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Abstract
The rise of e-commerce online and social media platforms, consumer purchase behavior are also switching from the traditional shopping platform to digital platform. Influencer marketing constantly evolves, many businesses are partnering with micro-influencers to increase their credibility. This study is to designed and investigate the effectiveness of social media influencers focusing on how influencers’ trustworthiness, expertise and attractiveness can influence the consumer attitude toward the luxury cosmetics brands’ purchase intention. This research is a quantitative study that focus in the woman age 20 to 55 years old who live in Klang Valley from all income levels. Data collection was designed and sampling of 200 respondents’ dataset will be analyzed by using SPSS statistical software. All hypothesis are found to be supported except the attractiveness of the influencers. Implications, limitations, and recommendation for future research are further discussed.
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CHAPTER 1: INTRODUCTION
1.0  Overview
This is an introduction chapter of the study on how social media influencers impact the luxury cosmetics brands' purchase intention in Klang Valley, Malaysia. First of all, the background study of the social media influencers and the luxury cosmetics brands will be discussed followed by the problem statement arise in the industry and the reasons for conducting this research. Research objectives, research questions, contribution of study and scope of research shall also include in this chapter. Last but not least, the definition of each key terms will be discussed to provide readers a better understanding of this research. 
1.1  Background Study of Social Media Influencers
Social media are commonly used in interacting with friends and family anywhere and everywhere across the world to stay connected. Social media began to change rapidly in the 20th century, the first social media site was called "Six Degrees" that was launched in 1997, and the common activities were instant messaging and blogging (Daemi, 2018). When Facebook launched in 2004, it then becomes the social media giant. The users increase dramatically from a billion users in 2006, until 2.23 billion monthly active users in 2019 (Clement, 2019). Today social media allow us to share content quickly, efficiently, and in real-time (Lou et al, 2018). However, social media constantly evolve and playing a different role today in internet marketing. The majority of retailers are leveraging the benefit of internet marketing as part of their marketing strategy to grow their businesses (Abreu, 2019).   
The rise of e-commerce online and social media platforms, consumer purchase behavior are also switching from the traditional shopping platform to an online platform (Zhung, 2017). According to the research, the number of digital buyers that buy goods and services is from 1.32 billion in 2014 expected to shoot up to 2.14 billion in the year 2021 (statista.com, 2019). In the next chapter, we will be discussing how consumer behavior theory can impact and drive purchase intention in luxury cosmetics (Kim et al, 2011).
Influencer marketing constantly evolves, many businesses are partnering with micro-influencers to increase their credibility. The micro-influencers are not the celebrity influencer however they have large followers on social media and they have high engagement with their followers (Lou et al, 2018). Influencer marketing is now the largest social media trends and strategy in brand marketing to build trust with the audience meanwhile to achieve cost-effective to the business, lead consumers' purchasing decisions, and ultimately profitability to business (Daemi, 2018).  The characteristics of the credibility of micro-influencers consist of personal brand trustworthiness, the attractiveness of personality and expertise to drive consumers' behavioral towards purchase intention (Abreu, 2019).   
According to the Influencer Marketing report (2019), there are many cosmetics brands constantly partnership with the social media influencers and brand ambassadors to continually evolve their marketing strategies according to the market and industry trends. With the rise of influencer marketing trends in social media, 84 percent of the marketers' judge influencer marketing is effective to meet the campaign goals and expanding the market share. In 2016 Facebook influenced 62 percent of consumers' online and offline purchases compared to 52 percent purchases in 2015 (Influencer Marketing Hub, 2019). According to the research on Influencer Marketing Hub website (2019), each social media platform attracts a different degree of influencers for the influencer campaigns, Instagram successfully attracts 79 percent influencers while Facebook attracts 46 percent, YouTube attracts 36 percent, Twitter attracts 24 percent and LinkedIn attracts 12 percent. 
1.2  Background Study of Luxury Cosmetics Brands
The health and beauty market is growly rapidly in Malaysia. According to the research, the revenue in the personal care segment amount in 2019 is US$329million, the annual growth rate (CAGR) from 2019 to 2023 expected to grow 14.7% to hit the market volume of US$569million by 2023 (statista.com, 2019). The demand of super-premium beauty and personal care segment are growing strong in 2018, and we noticed the brands like Tom Ford and Yves Saint Laurent beauty specialist outlet are expanding and newly open in the majority of the shopping mall in Klang Valley (euromonitor.com, 2019).
With the presence of the internet, the consumers' retail trends are moving from the traditional model to e-commerce platforms (Wertz, 2018). The cosmetics industry in the global market has blown up to US$532 billion and expected continuous growth in both developed and developing countries (Blron, 2019). In Malaysia, the cosmetics and personal care market is worth US$5 billion (stastista.com, 2019).  The luxury brands are expanding rapidly in the cosmetics industry in Malaysia, the premium skincare products are showing strong demand in 2018. Brands like SK-II, Estee Lauder, Yves Saint Laurent, and Chanel are aggressively expanding and opened a new beauty specialist outlet in major shopping malls in Klang Valley (Euromonitor, 2019).


