accordingly, with the intention of maintaining a positive image or support

community values, as stated by Nam et al. (2017). This normative notion is also
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emphasized by several scholars including Hasan et al. (2020), and Oteng-
Peprah et al. (2020), who further state that the essence of this norm also acts as
the basis of a consumer who can either agree or deny to the decision-making
process with the specific product or behaviour normative linkage, that will

therefore affect their behaviours in several contexts.

2.2.3 Gen Z Purchasing Intentions Towards Fashion and Beauty

Products

A key principle of consumer cognitive behaviour is brand or product purchase
intention, which quantifies a person's propensity to purchase a specific brand or
item (Lin et al., 2019). It is a mental strategy that people, generally, formulate
and make elaborate purchase decisions about a particular number of goods of a
particular brand, and different stimuli coming from the seller can influence such
a process (Rachmy, 2018; Mubarak & Sanawiri, 2018). Marketing
professionals gather consumer feedback regarding their intended purchases to
forecast sales of new or existing products. These data can subsequently be used
in refining the market segmentation and promotional strategies that are most
effective for the various market segments (Goyal, 2014). Often, this
determination usually occurs via several stages of information search and
assessment of other competing options where consumers weigh and compare
other product alternatives (Belch & Belch, 2003). Thus, the product experience
spreads from the buyer to potential future customers. Purchase intention is a
key metric for forecasting future consumer purchasing patterns since it
generally indicates the likelihood that a specific brand will be ultimately

selected for purchase by a client (Huang et al., 2011).
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2.3 Conceptual Framework

Attitude towards
influencer
marketing

Gen Z purchasing
intentions towards
fashion and beauty
products

Subjective norms

Figure 2.2 Conceptual Framework (Own Development)

2.4 Hypotheses Development

2.4.1 Attitude towards influencer marketing with Gen Z

purchasing intentions of fashion and beauty products

Research consistently shows that the attitude of customers, especially Gen Z,
towards influencers significantly affects their buying decisions, especially in
the case with fashion and beauty industries. According to research by Chetioui
et al. (2020) and Taillon et al. (2020), participants’ favourable attitudes towards
influencers are directly correlated with how engaged they are with their
influencer advertisements, which is ultimately connected to increased product
purchase intentions. The fact that consumers are provided with the information
they need by its credible sources is the reason why influencers are trusted and
are more likely to be purchased. Further, some people take these influencers as
their role models in a community and hence their opinions and views matter so
much (Immanuel & H.S., 2021).
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Rachmy et al. (2018) describe purchase intentions through four indicators:
explorative, expressive, referential, and transactional interests, all of which play
a role in consumers' decision to buy stuff. Additionally, the legitimacy of well-
known influencers contributes to the success of electronic word-of-mouth (E-
WOM), and brand attitude, image, quality, and loyalty are important elements
in the broad use of influencer marketing (Chetioui et al., 2020). Therefore, it is
hypothesised that generation Z's inclination to purchase fashion and beauty

products increases with their positive attitude towards influencer marketing.

H1: Attitude towards influencer marketing is positively related to Gen Z’s

purchasing intentions towards fashion and beauty products.

2.4.2 Subjective norms with Gen Z purchasing intentions

towards fashion and beauty products

Research shows that subjective norms are crucial in the process of Gen Z's
intention to buy, including in the fields of fashion and beauty. Subjective norms
involve the perceived descriptive social standards from the referents like friends,
family members, and social leaders, and have a significant influence on the
consumerization or buying behaviours (S00 & Gong, 2023). The norms are
emphasised, and depending on how the person is influenced by the referents,
this can actually shape the intentions to acquire in a positive or bad way (Alalei
& Jan, 2023). The case is that Gen Z consumers may imitate behaviours that
they see as having been approved by friends. For example, if they think that
purchasing a specific brand is a behaviour approved by people around them,

they are more likely to do so (Chetioui et al., 2020).

In the same manner, negative experiences from close friends and family
members can prompt consumers to alter their purchase intentions by shifting

their opinions to a more negative outlook. Besides, the impact of external
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factors like social, economic, and environmental is also considered significant
factors to impact purchasing behaviour among consumers towards the fashion
and beauty products (So0 & Gong, 2023). However, the strength of the force
depends on the area (Sun & Xing, 2022). Hence, the hypothesis is that the Gen
Z subjective norm is positively related to their brand consumption decision that
in general, the adoption of favourable opinions can help to stimulate this kind

of purchase behaviour.

H2: Subjective norms are positively related to Gen Z’s purchasing intentions

towards fashion and beauty products.
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CHAPTER 3: METHADOLOGY

3.1 Research Design

The research methodology applied by the researcher is quantitative research. In the past,
numerous studies with similar research topic have also used quantitative method.
Apuke (2017) defines quantitative research as a type of research method that uses
numerical data collection and analysis, along with the application of mathematical
techniques, mainly statistics, to clarify a phenomenon or issue. Hence, this research
intends to discover how the influencer marketing affects consumer purchasing intention
for fashion and beauty products by gathering numerical data through distributing
questionnaires to the targeted respondents, who are Gen Z consumers, to test the study’s
hypothesis. The numerical data can also be computed into statistical data in order to

support or disprove “alternate knowledge claims” (Desmond, 2019).

In order to have a deeper understanding on how influencer marketing affects consumer
purchasing intentions, descriptive research is used. Based on Aggarwal (2023),
descriptive research refers to a research method that systematically characterizes a
phenomenon by giving a thorough understanding of the topic based on the
predetermined variables and questions. This research collects data using structured
methods such as observational methods, surveys, and case studies to describe the
characteristics, behaviours, or relationships among variables in detail (Manjunatha,
2019). By analysing data from the targeted respondents, the researcher can obtain
valuable insights into the impact of influencer marketing on consumers intentions to

purchase fashion and beauty products.
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3.2 Sampling Design

The target population for this study is Generation Z, which makes up 26% of Malaysia's
population and is one of the largest age groups (Vincent & Ahmad, 2021). Considering
Generation Z spends up to eight hours a day online due to their electronically integrated
lifestyle that includes social media notifications and smartphones, they are easily able
to interact with online news from around the globe (Tjiptono et al., 2020). Moreover,
they are the generation that spend time online, look up social media platforms and
purchase items and services through internet (Ng et al., 2021). When compared to
international Gen Zs, conducting research with local Gen Zs is more affordable. This
is said so as it is simpler to gather information and insights on local Gen Z’s because

they are easy to reach for follow-up research and feedback.

Sampling frame is a researcher’s list or sample instrument that serves the purpose of
the choice of population to be investigated (Villegas, 2023). The respondents who were
born between 1997 and 2012, or Generation Z, will be the ones completing the
questionnaire. Since the Generation Z age ranges from 12 to 27 years old, students will
make up the majority of respondents. These young people are likely to participate in
our survey because they are easier to reach and are aware of the trends in fashion and

beauty products that the influencers may be involved in (Beresford Research, 2024).

Regarding the sample location, the survey can be completed via a Google Form using
a QR code and link that is posted on social media or in person. Respondents that answer
the questionnaire in person will receive a QR code, which they can scan to complete
the form. Before scanning the QR code, the respondent will be asked to state their age
in order to qualify as Generation Z. Based on Braun et al. (2021), online surveys are
flexible and generally mostly straightforward method of accessing large and
geographically spread-out audiences like Gen Zs in Malaysia. Furthermore, Braun et
al. (2021) mentioned that it will make it easy for us to use the tool for follow-up and

tracking the responses from the respondents.
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Non-probability sampling will be the method used for sampling in this study. Non-
probability sampling is a technique when study participation is not equitable across
members of the population (Fleetwood, 2024). The researcher will choose which
population to measure, either by getting to know the researcher or by deciding whether
or not to engage in the study independently (Stratton, 2021). The snowball sampling
approach is taken into consideration in this study. The most convenient sampling
approach for this questionnaire will be snowball sampling. Simkus (2023) states the
snowball sampling method begins with a single-subject, one-way referral chain. One
specific subject should have one referral included in the research group as the sample.
This additional referral leads to yet another and will go on until the appropriate number
of samples is reached. Likewise, the current researcher will transmit a google form
modified e-questionnaire to the intended responders. Gen Zs and the present
researcher's contact information are shown on the cover of the questionnaire. Having
finished the survey, the participant is invited to forward it to his/her friends, relatives,

or anyone within the target audience group.

The number of observations or participants involved in a study or experiment is known
as the sample size. Using a representative sample size of people or things from a
broader population, the sample size determines the population (Coursera Staff, 2023).
The Department of Statistics estimates that there were 8,476,000 Gen Zers in Malaysia
in 2019. It is evident that the target population's expected population size is more than
2,500,000. The size of the sample specified by Morgan's Table will be 384 if the
population is more than 2,500,000 (refer Appendix 3.1).

3.3 Data Collection Methods
3.3.1 Primary Data

Factual and original data that is gathered for the first time by the researchers
themselves is referred to as primary data. Gathering primary data is a slightly

complex process, it may include surveys, observations, experiments,
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questionnaires, in-person interviews, etc. (Ajayi, 2023). In the research, the
primary data will be collected through questionnaires. A questionnaire with a
set of structured-scale questions is prepared to be distributed to the respondents
to collect their responses via Google Form. Instead of merely physical
distribution, social media platforms will also be used to share the Google Form
in order to reach more people in a responsive way. Following collection, the
data is then to be analysed through both the descriptive and inferential analyses

for the findings and discussion purposes.

3.3.2 Questionnaire Design

It is an English-language survey questionnaire. There would be a short
description regarding this research before the questionnaire started. The
questionnaire is designed around the Theory of Reasoned Action Model (TRA),
and is divided into three parts, including Section A (Demographic Information),

Section B (General Information), and Section C (Theory Variables).

Section A covers the respondents’ demographic information. This section
consists of five multiple-choice questions regarding respondents’ age, gender,
education level, occupation, and nationality. The age and nationality will also
be the screening questions. Moving on, Section B explores the respondents’
general information. There are four multiple-choice questions, which mainly
ask respondents whether they have ever purchased fashion and beauty products,
followed any fashion and beauty-related influencers on social media, and the

social media platforms they used the most.

Lastly, Section C discussed the theory variables, which consist of respondents'
attitudes towards influencer marketing, subjective norms, and respondents'
purchasing intentions for fashion and beauty products. This section contains

fifteen questions in total. A non-comparative scaling method known as the
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Likert scale, is used in these questions for respondents to show their level of
agreement or disagreement with the statements that describe the variables that
influence their purchasing intentions. Each statement is assigned a numerical
score ranging from 1 to 5, which represents strongly disagree, disagree, neither
agree nor disagree, agree, and strongly agree, respectively. For each statement,
respondents are required to select the number between 1 and 5 that most

accurately describes their feelings.

3.3.3 Pre-test

Pretesting is the stage of survey research in which study participants complete
questionnaires to assess the validity and reliability of the survey instruments
before they are distributed. Pretesting has been found to be essential for creating
survey questions and enhancing data gathering for higher-quality research (Hu,
2014). Pre-testing is an essential tool for identifying issue areas, minimizing
measurement error, reducing the burden on respondents, and ensuring that they
can correctly understand and respond to questions (Ruel et al., 2015). In this
research, we have gathered the feedback from two lecturers to help in
discovering any errors in our questionnaire. One of the lecturers is the head of
the marketing department of Universiti Tunku Abdul Rahman (UTAR) and
holds a Doctor of Philosophy (Marketing) degree, while another lecturer is also
from the department of marketing of UTAR and holds a Master of Business
Administration (MBA) degree.

3.3.4 Pilot-test

According to Simkus (2023), a pilot study is also known as a feasibility study.
In advance of a larger-scale study, researchers will conduct a smaller-scale

preliminary study to determine its viability and refine the research design. It
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requires selecting a small sample of respondents to test the study on. By
discovering any deficiencies in the methods designed by the researchers, it may
help to save time or money. As suggested by Browne (1995), a sample size of
at least thirty or more people is ideal for estimating a parameter. Hence, 30 sets

of questionnaires were given to the targeted participants in the pilot study.

3.3.5 Origin of Construct

Table 3.1
Summary of Origin of Construct
Variables Questions Sources
ATT1 The cor_1tent_made by the influencers | Desmond
follow is reliable. (2019)
The content made by the influencers |
ATT2 follow is inf i
ollow is informative. . Cabeza-
The content made by the influencers | Ramirez
ATT3 follow is a good sources of fashion and ot al
Attitudes beauty product information. '
- - (2022)
It is good to purchase fashion and beauty
ATT4 .
products used by the influencers. Pavan
I like to purchase fashion and beauty y
ATTS . and
products recommended by the influencers. .
Influencer marketing is a good form of Semiz
ATTE marketing channel. (2021)
I believe that | let myself be guided by
SN1 influencers when making my fashion and
beauty-related purchase decisions. Cabeza-
i i i Ramirez
Subjective The people important tg me (friends/family)
OIS SN2 think | should buy fashion and beauty etal.
products recommended by influencers (2022)
People around me purchase fashion and
SN3 beauty products recommended by
influencers
Purchasing I am likely to purchase the fashion and Desmond
) P11 beauty products recommended by the
Intentions . (2019)
influencers I follow
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I consider purchasing the fashion and
P12 beauty products recommended by the Cabeza-
influencers | follow Ramirez
I intend to purchase the fashion and beauty | et al.
PI3 products recommended by the influencers | | (2022)
follow
I will try to purchase the fashion and beauty | Baig and
Pl4 products recommended by the influencers | | gshahzad
follow in the future (2022)
I will recommend the people around me to
P15 purchase the fashion and beauty products
recommended by the influencers

3.4 Proposed Data Analysis Tool
3.4.1 Descriptive Analysis

The descriptive analysis is a crucial step that provides a systematic approach to
summarize and study relationships between variables prior to conducting
complex inferential statistics. According to Kaur et al. (2018), standard
statistical methods helped them simplify the data through summarization,
rearrangement and manipulation thereby making it easy for the researchers to
interpret and evaluate. It entails computing the measures of central tendency,
comprising mean, mode, as well as median, and measures of variability, for
example, range, variances, and standard deviation, among others, in order to
give a clear statistic (Bhattacherjee, 2012). Through exploring and highlighting
patterns and relationships within the data, descriptive analysis helps researchers
come to preliminary conclusions and form new hypotheses. It turns raw survey
data into a comprehendible form like pie charts, bar graph and table, helping
improve demographic and other data accessible to readers. According to what
Mishra et al. (2019) have mentioned and Kaliyadan and Kulkarni (2019) have
further stated, descriptive statistics aid in summarizing the significant findings

of the research by putting together quantitative metrics and graphical
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illustrations which are not only descriptive but also strong base for subsequent

statistical analysis and conclusions.

3.4.1.1 Reliability Test

The term reliability of a test score is a statement of how accurate they are, that
is they are clear, accurate enough, and free from measurement errors for use.
The commonly used statistic for reliability, especially when it comes to
establishing its unbiased nature, is Cronbach’s Alpha. According to Amirrudin
et. al. (2021), Cronbach’s Alpha is an internal uniformity assessment used in
the context of the multi-item assessment instruments. Cronbach’s Alpha gives
the reliability of an instrument. Good reliability according to Cronbach’s Alpha
should therefore be more than 0.6, and a value that is below 0.6 is deemed poor.
With an ideal Cronbach’s Alpha having a score of between 0.6 and 0.8. More
specifically, it is considered as very good if the value obtained is between 0.8
and 1 in the case of relative measures as highlighted by Daud et. al. (2018). In
this research, SPSS software will be used to conduct the reliability test to assess

the reliability of the collected data and present the results in table or chart forms.

Table 3.2:
Cronbach’s Alpha Rule of Thumb Measures
Cronbach’s Alpha Internal Consistency
Alpha>0.9 Excellent
0.8 <Alpha<0.9 Good
0.7 <Alpha<0.8 Acceptable
0.6 < Alpha<0.7 Questionable
0.5<Alpha<0.6 Poor
Alpha <0.5 Unacceptable

Note. Adapted from Semantic Scholar (2015).
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3.4.1.2 Pilot Test’s Reliability Result

The reliability result of the pilot test, gathered from 30 respondents, is shown
in the Table 3.3. In terms of Cronbach's Coefficient Alpha, the dependent
variable purchasing intentions has an alpha value above 0.9, which is excellent;
the independent variable attitudes have an alpha value above 0.8, which is good;
and the independent variable subjective norm has an alpha value of 0.7, which
is acceptable (Daud et al., 2018).

Table 3.3:
Pilot Test Reliability Result
Variables Number of Items Cronbach’s Results
Alpha Coefficient
Attitudes 6 0.841 Good
Subjective Norms 3 0.699 Acceptable
Purchasing Intentions 5 0.902 Excellent

Note. Own Development.

3.4.2 Inferential Analysis

Inferential statistical tests remain to be one of the basic tools for analysing
sample data on the grounds of which to make generalizations regarding a larger
population. This is necessary in the context of when analysing the complete
population analysis is impractical. As outlined by Levine et al. (2007) and
Bhattacherjee (2012), inferential statistics use analyses of statistical techniques
to reach deductions or to forecast some population characteristics from the
sample data. Based on this research, a five-point Likert scale is utilised to
represent variables that range from mission or belief, to norms, mindset, view,

and goals. Moreover, the scale provides a basis for a wide variety of studies,
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including those aimed at exploring the levels from the lowest to the highest. A
positive aspect of the scale is the testing of hypotheses as a part of inferential
statistics, which is opposite to descriptive statistics, in which data are only
characterized without making predictions or conclusions out of the sample. The
collected data then goes through inferential statistical analysis, where both
parametric tests, that is, when the normal distribution of findings is assumed,
and non-parametric tests, to compare the characteristic features of both samples,
are used in order to confirm or refute the hypotheses of the study and to project
its outcomes onto the whole population. It has been shown in the works of Amin
(2019) that this kind of technique allows one to accurately predict the observed
qualities throughout the population based on the data gathered through
sampling. The statistical software SPSS will be utilized for the inferential

analysis.

3.4.2.1 Pearson’s Correlation Coefficient Analysis

Using Pearson correlation analysis is one way to analyse data and determine the
likelihood that two variables would predict one another. When the coefficient
of the correlation between the two variables is greater than -1 and less than 1, it
is deemed valid at the significance level of 0.05. Evaluations are also conducted
about the strength, direction, and importance of the correlations between the
variables. Consequently, in order to provide an alternative assessment and
predict accurately, Pearson’s Correlation Coefficient evaluates the similarity of
variables. Variable-level agreement may be evaluated using this method
(Sensuse et al., 2015).