1.3  Problem Statement
The explosive growth of influencer marketing has brought evolution to the traditional marketing strategy and most of the companies leveraging the social media marketing programs to partner with the bloggers and influencers to increase brand awareness and ultimately driving more sales to the company (Vision Critical, 2019). However, there are uncertain business risks of the credibility and the authenticity of the influencers and the bloggers (Mangles, 2019). 
There are a few cases of unethical practices whereby the followers of the "influencers" on social media platforms are fake (Vision Critical, 2019). In that case, these “influencers” have no real influence on the products they promote. According to researches, brands like Ritz-Carlton found the followers of the influencers, 78% were fake (Grin, 2019) and only 4% of the internet users trust influencers (Carelse, 2019). 
The influencer fraud cases costs millions of dollar losses to the companies (Field, 2019).  The company was shocked of the engagement with the audience was not true, every likes, comments or shares on the post were found fraudulent engagement (Field, 2019).  Researches from HypeAuditor revealed, there are 47% of the influencers in Singapore are involved in fraudulent activities of buying followers, likes, comments and shares on the post (Asiaone, 2019). According to the new research from a cybersecurity firm named Cheq, the fraud influencer cases can cost the brand marketer US$1.3 billion annually (Cerullo, 2019).  Therefore, the fraud cases can damage the brand’s reputation and company image and eventually affect sales for the brand (Clark, 2019).
Looking at the issues raised in influencer marketing however, there is a limited studies focus only on the social media influencers with the luxury cosmetics brands.  
1.4  Research Objectives
In reflection on the problem statement highlighted in the previous section, the main objective of this research is to increase the credibility of influencers to reduce fraud and unethical practices and ultimately increase brand reputation and sales to the company and contribute to country GDP.  
The following RO1 to RO4 is the sub-objectives to support the main objective of this research: 
RO1: To investigate how trustworthiness impacts consumer attitude in purchase intention.
RO2: To examine how expertise impacts consumer attitude in purchase intention.
RO3: To determine how attractiveness impacts consumer attitude in purchase intention.
RO4: To predict how consumer attitudes can influence the purchase intention in luxury cosmetics brands.
1.5  Research Questions
Based on the research objectives, this research questions are a particular form as below.
RQ1: Does trustworthiness positively influence consumer attitude in purchase intention?
RQ2: Does expertise positively influence consumer attitude in purchase intention? 
RQ3: Does attractiveness positively influence consumer attitude in purchase intention?
RQ4: Does consumer attitude positively impact the purchase intention in luxury cosmetics brands? 

1.6  Contribution of the Study
This research will bring benefits to academics, the beauty industry and some inputs to the policymaker. From the academic perspective, despite the field are quite new and there is a lack of previous studies in the area of social media influencers' credibility's' factor of trustworthiness, expertise, and attractiveness that can influence the purchase intention on the luxury cosmetics brands. Therefore, these empirical findings of this research might contribute vital knowledge and added value to future researchers to enhance knowledge in digital marketing. 
Moreover, the finding of this research to the industry and the company to pick the right influencer for the brand ambassador. This research will also be giving some insights to the marketer in what is the credibility factor that can influence the purchase intention toward luxury cosmetics brands. Then, the marketer can make use of the findings to decide and discover more appropriate marketing strategies to increase sales to the company.
Furthermore, this research will also provide some inputs to the local authority in regulating new policy for the social media influencers for the commercial purposes. This is a new trend where the social media influencers have to register with the government and to be licensed, to enhance the reliability and the influencers are accountable for what they said online.