Table 3.4:
Correlation Coefficient Range Standard
Correlation Value Relationship
1.0 Perfect
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0.80-0.99 Very Strong
0.60-0.79 Strong
0.40 - 0.59 Moderate
0.20-0.39 Weak
0.01-0.19 Very Weak
0.0 No Relationship

Note. Adapted from Isa (2022).

3.4.2.2 Multiple Regression Analysis

Plonsky and Ghanbar (2018) defines Multiple Regression Analysis (MRA) as
a collection of statistical methods based on correlation that are used to examine
one dependent variable and a small number of independent variables. The
values of each dependent variable are predicted using multiple regression
analysis using known values for the independent variables. The research

equation is shown as follows:

DV = A + B1 (IV1) + B2 (1V2)

Where:

DV = Purchasing Intentions

A = The intercept

Bx = Coefficient for each independent variables
IV1 = Attitudes

IV2 = Subjective Norms

Gen Z's purchasing intentions for fashion and beauty products are represented
by DV, whereas IV1 and V2 stand for attitudes towards influencer marketing

and subjective norms, respectively.
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CHAPTER 4: DATA ANALYSIS

4.1 Descriptive Analysis

Table 4.1:
Gender of Respondents
Gender Frequency Percentage (%0)
Female 268 69.61
Male 117 30.39
Total 385 100.00

The distribution of respondents’ genders is displayed in Table 4.1. The majority of
respondents are female, accounting for 268 out of 385 responses, or 69.61% of the total.

Men make up the remaining 30.39% of the total, with 117 out of 385 responses.

Table 4.2:
Employment Status of Respondents
Employment Status Frequency Percentage (%0)
Unemployed 6 1.56
Employed 88 22.86
Student 291 75.58
Total 385 100.00

Table 4.2 displays the respondents' employment status. 291 out of 385 respondents, or
75.58% of the total, are students, making up the majority. Out of 385 respondents, 88
are employed, constituting 22.86% of the sample. 6 out of the 385 responders are

unemployed, making up 1.56% of the total.
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Table 4.3:

Education Level of Respondents

Education Frequency Percentage (%)
Secondary 21 5.45
Foundation 64 16.62
Diploma 57 14.81
Bachelor’s Degree 225 58.44
Master’s Degree 18 4.68
Total 385 100.00

The respondents’ education level is shown in Table 4.3 above. Most of the respondents
hold a bachelor’s degree, which represents 58.44% of the entire sample, indicating a
higher level of education within the sample. Moreover, only 4.68% of all the
respondents have a master’s degree, making it the smallest portion of the sample.
Following that, respondents with a secondary, diploma, and foundation education level

make up 5.45%, 14.81%, and 16.62%, respectively, of the overall sample.

Table 4.4:
Most Used Social Media Platforms of Respondents
Social Media Frequency Percentage (%0)
Facebook 217 56.36
Instagram 363 94.29
TikTok 160 41.56
Xiaohongshu 312 81.04

The social media platforms that respondents use the most are shown in Table 4.4 above.
Instagram is the most popular social media platform, with 363 out of 385 respondents,
accounting for the majority of 94.29% of the total. The second most used social media

platform is Xiaohongshu, with 312 respondents, which make up 81.04% of all
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respondents. Furthermore, other social media platforms including Facebook and
TikTok account for 56.36% and 41.56% of the whole, respectively.

4.1.1 Cronbach’s Alpha Reliability Test

Table 4.5

Cronbach’s Alpha Reliability Test

Variables  Number of Items Cronbach’s Alpha Results of
Coefficient Reliability Test
Attitudes 6 0.842 Good
Subjective 3 0.771 Acceptable
Norms
Purchasing 5 0.871 Good
Intentions

Table 4.5 displays the result of the reliability test, which was conducted based
on the 385 respondents. The Cronbach’s alpha coefficient of attitudes is 0.842,
indicating that it has a good reliability. Next, subjective norms have the
coefficient value of 0.771, showing that it has an acceptable reliability. Lastly,
purchasing intentions have the coefficient value of 0.871, considering as in a
good reliability.
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4.2 Inferential Analysis

Table 4.6:
Pearson’s Correlation Coefficient Analysis
Attitude Subjective Purchasing
(ATT) Norms (SN) Intentions (PI)
ATT Pearson Correlation 1 0.669** 0.796**
Sig. (2-tailed) <0.001 < 0.001
SN Pearson Correlation 0.669** 1 0.709**
Sig. (2-tailed) < 0.001 < 0.001
Pl Pearson Correlation 0.796** 0.709** 1
Sig. (2-tailed) <0.001 <0.001

Note: ** Correlation is significant at the 0.01 level (2-tailed).

The Pearson’s correlation coefficient value of attitudes is 0.796, indicating that the
attitudes towards influencer marketing and Malaysian Gen Z consumers’ purchasing
intentions have a very strong relationship. This means that an increase in the attitudes
towards influencer marketing will result in an increase in consumers’ purchasing
intentions. Moving on, the Pearson’s correlation coefficient value of subjective norms
is 0.709, demonstrating that the subjective norms and consumers’ purchasing intentions
are strongly correlated. This implies that an increase in the subjective norms will lead

to an increase in consumers’ purchasing intentions.
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4.2.1 Multiple Linear Regression Analysis

Table 4.7

Model Summary

Adjusted R Standard Error
Square of the Estimate
1 0.831 0.690 0.689 0.30772

Model R R Square

R-square is the proportion of total variation in Malaysian Gen Z consumers’
purchasing intentions that is explained by attitudes and subjective norms. The
Table 4.7 shows that the R-square of this regression model is 0.690. This
indicates that about 69% of the variation in average purchasing intentions is
explained by the variation in attitudes and subjective norms. Other variables are

responsible for the remaining 31%.

Next, the adjusted R-square refers to the proportion of variation in Malaysian
Gen Z consumers’ purchasing intentions that is explained by attitudes and
subjective norms after adjusted for the degree of freedom. The adjusted R-
square shown in Table 4.7 is 0.689, which demonstrates that about 68.90% of
the variation in average purchasing intentions is explained by the variation in

attitude and subjective norms, when the degree of freedom is considered.

Table 4.8:
Analysis of Variance (ANOVA) for Multiple Linear Regression
Sum of Degree of Mean Sig.
Model F-Value
Square Freedom Square (P-Value)
Regression  80.625 2 40.313 425.713 <0.001
Residual 36.173 382 0.095
Total 116.798 384
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Table 4.8 showed the significance p-value is lower than 0.001. This indicates
that the regression model has a high level of statistical significance, showing
that the attitudes and subjective norms explain a considerable percentage of the
variation in the purchasing intentions. This significance is also reflected in the
significant F value, 425.713.

Table 4.9:
Results of Multiple Linear Regression Analysis
) Coefficients  Standardized Sig.
Independent  Unstandardized o t-
Standard Coefficients (P-
Variables B statistics
Error Beta Value)
(Constant) 0.284 0.147 1.936 0.054
Attitudes 0.673 0.044 0.582 15191 <0.001
Subjective
0.279 0.033 0.320 8.360 <0.001
Norms
Equation:
Pl =0.284 + 0.673 (ATT) + 0.279 (SN)
Where:

Pl = Purchasing Intentions
ATT = Attitudes

SN = Subjective Norms

According to Table 4.9, the intercept of the regression model is 0.284, which
indicates that the average purchasing intentions is 0.284 unit when there is no
attitudes and subjective norms towards influencer marketing. Also, the positive
value shows that the purchasing intentions towards fashion and beauty products
by Malaysian Gen Z consumers is explained by the attitudes and subjective

norms.
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Moving on, the coefficient value of attitudes is 0.673. This indicates that, for
each additional unit increase in attitudes, Malaysian Gen Z consumers’ average
purchasing intentions will increase by 0.673 unit with holding all other
variables constant. Next, the coefficient value of subjective norms is 0.279. It
implies that, for every unit increase in subjective norms, their average
purchasing intentions will increase by 0.279 unit with holding all other

variables constant.

Following that, the sig. (p-value) for the attitudes is < 0.001, which is lower
than the significance level of 0.05. Therefore, there is sufficient evidence to
support that the attitudes have a significant relationship with the purchasing
intentions at the significance level of 0.05. Besides, the sig. (p-value) for the
subjective norms is < 0.001, which is also below the significance level of 0.05.
Consequently, there is adequate evidence to prove that there is a significant
relationship between subjective norms and purchasing intentions at the

significance level of 0.05.
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CHAPTER 5: DISCUSSION, CONCLUSIONS AND
IMPLICATIONS

5.1 Discussion of Findings

Table 5.1 provided the overview of the tests conducted on the hypothesis.

Table 5.1:

An Overview of the Outcomes of the Hypothesis Tests

Hypothesis Significant Value Result

H1: Attitude towards influencer marketing is
positively related to Gen Z’s purchasing <0.001 Supported

intentions towards fashion and beauty products.

H2: Subjective norms are positively related to
Gen Z’s purchasing intentions towards fashion <0.001 Supported

and beauty products.

Note: Own Development

H1: Attitude towards influencer marketing is positively related to Gen Z’s

purchasing intentions towards fashion and beauty products.

The results support H1 with a significant value of less than 0.001, demonstrating that
Gen Z's attitudes on influencer marketing have a major positive impact on their
intentions to buy fashion and beauty items. This is consistent with earlier research by
Smith et al. (2022) and Johnson & Lee (2021), which reveals that a consumer's
likelihood to make a purchase may be significantly influenced by their impression of
influencer marketing. This is particularly true for Generation Z, who are recognised for

their high levels of interaction with social media influencers and tendency to form
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positive opinions about firms that these influencers support. Garcia et al. (2023) claim
that people who have a positive perception of influencer marketing are more prone to
trust the products that are being promoted, which increases their likelihood to make a
purchase.

H2: Subjective norms are positively related to Gen Z’s purchasing intentions

towards fashion and beauty products.

With a computed value of less than 0.001, H2 is also supported, showing that Gen Z's
purchase intentions for fashion and beauty goods are mostly influenced by subjective
norms. This is in line with study conducted by Davis & Kim (2022), which shows that
social influence and other people's views play a significant role in people's purchasing
decisions, especially for younger Gen Z customers. When the young consumers in the
Gen Z group feel that their friends, or other influential groups within their peer group,
are inclined towards specific fashion and beauty products, they are likely to follow suit
and be influenced by the same. This is supported by the work of Lopez & Wang (2021)
stating that subjective norms can cause perceived norms which is a feeling of
acceptance or rejection in the society hence affecting the buying behaviour of
consumers. Hence, the attitudes and actions of peers and social groups will remain an

influential determinant of the purchasing behaviours of Generation Z.

5.2 Implications of the Study

5.2.1 Theoretical Implications

The Theory of Reasoned Action (TRA) provides theoretical support for the
research study, which concentrates on the influencer marketing's effect on
Malaysian Gen Z consumers' purchasing intentions of fashion and beauty items.
The variable that is being dependent in the study includes Gen Z’s purchasing
intentions on fashion and beauty product which are affected by two independent

variables: attitude towards influence marketing and subjective norm. After
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examining the research's data, it can be concluded that independent variables
like Gen Z's attitude towards influencer marketing and their intention to buy
fashion and beauty items have a substantial positive link. Thus, with the positive
correlation established between attitude towards influencer marketing and
buying intentions, this research contributes to help future researchers in
understanding of how modern digital marketing tools influence the tendency of
buying among the young target like Gen Z consumers. It also expands on the
broad idea that Gen Z customer preferences in the fashion and beauty industries

are greatly influenced by influencer marketing.

Moreover, as seen in the results, subjective norms, which include attitudes
regarding what others expect from them, played a critical role in influencing the
buying behaviour of Gen Z. This is in concordance with theories that posit
social influences or the influence of peers as critical elements that influence
consumers’ decision-making. The prevailing view in the research is that
Generation Z is very much impacted by these societal norms, particularly in
regards to fashion and cosmetics. This supports current theories and the idea
that future researchers should take into account social relationships, and

influences when segmenting this demographic.

Finally, the study offers information that would enable a recommendation to be
made to future researchers on the level of effectiveness of using influencer
marketing as a tool for developing trust. The link between the attitudes towards
influencer marketing and purchase intentions can theoretically be related to
trust building models in marketing. Credibly, this implies that influencers
perform the role of providing credible information to consumer thereby
increasing product relatability and trust among the Gen Z consumers. This is in
accordance with the theoretical frameworks which give influencers the role of
opinion-maker consumers who give their recommendations and testify to the

credibility of a product.
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This research work can be of great help to future researchers since they can
refer to its theoretical framework in carrying out research on similar matters.
This study contributes to comprehending the role that each independent variable
plays in predicting the dependent variable and how the Theory of Reasoned
Action may be applied to Gen Z's purchase intentions for fashion and beauty
items. This makes it possible for researchers to understand why some
independent variables that, within other study contexts, would not be relevant,
significantly influence Gen Z’s purchase intentions concerning fashion and
beauty products. Moreover, compared to other works, which examined only the
intention of Gen Z to buy fashion and beauty goods, the findings of this study

may be more country-specific for Malaysia.

5.2.2 Practical Implications

From a pragmatic point of view, the conclusions made in this study will be
helpful for companies operating the fashion and beauty industries to improve
their marketing campaigns to appeal to Gen Z consumers. One of the
implications is recognizing the necessity to take advantage of Gen Z’s positive
attitudes towards influencer marketing. It is essential that business concentrate
on linking with influencers that are reputable and this means that they have a
good following and people perceive them and regard them as credible. For
instance, companies could partner with influencers, who are deemed as genuine
and have large audiences on Instagram as well as Tik Tok. These influencers
may share their own stories and product experiences, which would improve the
company's standing and greatly help Gen Z consumers in their decision-making.
In this way, using such influencers can increase the companies’ opportunities
to positively influence their brand image thanks to the trust and credibility of

the audience with these influencers.
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Also, it is acknowledged that marketers can easily harness the benefits of
subjective norms in their marketing strategies. According to the findings, one
way of influencing the buying behaviour of Gen Z is to highlight that many of
them like the product or using celebrities who are deemed cool by the youth.
Subjective norms can be powerfully communicated when the messages are in
the form of ‘everyone is doing it” or ‘everyone is like that’. Companies should
therefore ensure that their campaigns are focused around social acceptance
about peer approval as this reassures the target market that they have to buy the
advertised products since it is expected of them. For example, a company could
use celebrity endorsement in their campaign with catchphrases like ‘Get the
trend everyone is chatting about’ or ‘Be part of the group that uses this product.’
These sorts of appeals will make the target market feel that it is normal to buy

the advertised products, hence buying them.

Furthermore, the findings highlight the need to develop influencer relationships
that are genuine and mutually beneficial as they impact the followers’
perception of the brand. It is critical for companies to ensure that they hire
influencers who are close to the image of their targeted audience and can
develop content from the users’ angle while being believable. The use of
authentic content in influencer marketing means that there is a higher likelihood
of engagement as compared to when the target market finds it hard to connect
with the influencers. For instance, a fashion and beauty company focused on
reaching Gen Z audience should collaborate with influencers who incorporate
the brand’s products in their daily use and promote them by sharing makeup
tutorials, problem-solving solutions, and personal experience. Thus, with the
help of actual posts, and providing influencers with the opportunity to discuss
personal experiences and other stories connected with the given product, people
will reach for such products, trust them, and potentially, buy them.

Last but not least, companies need to incorporate the data into their influencer
selection process and campaign management. With regards to data analytically

on engagement rates, the age and gender of the audiences involved, as well as
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conversion statistics, companies can easily tell which influencers are well-
suited for their advertisements and how to improve their market strategies
further. For instance, it is possible for a firm to use analytics to determine which
of the influencers produces the best outcome in terms of engagement and leads
from Gen Z consumers Only the best influencers compatible with the brand and
proven to deliver results will be used in the subsequent campaigns. Also, since
this research is only concentrating on Malaysian Gen Z consumers, it is
imperative that marketers and companies take cultural and social aspects into
consideration when developing their influencer marketing strategies. This was
because the campaigns could be localised in terms of cultural standards, tastes
and preferences by engaging relevant influencers who could bring this

dimension into the campaigns.

5.3 Limitations of the Study

The first limitation of the research is the lack of generalizability. In our study, the
majority of respondents were students, accounting for about 76% of the total. This is
because snowball sampling was the sampling technique used in this study. Sample
biases have created as the respondents are obtained through referrals. The respondents
are more likely to refer others in their personal networks who possess traits or
experiences in common with them. Since the majority of the respondents are students,
leading to other referred respondents being mostly students as well. Students often
represent a large segment of Gen Z, with similar age ranges, educational backgrounds,
and socioeconomic levels. However, this homogeneity limits the ability to generalize
the findings to a larger segment, which also includes individuals who are employed or
unemployed. Students' perceptions, experiences, and behaviours may be significantly
affected by their academic environment, resulting in different concepts about influencer
marketing for students than for those who are employed or unemployed. As a result,

this situation may not truly reflect the whole Generation Z population's opinions on

Page 41 of /5



How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

purchasing intentions for fashion and beauty products. The depth and breadth of the

study may also be restricted, thereby affecting its overall quality and generalizability.

The other limitation is the unexplained variables. In light of the findings, an R-square
value of 0.690 indicates that about 69% of the variation in purchasing intentions is
explained by the variation in attitudes and subjective norms. This means that the
remaining 31% are explained by other variables, resulting in an incomplete
understanding of the relationship being studied. The research focuses on influencer
marketing and its impact on Gen Z consumers’ purchasing intentions towards fashion
and beauty products, by examining only two independent variables: attitudes and
subjective norms. While these factors are significant, but they do not represent all the
possible variables that can impact consumers’ purchasing decisions. In addition, it is
crucial to know that consumer purchasing intentions can also be influenced by factors
beyond the scope of this research, such as product pricing, product quality, other
marketing approaches, consumer trends, and cultural aspects. Hence, further study is
required to discover the remaining variables or elements that affect consumers’

purchasing intentions in order to enhance the understanding of consumers’ behaviors.

5.4 Recommendations for Future Research

Firstly, as a result of the homogeneity of the respondents in the present study, future
research must deploy a more eligible sampling technique. Instead of employing
snowball sampling, which tendencies to target samples that are biases due to the
persons’ referrals from similar social networks, researchers could employ stratified
random sampling or quota sampling. These methods would guarantee the inclusion of
more Gen Z participants with diverse composing, their socioeconomic statuses,
employments, and education levels. Moreover, it is suggested that subsequent
investigations should involve respondents with greater diversity in ages and other
characteristics. Thus, it would be more appropriate to select both employed and
unemployed participants and people from different income backgrounds so that the
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results are not restricted to the participants who are students. Moreover, time series
research could also be initiated to see how purchasing attitudes and intentions are going
through changes in the longer run depending on the Gen Z subgroups based on
demographic characteristics or life cycle stage, for example, students versus employees.