1.7  Scope of Research
This research focused on 3 social media influencers' credibility factors: trustworthiness, expertise, and attractiveness that will influencer the consumer attitude and eventually influence the luxury cosmetics brands' purchase intention in Klang Valley, Malaysia. This research is a quantitative study that focus in the woman age 20 to 55 years old who live in Klang Valley from all income levels.
1.8  Definition of Key Terms
Luxury Cosmetics Brands – The luxury brands has the branded image in consumers’ mind that’s usually associate with the high pricing, prestigious, premium quality, extraordinary with high degree of symbolic value (Vigneron and Johnson, 2004; Kim, 2005). The top luxury cosmetics brands according to the popularity ranking are Chanel, Estee Lauder, Urban Decay, Nars Cosmetics, Lancome, MAC, Dior Beauty, YSL Beauty (Vogue, 2019). 

Purchase Intention – Willingness or readiness of the consumer toward a product or brand before the decision-making process occurs to own the product (Wells et. al., 2011). If the consumer has a high purchase intention, the readiness of owning a particular product is very high (Toor et. al., 2017). 

Social Media Influencer – The social media influencer is a person who has the influencing power to influencer the audience on social media platforms to have the intention to purchase the products he/she endorse with the skillsets and the knowledge within (Lau et. Al., 2018). They are usually celebrities, micro-celebrities or bloggers (Rebelo, 2017).

Trustworthiness – Trustworthiness is referring to the characteristics of honesty, integrity and trustworthy of a person (van der Waldt et. al., 2009). It is also been defined as the confidence level towards the influencers on the messages he/she conveyed (Ohanian, 1990). 

Attractiveness – Attractiveness focusses on an endorser's physical attributes or characteristics in personality (Erdogan 1999). Attractive influencer has more power in developing the effective messages than the less attractive one (Schlecht, 2003).

Expertise – Expertise is defined as the perceived level of knowledge and experience of an endorser to promote and market the products (van der Waldt et. al., 2009).  An endorser is not required to have a high level of expertise unless the consumers perceive it (Erdogan, 1999). 

Consumer Attitude – Attitudes can be related to the evaluation of the people toward the object in various experiences in behavioral or cognitive processes (Petty & Cacioppo, 1986). The proneness of favorable or unfavorable toward an object (Smith et. al., 2008).  







CHAPTER 2: LITERATURE REVIEW
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5 
2.0 Overview 
The researcher will be reviewed and discussed the literature on the social media influencers' credibility (trustworthiness, expertise, and attractiveness) that will influence the consumer attitude toward the luxury cosmetics brands' purchase intention. The dependent variable of this study is the luxury cosmetics brands’ purchase intention and the independent variables which is the factor affecting the purchase intention are trustworthiness, expertise, attractiveness and consumer attitude in this chapter. The Social Learning Theory and the Theory of Reasoned Action (TRA) and the conceptual framework will be discussed with the development of the hypothesis before the end of the chapter.
2.1 Luxury Cosmetics Industry in Malaysia
Luxury brands are usually defined as prestigious, expensive, premium quality (Vigneron and Johnson, 2004) and offer to high levels of symbolic value and high social value (Kim, 2005) to individual perceptions. According to Forbes, 2019 the top luxury cosmetics brands according to the popularity ranking are Chanel, Estee Lauder, Urban Decay, Nars Cosmetics, Lancome, MAC, Dior Beauty, YSL Beauty (Vogue, 2019). In Malaysia, the super-premium skincare brans shown a strong growth in 2018 and brands La Mer, Shu Uemura, Bobbi Brown and Laura Mercier aggressively launch various new products and presented in roadshow events (euromonitor.com, 2019). According to the Euromonitor research findings, Estee Lauder remained the leading player in the super-premium beauty industry in 2017, the retailers and outlets usually offer promotional prices for the super-premium skincare and luxury cosmetics during festive seasons and year-end sale to attract customer and boost sales. The attitude of the usage behavior pattern of women towards the luxury cosmetics products influences by the social media influencers has not been studied in-depth from the previous journals, hence the hypothesis will be developed in the next section in 2.11.
2.2 Purchase Intention in Luxury Cosmetics Products
From the previous journal article in the field of advertising and marketing, the intention of a consumer in purchasing a product is occurring when the decision-making process and the behavior toward to own a brand or product (Wells et. al., 2011). Notably, according to Rebelo (2017) and Lim et. al., (2017) social media influencers and social network marketing influence the purchase intention of a consumer. The content and activities in social media marketing have a significant influencing power to influencer consumers purchasing luxury brand behavior (Liu et. at., 2019). For the past ten years, luxury brands have to leverage the power of social media as an important marketing tool to influences the willingness of consumers in buying luxury beauty products (Scott, 2015).  
The video-posting on YouTube is useful to establish a good relationship with the consumers in luxury brand purchasing (Lee and Watkins, 2016). Nowadays, luxury brand uses social media marketing as a holistic concept to connect and engage with consumer in building trust (Liu et. al., 2019) and good relationship before the consumer has the intention to purchase a product.