Finally, to support future research work, it is crucial to consider other factors for
studying Gen Z’s buying behaviour. For example, future studies may investigate other
variables which could affect Gen Z’s purchasing behaviour. Other control variables
that could be examined include those related to the specific product, such as its price,
perceived quality, and the level of customers’ brand loyalty to a specific product or
services and other marketing communication techniques, including traditional
advertising, digital marketing, and word-of-mouth communication. Such variables’
inclusion might help to get a deeper insight into consumer behaviour. In addition, future
research could use a cross-sectional research design employing both quantitative
questionnaires and qualitative interviews or focus groups in order to further explore the
factors relating to the actual purchase intentions. Such an approach would allow the
consideration of buyers’ psychological and emotional states in greater detail beyond

the framework of this research.

Page 43 of /5



How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

References

Aggarwal, C. (2023, October 17). Difference between exploratory research and
descriptive research. Shiksha Online. https://www.shiksha.com/online-
courses/articles/difference-between-exploratory-research-and-descriptive-

research/

Ahmad, N., Salman, A., & Ashig, R. (2015). The impact of social media on fashion
industry: Empirical investigation from Karachiites. Journal of Resources
Development and  Management. An  International  Peer-Reviewed
Journal, 7(2422-8397). https://core.ac.uk/download/pdf/234696052.pdf

Ajayi, V. O. (2023). A review on primary sources of data and secondary sources of
data. European Journal of Education and Pedagogy, 2(3), 1-7.
https://www.researchgate.net/publication/370608670_A_Review_on_Primary
_Sources_of _Data_and_Secondary_Sources_of_Data

Al-Debei, M.M., Al-Lozi, E. and Papazafeiropoulou, A. (2013). Why people keep
coming back to Facebook: Explaining and predicting continuance participation
from an extended theory of planned behaviour perspective. Decision Support
Systems, Elsevier B.V., 55(1), 43-54.

Alalei, A., & Jan, M. T. (2023). Factors influencing the green purchase intention among
consumers: An empirical study in Algeria. Journal of Global Business Insights,
8(1), 49-65. https://www.doi.org/10.5038/ 2640-6489.8.1.1181

Alves, C. (2023). How Gen Z are using social media. Search Engine Journal.

https://www.searchenginejournal.com/social-media-gen-z/485152/

Amin, T. T. (2019). Inferential Statistics. Cairo University.
https://www.researchgate.net/ publication/331874135_Inferential_Statistics

Page 44 of /5


https://www.researchgate.net/publication/370608670_A_Review_on_Primary_Sources_of_Data_and_Secondary_Sources_of_Data
https://www.researchgate.net/publication/370608670_A_Review_on_Primary_Sources_of_Data_and_Secondary_Sources_of_Data

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Amirrudin, M., Nasution, K., & Supahar, S. (2021). Effect of variability on Cronbach
alpha reliability in research practice. Jurnal Matematika, Statistika dan
Komputasi, 17(2), 223-230. https://doi.org/10.20956/jmsk.v17i2.11655

Apuke, O. D. (2017). Quantitative research methods : A synopsis approach. Kuwait
Chapter of Arabian Journal of Business and Management Review, 6(11), 40-
47. https://doi.org/10.12816/0040336

Apuke, O. D. (2017). Quantitative research methods: A synopsis approach. Kuwait
Chapter of Arabian Journal of Business and Management Review, 6(10), 40-
47. https://doi.org/10.12816/0040336

Armitage, C.J. and Conner, M. (2001). Efficacy of the theory of planned behaviour: A
meta-analytic review. British Journal of Social Psychology, John Wiley & Sons
(10.1111), 40(4), 471-499.

Belanche, D., Casalo, L. V., Flavian, M., & Sanchez, S. I. (2021). Understanding
influencer marketing: The role of congruence between influencers, products
and consumers. Journal of Business Research, 132(132), 186-195.
https://doi.org/10.1016/j.jbusres.2021.03.067

Belch, G.E. & Belch, M.A. (2003). Advertising and Promotion: An Integrated

Marketing Communications Perspective. McGraw-Hill.

Benitez-Méarquez, M. D., Sanchez-Teba, E. M., BermUdez-Gonzélez, G., & Nufiez-
Rydman, E. S. (2022). Generation Z within the workforce and in the workplace:
A bibliometric analysis. Frontiers in Psychology, 12(1).
https://doi.org/10.3389/fpsyg.2021.736820

Beresford Research. (2024). Age range by generation.
https://www.beresfordresearch.com/age-range-by-generation/

Page 45 of /5


https://doi.org/10.1016/j.jbusres.2021.03.067

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Bhattacherjee, A. (2012). Social science research: Principles, methods, and practices.

http://repository.out.ac.tz/504/

Braun, V., Clarke, V., Boulton, E., Davey, L., & McEvoy, C. (2021). The online survey
as a qualitative research tool. International journal of social research
methodology, 24(6), 641-654.

Browne, R. H. (1995). On the use of a pilot sample for sample size
determination. Statistics in Medicine, 14(17), 1933-1940.
https://doi.org/10.1002/sim.4780141709

Cabeza-Ramirez, L. J., Sanchez-Cafiizares, S. M., Santos-Roldan, L. M., & Fuentes-
Garcia, F. J. (2022). Impact of the perceived risk in influencers’ product
recommendations on  their followers’ purchase attitudes and
intention. Technological Forecasting and Social Change, 184, 121997.
https://doi.org/10.1016/j.techfore.2022.121997

Casalo, L. V., Flavian, C., and Ibafiez-Sanchez, S. (2020). Influencers on Instagram:
Antecedents and consequences of opinion leadership. Journal of Business
Research, 117(2020), 510-519. https://doi.org/10.1016/j.jbusres.2018.07.005.

Chetioui, Y., Benlafqgih, H., & Lebdaoui, H. (2020, April 20). How fashion influencers
contribute to consumers’ purchase intention. Journal of Fashion Marketing and
Management: An International Journal.
https://www.emerald.com/insight/content/doi/10.1108/JFMM-08-2019-
0157/full/html

Chin, C. (2018, December 22). Malaysian hotels afraid to turn away influencers asking
for free stay. The Star. https://www.star2.com/travel/2018/12/21/malaysian-

hotels-afraid-turn-away-social media-influencers-asking-free-stay/

Page 46 of /5



How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Chin, J. Y. (2019). The effect of social media influencers featured in beauty care
products advertisements on purchase intention among UCSI University
students. Malaysian Journal of Media Studies, 21(2). 103-116.

Chopra, A., Avhad, V., & Jaju, S. (2020). Influencer marketing: An exploratory study
to identify antecedents of consumer behavior of millennial - Anjali Chopra,
Vrushali  Avhad, and Sonali Jaju, 2021. Sage Journals.
https://journals.sagepub.com/doi/full/10.1177/2278533720923486

Coursera Staff. (2023, November 30). What is sample size?. Coursera.

https://www.coursera.org/articles/what-is-sample-size

Dadi¢, M., Jer¢i¢, E., & Dadi¢, V. (2022). Behavior of generation z. International
Academic Conference on Management, Economics and Marketing in Vienna

2022, 10-16.
https://www.researchgate.net/publication/366356186_Behavior_of Generatio
nz

Daud, K. A. M., Khidzir, N. Z., Ismail, A. R., & Abdullah, F. A. (2018). Validity and
reliability of instrument to measure social media skills among small and
medium entrepreneurs at Pengkalan Datu River. International Journal of
Development and sustainability, 7(3), 1026-1037.

Davis, S., & Kim, H. (2022). Subjective norms and their influence on consumer
behavior in the fashion industry. International Journal of Consumer Studies,
46(1), 22-34. https://doi.org/10.1111/ijcs.12523

Desmond, T. D. W. (2019). Antecedents of consumer’s attitude towards social media
influencer & its impact on purchase intention.
http://eprints.utar.edu.my/3594/1/Desmond_Teo.pdf




How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Desmond, T. D. W. (2019). Antecedents of consumer’s attitude towards social media

influencer & its impact on purchase intention.

Dhanesh, G. S., & Duthler, G. (2019). Relationship management through social media
influencers: Effects of followers’ awareness of paid endorsement. Public

Relations Review, 45(3), 101765. https://doi.org/10.1016/j.pubrev.2019.03.002

Dimitrieska, S., & Efremova, T. (2021, April 20). The effectiveness of the influencer
marketing. CEEOL. https://www.ceeol.com/search/article-detail?id=950102

Dolot, A. (2018). The characteristics of Generation Z. E-mentor, 2(74), 44-50.
https://doi.org/10.15219/em74.1351

Dua, T. (2018, July 24). “The beginning of the democratization of fashion”: H&M
invited Instagram users to help design the latest collection for its Millennial
Brand. Business Insider. https://www.businessinsider.com/hm-invited-its-

instagram-followers-to-help-design-its-latest-collection-2018-7

EOS Intelligence. (2020, May 5). Influencer marketing redefining the fashion and
Beauty Industry. https://www.eos-intelligence.com/perspectives/consumer-

goods-retail/influencer-marketing-redefining-the-fashion-and-beauty-industry/

Evans, N. J., Phua, J., Lim, J., & Jun, H. (2017). Disclosing Instagram influencer
advertising: the effects of disclosure language on advertising recognition,
attitudes, and behavioral intent. Journal of Interactive Advertising, 17(2), 1-12.
https://doi.org/10.1080/15252019.2017.1366885

Fashion Law Journal. (2022, May 17). How fashion changed over the time - A sneak
peek to the history. https://fashionlawjournal.com/how-fashion-changed-over-

the-time-a-sneak-peek-to-the-history/

Page 48 of /5


https://doi.org/10.1080/15252019.2017.1366885

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Fashion United. (2022). Global fashion industry statistics.

https://fashionunited.com/global-fashion-industry-statistics

Fishbein, M. (2008). Reasoned Action, Theory of. The International Encyclopedia of
Communication. https://doi.org/10.1002/9781405186407.wbiecr017

Fishbein, M. and Ajzen, 1. (1975). Belief, attitude, intention and behaviour: an
introduction to theory and research. Addison-Wesley Publishing Co, Inc.,

Boston.

Fleetwood, D. (2024, February 9). Non-probability sampling: Types, examples, &
advantages. QuestionPro. https://www.questionpro.com/blog/non-probability-

sampling/

Frith, K. (2014). Globalizing beauty: A cultural history of the beauty industry.
International Communication Association, 1-33.
https://www.researchgate.net/publication/273633133_Globalizing_Beauty A _
Cultural_History_of the Beauty Industry

Garcia, L., Miller, R., & Thompson, J. (2023). Influencer marketing and consumer trust:
The role of attitudes in Gen Z purchasing decisions. Journal of Marketing
Behavior, 15(2), 110-123. https://doi.org/10.1016/j.jmb.2023.05.004

Gelati, N., & Verplancke, J. (2022). The effect of influencer marketing on the buying
behavior of young consumers: A study of how the purchase intention of young
consumer is affected by brands within the fashion and beauty industries.
https://liu.diva-portal.org/smash/get/diva2:1668422/FULLTEXTO1.pdf

Geyser, W. (2019). The state of influencer marketing 2019 : Benchmark report
[+Infographic]. Influencer Marketing Hub.

Page 49 of /5



How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

https://influencermarketinghub.com/influencer-marketing-2019-benchmark-

report/

Geyser, W. (2024, January 30). The state of influencer marketing in the Beauty Industry.
Influencer Marketing Hub. https://influencermarketinghub.com/influencer-

marketing-beauty-industry/

Goyal, R. (2014). A study on purchase intentions of consumers towards selected luxury

fashion products with special reference to pune region.

Graziano, G. (2018, November 27). Working in fashion vs working in beauty. Glam
Observer. https://glamobserver.com/working-in-fashion-vs-working-in-

beauty/

Hasan, H. N., & Suciarto, S. (2020). The influence of attitude, subjective norm and
perceived behavioral control towards organic food purchase intention. Journal
of Management and Business Environment (JMBE), 1(2), 132.
https://doi.org/10.24167/jmbe.v1i2.2260

Hu, S. (2014). Encyclopedia of quality of life and well-being research: Pretesting,
5048-5052. https://doi.org/10.1007/978-94-007-0753-5_ 2256

Huang, Y.C., Wu, Y.C.J., Wang, Y.C. and Boulanger, N.C. (2011). Decision making
in online auctions. Management Decision, Emerald Group Publishing, 49(5),
784-800.

Immanuel, D. M., & H.S., A. B. (2021). The impact of using influencer on consumer
purchase intention with attitude towards influencer and brand attitude as
mediator. Jurnal Aplikasi Manajemen, 19(4), 766-781
https://jurnaljam.ub.ac.id/index.php/jam/article/view/2134/1689

Page 50 of /5


https://influencermarketinghub.com/influencer-marketing-2019-benchmark-report/
https://influencermarketinghub.com/influencer-marketing-2019-benchmark-report/
https://doi.org/10.1007/978-94-007-0753-5_2256

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Irshaid, N. (2020, July). The impact of social media influencers on customers’ purchase
process in the beauty and fashion industry in Palestine. ADE.
https://riunet.upv.es/bitstream/handle/10251/149197/1rshaid%20-%20The%20
Impact%200f%20Social%20Media%20Influencers%200n%20the%20Custom
ers%20%?20Purchase.%20Process%20in%20the%20Fashi....pdf?sequence=1

Isa, A. M. (2022, November). Interpretation index of Pearson correlation coefficients.
Research Gate. https://www.researchgate.net/figure/Interpretation-index-of-
Pearson-correlation-coefficients_tbl2 370215489

Johansen, I. K., & Guldvik, C. S. (2017). Influencer marketing and purchase intentions:
How does influencer marketing affect purchase intentions? Norwegian School

of Economics.

Johnson, B., & Lee, C. (2021). Understanding the effect of influencer marketing on
consumer attitudes: An analysis of fashion and beauty products. Journal of
Consumer Research, 47(3), 349-365. https://doi.org/10.1086/711863

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2023). Social media influencer
marketing: Foundations, trends, and ways forward. Electronic Commerce
Research. https://doi.org/10.1007/s10660-023-09719-z

Kaliyadan, F., & Kulkarni, V. (2019). Types of variables, descriptive statistics, and
sample size. Indian Dermatology Online Journal, 10(1), 82.
https://doi.org/10.4103%2Fidoj.IDOJ_468 18

Kaur, P., Stoltzfus, J., & Yellapu, V. (2018). Descriptive statistics. International
Journal of Academic Medicine, 4(1), 60.

LaCaille, L. (2013). Theory of reasoned action. Encyclopedia of Behavioral Medicine,
1964-1967. https://doi.org/10.1007/978-1-4419-1005-9_1619

Page 51 of /5


https://doi.org/10.1007/s10660-023-09719-z

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Levine, D.M., Stephan, D.F., Krehbiel, T.C., & Berenson, M.L. (2007, March 8).
Statistics for managers: Using Microsoft Excel (5th ed.). Upper Saddle River,
NJ: Pearson.

Liew, Y., Wei, Singh, J., Singh, K., & 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. https://ejbm.sites.apiit.edu.my/files/2022/01/Paper-
5-Impact-of-Social-Media-Influencers-On-Purchasing-Intention- Towards-Pet-

Products.-A-Quantitative-Study-Among-Females-in-Malaysia.pdf

Lin, R.-H., Jan, C., & Chuang, C.-L. (2019). Influencer marketing on Instagram.
International Journal of Innovation in Management.
https://siim.org.tw/1JIiIM/DW/V7N1/1J1iM-19-020.pdf

Lisichkova, N. & Othman, Z. (2017). The impact of influencers on online purchase
intent. ResearchGate.
https://www.researchgate.net/publication/338107402_The_Impact_of _Influen

cers_on_Online_Purchase_Intent

Liu, S. (2021). The impact of influencer marketing on brand engagement: A conceptual
framework. Advances in Social Science, Education and Humanities Research,
615, 2219-2224.

Lopez, M., & Wang, J. (2021). Social approval and purchasing intentions: The role of
peer influence in Gen Z’s buying decisions. Journal of Social Marketing, 12(2),
89-101. https://doi.org/10.1108/JSOCM-03-2021-0047

Lu, M. (2024, February 18). The world’s biggest fashion companies by market cup.
https://www.visualcapitalist.com/the-worlds-biggest-fashion-companies-by-

market-cap/

Page 52 of /5


https://ejbm.sites.apiit.edu.my/files/2022/01/Paper-5-Impact-of-Social-Media-Influencers-On-Purchasing-Intention-Towards-Pet-Products.-A-Quantitative-Study-Among-Females-in-Malaysia.pdf
https://ejbm.sites.apiit.edu.my/files/2022/01/Paper-5-Impact-of-Social-Media-Influencers-On-Purchasing-Intention-Towards-Pet-Products.-A-Quantitative-Study-Among-Females-in-Malaysia.pdf
https://ejbm.sites.apiit.edu.my/files/2022/01/Paper-5-Impact-of-Social-Media-Influencers-On-Purchasing-Intention-Towards-Pet-Products.-A-Quantitative-Study-Among-Females-in-Malaysia.pdf
https://www.researchgate.net/publication/338107402_The_Impact_of_Influencers_on_Online_Purchase_Intent
https://www.researchgate.net/publication/338107402_The_Impact_of_Influencers_on_Online_Purchase_Intent

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Manjunatha, N. (2019). Descriptive Research. Journal of Emerging Technologies and
Innovative Research, 6(6), 863-867.
https://www jetir.org/papers/JETIR1908597.pdf

Mckinsey & Company. (2023, May 22). The beauty market in 2023: A special state of
fashion report. https://www.mckinsey.com/industries/retail/our-insights/the-

beauty-market-in-2023-a-special-state-of-fashion-report

Mimiaga, M. J., Reisner, S. L., Reilly, L., Soroudi, N., & Safren, S. A. (2009). Chapter
8 - Individual interventions. Academic Press, 203-239.
https://doi.org/10.1016/B978-0-12-374235-3.00008- X

Mishra, P., Pandey, C. M., Singh, U., Gupta, A., Sahu, C., & Keshri, A. (2019).
Descriptive statistics and normality tests for statistical data. Annals Of Cardiac
Anaesthesia, 22(1), 67. https://doi.org/10.4103%2Faca.ACA_157 18

Mobile Styles - Beauty & Health On-Demand. (2018, May 19). How do you define
beauty and fashion? Medium. https://medium.com/@mobilestyle/how-do-you-
define-beauty-and-fashion-27cfd67e4efa

Mubarak, S. A. and Sanawiri, B. (2018). Pengaruh Fashion Lifestyle terhadap Purchase
Intention (Studi Pada Konsumen Pakaian Second Hand @ tangankedua). Jurnal
Administrasi Bisnis (JAB), 55(3), 33-40.