2.3 Consumer Attitude and Purchase Intention
There are several pieces of literature saying consumer attitude influences power before the purchasing behavioral process is made. The positive and negative attitudes will impact the evaluation of the product or brand (Bouhlel et. al., 2010).
There are numerous studies provided empirical findings to support the relationship between consumer attitude and purchase intention are significant. According to the research finding from Lim et. al., (2017) consumer attitude has a positive effect on purchase intention and the favorable attitude toward social media influencers influences the intention to purchase the endorsed product by the influencers in general. The research finding of Yuksel (2016) supported the consumers' attitude has a positive relation toward the purchase intention after watching the YouTube beauty videos that will stimulate a higher intention in purchasing the related beauty products.
Finding of researcher Duygu (2017) and J.Jung et. al., (2015) supporting attitude toward social media advertisements have positive effects on the purchasing intention and the relationship between attitude and behavioral intention toward social networking advertising types such as home page advertising, social impression advertising, and the organic impression advertising.
As such, the Theory of Reasoned Action model demonstrates the attitude towards behavioral and behavioral intention are co-related.



2.4 Social Media Influencers
Social media is one of the advertising strategy that is impacting brands. According to research, social media platforms for example Facebook, YouTube, Instagram, etc. have become an important factor influencing the cosmetics purchase decision-making process and 60% of heavy buyers are relying on these platforms (TABS Cosmetics Study, 2017).
Social media influencers are a new marketing strategy trend to drive brand message and awareness consumer purchasing intention and decision, the influencer marketing trend grows exponentially this few years (Lau et. al., 2018). It is the greatest tool for marketers to reach and influence consumers effectively (Burke, 2017). The opinion leaders on social media are known as "influencer" as well as bloggers because of them are seen as authentic and highly engage with the audience (Bruns, 2018). The contribution of the influencer to influencer consumers through posts, pictures, messages to have engagement and digital dialogue to the potential consumers (Forbes, 2016).
There are 2 types of influencers, the micro-influencer is more likely an ordinary person acquired several followers in between 10,000 to 100,000 people while the macro-influencers are referring to the traditional celebrities (Abreu, 2019). Macro-celebrities are playing a role on social media however, the consumer tends to have higher trust with the micro-influencer compare to the macro-influencer. In the previous literature, the micro-influencers have positive influence on brand trust and lead purchase intention than the traditional celebrities (Bijen, 2017). The consumers tend to trust the influencers' endorsement with the brands in their areas of expertise (Hall, 2016).
Consumers like stories. "Storytelling" will be the principal strategy for the influencers to bring up to the audience such as, the brand story with "Why, How, What" in a genuine way (Romo et at, 2017). Besides, consumers will be happy to hear the "true feelings" from the influencers about brand perception and product integrity (Hall, 2016). It is value-added if the process of "behind the scenes" can be exposed as part of the advertising strategy to create and to fulfill the curiosity of consumers to build trust in the brand (Lau et al, 2018).
Social media influencers' credibility can use to measure the effectiveness of endorsement (Taghipoorreyneh and de Run, 2016). One of the ways to earn endorsement is by the recommendations of influencers on the true and unbiased feeling after using the product (Rebelo, 2017). Both Lim et. al. (2017) and Rebelo (2017) was mentioned the social media influencers' credibility consists of two-element which is trustworthiness and expertise in the area the influencers represents. The influencer has to perceive credible as a positive characteristic to strengthen the influence power toward consumers in the perceived and acceptance of a message (Lau and Yuan, 2019).
2.5 Trustworthiness and Consumer Attitude
Trustworthiness defined as honesty with integrity and generally is customer perception about truthfulness, credibility, reliability, believability (Ling et. al., 2010).
Rebelo (2017) demonstrate the findings of the social media influencers that can influences the consumers perceived trustworthiness as the main dimension in purchase intention. The endorser credibility was having a strong influence on attitude in purchasing intention (Goldsmith, Lafferty and Newell, 2000). Products endorsed by a celebrity significantly influence the consumers' attitudes and purchase intention however, the perceptions of consumers are more favorable toward high credibility influencers' dimensions in the products the influencers endorsed (Tripp, Jensen and Carlson, 1994). The female millennial consumers in Ireland mentioned the trustworthiness of the social media influencers are more important than expertise in the cosmetics products they endorsed (Baker, 2018). According to Burns (2018), consumers nowadays never judge influencer authenticity by the number of followers and the micro-influencers are perceived with higher authenticity and trust that able to influences the behavior of an individual.
The influencers on social media are part of the electronic word of mouth (eWOM) marketing tool (Wroblewski, 2017).  In Ewers (2017) finding result support trustworthiness is measured by part of source credibility has a significant relationship in attitude. In contrast, in the journal of Lim et. al. (2017) and Duygu et. al. (2017) source credibility of influencers (perceived trustworthiness) and reliability have an insignificant relationship with consumer attitude.
2.6 Expertise and Consumer Attitude
Lim et. al. (2017) the dimension of expertise for an influencer can be constructed within the source credibility. Many researchers have proven in their finding the social media influencers require to equip themselves in knowledge when endorsed product. Lack of expertise fields could be causing a negative relationship to impact the purchase intention (Evan, 2013).  Expertise is the competence level about the proficiency of one topic of an influencer to influence trust (Nadezhada and Zeina, 2017).
According to Rebelo (2017), findings revealed the expertise of an influencer does not affect the purchase intention of Instagram users in Portuguese. The female millennial consumers in Ireland are not less concerned about the expertise level of the social media influencers in beauty products that will impact attitudes in purchasing (Baker, 2018).
2.7 Attractiveness and Consumer Attitude
A person who is socially and physical attractiveness in the personality has the predictor power to increase the social media post viewing and more interactions in comments (Ballantine and Martin, 2005).
Attractiveness is measured by part of source credibility and the research finding is supported by Erdogan (1999) and Ewers (2017) in attitude towards the intention to buy. Lim et. at. (2017) and Rebelo (2017) proved that physical attractiveness has a positive relation toward the consumer attitude. Being well organized is part of the attractiveness personality that can significantly influence the pre-purchase decision-making process (Nadezhada and Zeina, 2017). Karasiewicz and Kowalczuk (2014) revealed the greater the celebrity's attractiveness was significantly higher than the non-celebrity when endorsed a product. Munnukka et al’s (2016) encountered attractiveness is the key for the right endorser in altering consumer attitude. The female millennial consumers in Ireland mentioned the attractiveness of the social media influencers remain critical to the cosmetics products they endorsed (Baker, 2018). Lau and Yuan (2019) found the influencers' attractiveness has positively affected the trust and attitude of the followers toward purchase intentions. The social attractiveness and the physical attractiveness positively influenced the consumer attitude (Lee and Watkins, 2016). 


2.8 Underpinning Theory
	2.8.1 Social Learning Theory
The social learning theory invented by Bandura (1963), were frequently applied in commercial fields in academic research as a theoretical framework (Bush et. al., 2004). Human behavior is formed by observation and imitates others with environmental influences.
Markgosa (2010) adopt the social learning theoretical framework to describe the influence of the celebrities on consumption behaviors and aligned with the theory the celebrity endorsement of the social media can shape consumer attitudes and decision making toward purchasing a product. Lim et. al. (2017) adopt the social learning theory in his research where the effectiveness of the social media influencers and the respondents' attitude are high influences the individual's purchase intention to products. However, most of the academic scholars adopted the TRA theory and will be explained in the next section.