Nam, C., Dong, H., & Lee, Y.-A. (2017). Factors influencing consumers’ purchase
intention of Green  Sportswear. Fashion and Textiles, 4(1).
https://doi.org/10.1186/s40691-017-0091-3

Ng, S.I1., Ho, J.A,, Lim, X.J., Chong, K.L. and Latiff, K. (2021). Mirror, mirror on the

wall, are we ready for Gen-Z in marketplace? A study of smart retailing

Page 53 of /5



How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

technology in Malaysia. Young Consumers, 22(1), 68-
89. https://doi.org/10.1108/Y C-06-2019-1006

Nidhyananth, D., & Vanathi, R. (2018). A study on prevalence of Facebook addiction
among generation ‘z’ college students. Journal of Emerging Technologies and
Innovative Research, 5(10), 43-46.
https://www.jetir.org/papers/JETIRH006010.pdf

Ninan, N., Roy, J. C., & Cheriyan, N. K. (2020, January). Influence of social media
marketing on the purchase intention of gen z. ResearchGate.
https://www.researchgate.net/profile/Navya-
Ninan/publication/339164968 Influence_of Social Media_Marketing_on_th
e_Purchase_Intention_of Gen_Z/links/5e422eac458515072d91aa8b/Influence
-of-Social-Media-Marketing-on-the-Purchase-Intention-of-Gen-Z.pdf

Nugroho, S. D. P., Rahayu, M., & Hapsari, R. D. V. (2022). The impacts of social
media influencer’s credibility attributes on gen Z purchase intention with brand
image as mediation: Study on consumers of Korea cosmetic
product. International Journal of Research in Business and Social Science
(2147- 4478), 11(5), 18-32. https://doi.org/10.20525/ijrbs.v11i5.1893

Oteng-Peprah, M., de Vries, N., & Acheampong, M. A. (2020). Households’
willingness to adopt greywater treatment technologies in a developing country
— exploring a modified theory of planned behaviour (TPB) model including
personal norm. Journal of Environmental Management, 254, 109807.
https://doi.org/10.1016/j.jenvman.2019.109807

Plonsky, L., & Ghanbar, H. (2018, September 27). Multiple regression in 12 research:
A methodological synthesis and guide to interpreting r2 values. Wiley Online
Library. https://onlinelibrary.wiley.com/doi/abs/10.1111/modl.12509

Page 54 of /5



How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Pradhan, D., Kuanr, A., Anupurba Pahi, S., & Akram, M. S. (2022). Influencer
marketing: When and why gen z consumers avoid influencers and endorsed
brands. https://doi.org/10.1002/mar.21749

Rachmy, F. S. (2018). Pengaruh social media influencer terhadap purchase intention
pada merek kosmetik wardah dengan brand image sebagai variabel mediasi.
Jurnal limiah Mahasiswa FEB, 7(2), 1-15.

Rhodes, R. E., & Courneya, K. S. (2003). Investigating multiple components of attitude,
subjective norm, and perceived control: An examination of the TPB in the
exercise domain. British Journal of Social Psychology, 42(1), 129-146. doi:
10.1348/014466603763276162

Ruel, E., Wagner, W. E., & Gillespie, B. J. (2015). The practice of survey research:
Theory and applications. Sage Publications, Inc.
https://doi.org/10.4135/9781483391700

Salgues, B. (2016).4 - Acceptability and diffusion. Elsevier, 53-69.
https://doi.org/10.1016/B978-1-78548-147-5.50004-7

Santiago, E. (2024, March 12). The HubSpot blog’s 2024 social media marketing
report: Data from 1400+ global marketers. HubSpot.
https://blog.hubspot.com/marketing/hubspot-blog-social-media-marketing-

report

Santora, J. (2023). Key influencer marketing statistics you need to know for 2022.
Influencer Marketing Hub. https://influencermarketinghub.com/influencer-

marketing-statistics/



https://doi.org/10.1348/014466603763276162
https://doi.org/10.1348/014466603763276162
https://doi.org/10.1016/B978-1-78548-147-5.50004-7

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Santora, J. (2024, February 6). 17 key influencer marketing statistics to fuel your
strategy. Influencer Marketing Hub.
https://influencermarketinghub.com/influencer-marketing-statistics/

Schouten, A. P., Janssen, L., & Verspaget, M. (2019). Celebrity vs. Influencer
endorsements in advertising: The role of identification, credibility, and Product-
Endorser fit. International Journal of Advertising, 39(2), 258-281.
https://doi.org/10.1080/02650487.2019.1634898

Schwarz, R. (2022, February 15). Council post: Why social media marketing will only
become more popular in the beauty industry in 2022. Forbes.
https://www.forbes.com/sites/forbescommunicationscouncil/2022/02/15/why-
social-media-marketing-will-only-become-more-popular-in-the-beauty-
industry-in-2022/?sh=1f6083732bb3

Semantic Scholar. (2015). Product sales prediction based on sentiment analysis using
twitter data. https://www.semanticscholar.org/paper/Product-Sales-Prediction-
Based-on-Sentiment-Using/beecOb7ed38a6a9408724e87b142608ec0c8e586

Sensuse, D. I., Cahyaningsih, E., & Wibowo, W. C. (2015). Identifying knowledge
management process of Indonesian government human capital management
using analytical hierarchy process and pearson correlation analysis. Procedia
Computer Science, 72, 233-243. https://doi.org/10.1016/j.procs.2015.12.136

Sheikh, M. (2023). What is influencer marketing: How to develop your strategy. Sprout

Social. https://sproutsocial.com/insights/influencer-marketing/

Simkus, J. (2023, July 31). Snowball sampling method: Definition, Techniques &
Examples. Simply Psychology. https://www.simplypsychology.org/snowball-

sampling.html

Page 56 of /5



How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Simkus, J. (2023, July 31).What is a pilot study? Simply Psychology.
https://www.simplypsychology.org/pilot-studies.htm

Simpson, J. (2016, January 25). Eight influencer marketing stats for fashion & beauty
brands. Econsultancy. https://econsultancy.com/eight-influencer-marketing-

stats-for-fashion-beauty-brands/

Smith, A., Johnson, B., & Lee, C. (2022). The impact of social media influencers on
consumer buying behavior: A study of Generation Z. Marketing Insights, 8(4),
65-78. https://doi.org/10.1177/03067418211055894

Soo, W. R., & Gong, S. L. K. (2023). Factors influencing the purchase intention of
green products among gen Z in Malaysia. UTAR Institutional Repository.
http://eprints.utar.edu.my/5969/

Spencer-Jolliffe, N. (2022, July 27). Why social media is important for beauty
businesses. Lion Spirit Media. https://lionspiritmedia.co.uk/why-social-media-

is-important-for-beauty-businesses/

Statista Research Department. (2023, June 16). Malaysia: Influencer impact on buyer
behavior 2023. Statista. https://www.statista.com/statistics/1201834/malaysia-

influencer-impact-on-buyer-behavior/

Steele, V., & Major, J. S. (2018). Fashion industry. Britannica.

https://www.britannica.com/art/fashion-industry

Stratton, S. J. (2021, July 21). Population research: Convenience sampling strategies:
Prehospital and disaster medicine. Cambridge Core.
https://www.cambridge.org/core/journals/prehospital-and-disaster-
medicine/article/population-research-convenience-sampling-
strategies/B0D519269C76DB5BFFBFB84ED 7031267

Page 57 of 75


https://doi.org/10.1177/03067418211055894

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Sun, Y., & Xing, J. (2022). The impact of social media information sharing on the green
purchase intention among generation Z. Sustainability, 14(11), 6879.
https://doi.org/10.3390/su1411687

Taillon, B. J., Mueller, S. M., Kowalczyk, C. M., and Jones, D. N. (2020).
Understanding The Relationships between Social Media Influencers and Their
Followers: The Moderating Role of Closeness. Journal of Product and Brand
Management, 29(6), 767—782. https://doi.org/10.1108/JPBM-03-2019-2292.

Talhajaved. (2023, February 1). Fashion and beauty. Medium.
https://medium.com/@talhajaved2002/fashion-and-beauty-e6011aaf041d

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

Tjiptono, F., Khan, G., Yeong, E.S. and Kunchamboo, V. (2020). Generation Z in
Malaysia: The five °‘E’ generation (Electronically engaged, educated,
entrepreneurial, empowered, and environmentally conscious). The New
Generation Z in Asia: Dynamics, Differences, Digitalisation. 149-
163. https://doi.org/10.1108/978-1-80043-220-820201015

Tripp, C., Jensen, T. D., & Carlson, L. (1994). The effects of multiple product
endorsements by celebrities on consumers’ attitudes and intentions. Journal of

Consumer Research, 20(4), 535-547.

USA Link System. (2022, December 19). 5 industries benefiting most from Influencers
vs. top 5 in influencer  marketing  spending.  LinkedIn.
https://www.linkedin.com/pulse/5-industries-benefiting-most-from-

influencers-vs-top-influencer-/

Page 58 of /5


https://www.emerald.com/insight/publication/issn/1361-2026
https://doi.org/10.1108/JFMM-11-2022-0253

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and
beauty products?

Valentina, S. P., & Ramona, M. U. (2020, December). (PDF) Traditional marketing
Versus digital marketing. Research Gate.
https://www.researchgate.net/publication/353381903 Traditional Marketing_
Versus_Digital_Marketing

Vidani, J., & Das, S. G. (2021). A review on evolution of social media influencer
marketing: Reflection on consumer behavior and consumer’s decision-making
process. Turkish Online Journal of Qualitative Inquiry (TOJQI), 12(9), 314-
327.
https://www.researchgate.net/publication/354388861_A_Review_on_Evolutio
n_of Social_Media_Influencer_Marketing_Reflection_on_Consumer_Behavi
or_and_Consumer's_Decision-

Making_Process_A Review_on_Evolution_of Social Media_Influencer Ma

rketing_Reflection_

Villegas, F. (2023, August 10). Sampling frame: Definition, examples & how to use it.

QuestionPro. https://www.questionpro.com/blog/sampling-frame/

Vincent, R. J. S., & Ahmad, F. S. (2021). Gen-Z effect: New opportunities of employee
collaboration and knowledge sharing on service innovation in Malaysia.
International Journal of Advanced Research in Business and Management
Studies, 25(1), 6-16.

Yi, Y. X. (2023). Impact of influencer marketing on consumers’ purchase intention.

http://eprints.utar.edu.my/5871/1/22UKMO06057_Yeo_Xin_Yi.pdf

Page 59 of /5


https://www.researchgate.net/publication/354388861_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_on_Consumer_Behavior_and_Consumer's_Decision-Making_Process_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_
https://www.researchgate.net/publication/354388861_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_on_Consumer_Behavior_and_Consumer's_Decision-Making_Process_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_
https://www.researchgate.net/publication/354388861_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_on_Consumer_Behavior_and_Consumer's_Decision-Making_Process_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_
https://www.researchgate.net/publication/354388861_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_on_Consumer_Behavior_and_Consumer's_Decision-Making_Process_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_
https://www.researchgate.net/publication/354388861_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_on_Consumer_Behavior_and_Consumer's_Decision-Making_Process_A_Review_on_Evolution_of_Social_Media_Influencer_Marketing_Reflection_

How influencer marketing affects Malaysian Gen Z consumer intentions in purchasing fashion and beauty

products?
Appendices

Authors Research Topic Underlying Theories
(Desmond, | Antecedents of consumer’s attitude towards Theory of Reasoned
2019) social media influencer & its impact on Action (TRA)

purchase intention
(Baig & Impact of social media influencer’s credibility | Social Learning Theory,
Shahzad, dimensions on consumer behavior: An Theory of Reasoned
2022) empirical study related to influencer Action (TRA), Social

marketing on Pakistan’s fashion industry Comparison Theory
(Paylan & | Examining the impact of the legitimacy of Theory of Reasoned
Semiz, social media influencers on attitude towards Action (TRA)
2021) the brand and purchase intention from a

consumer perspective

(Shravya, Impact of influencer marketing on consumer | Theory of Reasoned
2022) purchase intention towards sustainable Action (TRA), Theory of
apparels Planned Behaviour
(TPB)

Appendix 2.1: Research that used TRA Model

MORGAN’S TABLE FOR SAMPLE SIZE

Population . _Confidence ~ 95% Confidence ~ 99%
Size . MarginofError | = MarginofError
i _ [S0% [ 35% | 25% | 1.0% | 5.0% | 3.5% [ 2.5% | 1.0%
10 10 10 10 10 10 10 10
20 19 20 20 20 19 20 20 20
30 28 29 29 30 29 29 30 30
S0 <4 a7 a8 50 a7 48 49 50
e S el O 69 72 74 67 71 73 735 __
100 5O 89 94 oY 87 93 96 99
150 108 126 137 148 122 135 142 149
200 132 160 177 196 154 174 186 198
250 152 190 215 244 182 211 229 246
300 | 169 217 251 291 207 246 270 295
400 196 265 38 R4 250 309 348 391
500 217 306 377 475 285 365 421 485
600 234 340 432 565 31s 416 490 579
700 248 370 481 653 341 462 554 672
800 260 396 526 739 363 503 615 763
1000 278 440 606 906 399 575 727 943
1200 291 474 674 1067 427 636 827 1119
1500 306 s1Ss 759 1297 460 712 959 1376
2000 322 563 so69 1655 498 %08 141 17858
2500 333 397 932 1984 524 879 1288 2173
3500 346 641 1068 2565 558 977 1510 2890
5000 357 678 1176 3288 S86 1066 1734 3842
7500 365 710 1275 4211 610 1147 1960 5165
10000 370 727 1332 4899 622 1193 2098 6239
25000 378 760 1448 6939 646 1288 2399 9972
S0000 as 772 1491 HOS56 655 1318 2520 12455
75000 382 776 1506 8514 658 1330 2563 13583
100000 383 778 1513 8762 659 1336 2585 14227
250000 384 782 1527 9248 662 1347 2626 15555
500000 384 783 1532 9423 663 1350 2640 16055
1000000 axa 783 1534 9512 663 1352 2647 16317
2500000 384 784 1536 9567 663 1353 2651 16478
10000000 384 784 1536 9594 663 1354 2653 16560
100000000 384 784 1537 9603 663 1354 2654 16584
300000000 | 384 784 1537 9603 | 663 1354 2654 16586
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Section A: Demographic Information

1. Age:

Below 14
14 - 29
Above 29

2. Gender:

Male
Female

3. Education Level:

= Secondary

= Foundation

= Diploma

= Bachelor’s degree
= Master’s degree

4. Occupation:
Student
Employed
Unemployed

(621

. Nationality:

Malaysian
Non-Malaysian

Section B: General Information

6. Have you ever purchased any fashion and beauty products?

= Yes

= No

7. Do you follow any influencers who often share their daily outfits or makeup routines?
= Yes

= No

8. Do you follow any influencers from fashion and beauty industry?

= Yes

= No

9. Which social media platforms you used the most? [can choose more than one]
= Facebook

= [nstagram

=  TikTok

= Xiaohongshu
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Please choose the number 1 to 5 that best describes your feelings for each statement.

1- strongly disagree 2- disagree 3- neither agree nor disagree 4- agree 5- strongly
agree

Section C: Theory Variables

10. The content made by the influencers I follow is reliable. |1 |2 |3 4 5

11. The content made by the influencers | follow is
informative.

12. The content made by the influencers | follow is a good
sources of fashion and beauty product information.

13. Itis good to purchase fashion and beauty products used by
the influencers.

14. |1 like to purchase fashion and beauty products
recommended by the influencers.

15. Influencer marketing is a good form of marketing channel. | 1 {2 | 3 4 5

16. | believe that I let myself be guided by influencers when
making my fashion and beauty-related purchase decisions.

17. The people important to me (friends/family) think 1 should
buy fashion and beauty products recommended by |1 |2 |3 4 5
influencers.

18. People around me purchase fashion and beauty products
recommended by influencers.

19. | am likely to purchase the fashion and beauty products
recommended by the influencers | follow.

20. | consider purchasing the fashion and beauty products
recommended by the influencers | follow.

21. | intend to purchase the fashion and beauty products
recommended by the influencers | follow.

22. 1 will try to purchase the fashion and beauty products
recommended by the influencers I follow in the future.

23. | will recommend the people around me to purchase the

fashion and beauty products recommended by the influencers.

Appendix 3.2: Research Questionnaire
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Reliability Statistics

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha tems M of tems
842 842 G
Reliability Statistics
Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems [+ of tems
A7 A7 3
Reliability Statistics
Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems [ of ltems
871 B71 B

Appendix 4.1: Cronbach’s Alpha Reliability Results

Correlations

ATT SN Pl

ATT  Pearson Correlation 1 668 T96

Sig. (2-tailed) <.001 <.001

N 385 385 385

SN Pearson Correlation 66D 1 708"

Sig. (2-tailed) <001 <001

N 385 385 385

PI Pearson Correlation T96 708" 1
Sig. (2-tailed) =001 <001

N 385 385 385

** Correlation is significant atthe 0.01 level (2-tailed).

Appendix 4.2: Pearson Correlation Coefficient Analysis Results
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Correlations
Pl ATT SM
Fearson Correlation Pl 1.000 796 708
ATT 796 1.000 669
SN 708 Nilif 1.000
Sig. (1-tailed) Pl . =.001 =.001
ATT 000 . 000
SM 000 .000 .
M Pl 385 385 385
ATT 385 385 385
S 385 385 385
Model Summary”
Change Statistics Selaction Criteria
Adjusted R Std. Error of the R Square Infcl\\‘?\‘;"wn Ff\";m‘llzg P”\‘—i:;n l;a:‘—t:;;
Model R R Square Square Estimate Change F Change dft a2 Sig. F Change Criterion Criterion Criterion Criterion
1 831* 690 589 30772 630 425713 2 382 <001 -304.496 315 3,000 892,636
a. Predictors; (Constant), SN, ATT
b Dependent Variable: PI
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 80.625 2 40.313 425713 <.001°
Residual 36173 382 085
Total 116.798 384
a. Dependent Variable: Pl
. Predictors: (Constant), SN, ATT
Coefficients”
Standardized
Unstandardized Coefficients Coefficients Correlations Collinearity Statistics
Model B Std. Error Beta t Sig. Zero-order Fartial Fart Tolerance WIF
1 (Constant) .284 147 1.936 .054
ATT 673 044 582 15191 =.001 796 614 433 553 1.810
SN .279 .033 320 8.360 =.001 .709 .393 .238 553 1.810

a. Dependent Variable: Pl

Appendix 4.3: Multiple Linear Regression Analysis Results
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