2.8.2 Theory of Reasoned Action (TRA) Evaluation of behavioral outcomes

Behavioral Intention
Attitude towards behavior


Behavioral Beliefs


Figure 1: Theory of Reasoned Action (TRA)
Source: Ajzen & Fishbein (1975)
The TRA theory is widely used in academic research commonly in address the consumer choice and behavior intention is predicted by the human attitude within the influence of behavioral outcomes and beliefs. According to Li (2010) TRA model is used to predict the high volitional of an individual behavior in a voluntary situation.
Zhung (2017) applied Theory of Reasoned Action in his research finding indicate to build solid brand loyalty, social media marketing remain critical in maintaining positive impression in electronic word of mouth to increase customer engagement and influencing consumer toward purchase intentions. The TRA theory model also supported by Nadezhda, Zeina (2017), the influencers can influence the purchase intention between the consumer together with the characteristics of trustworthiness, credibility, competence, legitimacy, honesty, and expertise. The authenticity of the influencers is the most significant feature that has an impact on consumers' online purchase intent. In Yuksel (2016) research had adopted the TRA theory to investigate the consumer purchase intention will be influenced the consumer choice after watching YouTube.
Furthermore, according to Jarungjit and Jomkwan (2019) also adopt the TRA theory to support where the social influence has a significant effect on the attitude setting behavior during the decision-making process. Hence, the TRA theory will also be applied in this study how the social media influencers are referring to the "influence of the behavioral outcomes" that will impact the consumer attitude and their choice in purchase intention of the luxury cosmetics products.


2.9 Conceptual Framework
[image: ]
Figure 2: Conceptual Framework for Social Media Influencers and Consumer Attitude on Luxury Cosmetics Brands Purchase Intention in Klang Valley, Malaysia.

2.10 Hypothesis
Concerning the above research framework, the following hypothesis are defined to support the research study in finding out the relationship of independent variables (IVs): trustworthiness, expertise, attractiveness and consumer attitude on the dependent variable (DV), luxury cosmetics brands’ purchase intention in Klang Valley, Malaysia. 
 H1: Trustworthiness has a positive relationship with the consumer attitude in purchase intention.  
H2: Expertise has a positive relationship with the consumer attitude in purchase intention. 
H3: Attractiveness has a positive relationship with the consumer attitude in purchase intention.  
H4: Consumer attitude has a positive relationship in luxury cosmetics brands purchase intention in Klang Valley, Malaysia

2.11 Conclusion
In conclusion, existing literature about the social media influencers and the influencers' marketing and the luxury product purchasing intention in Malaysia context has been reviewed. The explanation of the 3 independent variables (trustworthiness, expertise, and attractiveness) on the social media influencer that is influenced the consumer attitude toward the luxury cosmetics product purchase intention critically explained. The grounded theory – Theory of Reasoned Action (TRA) and the theoretical framework are illustrated and discussed in detail. Four hypothesis are developed before the end of the chapter.







CHAPTER 3: RESEARCH METHODOLOGY
3.0 Overview
This chapter will be discussed and explore the appropriate research methodology that can provide the result of the study. Starting with the research design, the population, and sampling process. It will then followed by the survey questionnaire construct to measure each of the independent variables and dependent variables. The pilot test of the study will also be included and the measurement table will be performed to provide the analysis details.  
3.1 Research Design
Research design provides understanding how to conduct particular research by using the most appropriate method to solve the research problems (Bhat, 2019). It is a blueprint chosen by the researcher to gather multiple components for the data collection to enable to assess the research questions and achieve the research objectives (Bougie and Sekaran, 2016).
Qualitative research is to gather non-numeric data through observation, opinion, and motivation (Earl, 2014). It helps to develop ideas for potential quantitative research by collecting thoughts, interviews, and a small group of discussions into the problems (Cooper and Schindler, 2014). The sample size is typically small and target to the chosen respondents. However, quantitative research is used to solve the problems by gathering the opinions attitudes and behavior into numeric measurement and transform it into useful statistical analysis (Antiwi and Hamza, 2015). There are multiple data collection methods such as face to face surveys, online surveys, telephone interviews, online polls, etc. (Labaree, 2014). In this study will adopt quantitative research method to serve the purpose of examining the factors in social media influencers whether trustworthiness, expertise and attractiveness influences consumer attitude toward luxury cosmetics brands purchase intention in Klang Valley, Malaysia by focus on the theory testing and hypothesis testing with numerical data analysis, analyzed them by using statistical techniques to reach findings (Goertzen, 2017). 
The investigation type of this study is to co-relational design that helps to find out the significant relationship between the independent variable and the dependent variable (Cooper and Schindler, 2014). The researcher would conduct the study is non-contrived setting considering to avoid human bias and interface without effect the research environment and to achieve the high data accuracy (Bougie and Sekaran, 2016).
The cross-sectional time horizon usually used in large populations and sample size when there are limited resources and time constraints (Collis and Hussey, 2014). The data collection for the cross-sectional approach is collected from more than one respondent in a short period (Bryman and Bell, 2015). Therefore, the cross-sectional time horizon is a suitable approach for this study. Refer to the summary of the research design below.
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Figure 3: Research Design Framework (source from Bougie and Sekaran, 2011)
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Table 1: Summary of the Research Design applied





3.2 Sample and Procedure 
	3.2.1 Sampling Design
Sampling design is a procedure to enable researchers to focus on a smaller group of people from a larger population in data collection in cost-effective, accurate and economical (Greener and Martelli, 2015). 
There are two types of sampling type: probability sampling and non-probability sampling. In this study, the researcher adopts the non-probability - convenience sampling and snowballing technique that provides convenience to the researchers in time and cost-effective in getting the potential respondents and convenient to access with the respondents is willing to participate in the questionnaire survey later (Kumar, 2019). The snowball sampling technique is the chain referral process for the woman population in Klang Valley age 20 to 55, the respondents can have their friends and family who volunteered to participate in the survey that allows the researcher to reach more sample population in a short time-frame (Saunders et. al., 2016).
3.2.2 Sample Size
According to Taherdoost (2016), sample size is important in giving accurate and reliable feedback in the survey. The target respondents should be identified and they are the representative respondents for the target population. According to the research, the young generation consumers today are the emphasis on luxury goods and cosmetics (euromonitor.com, 2019). According to the report of household income survey in Malaysia, the highest median income level states by the state is Kuala Lumpur, RM9,073 followed by Putrajaya, RM8,275 and Selangor RM7,225 per month (dosm.gov.my, 2019). The statistical report revealed that the high-income group that most likely the potential luxury cosmetics purchaser is from the Klang Valley area. The population in Klang Valley is approximately 7.2 million, the female population are approximately 4 million and the female population ages between 20 to 55 are approximately 1 million (dosm.gov.my, 2019).
According to Roscoe (1975), the rule of thumb to determine the appropriate sample size is between 30 to 500 respondents for most of the behavioral research. The central limit theorem in statistics, the sufficient large sample size the sampling distribution will provide a normal distribution despite the variable in the population (Yusof, 2010). Based on the Roscoe rule, the sample size can be determined as 200 respondents for this research to ensure to achieve the central limit theorem and less error occurred. Besides, this is an effective decision in time management to complete the research within a short time-frame.

3.3 Questionnaire Design
A questionnaire is a tool commonly used research as a measurement instrument to evaluate phenomena and subjects in a particular research setting (Gidengil et. at., 2010). The questionnaire is composed based on the adopted method concerning the previous article journal in the related field. There are major 3 sections in the questionnaire where sections A, B, and C. Section A consists of 2 parts, where the 1st part is the demographic questions and the 2nd part is the respondent's social media behavior. The demographic questions are about ethnicity, age group, highest education background of the respondent, marital status, employment status, monthly income level, and the cosmetics brands the respondent has purchased before for personal use. Refer to table 2 below for the demographic questions construct.  
Section A: Demographic Questions
[image: ]Table 2: Demographic Questions Construct and Measure
(1) Section A: Social Media Behavior Questions
The second part of section A is to collect the data of social media behavioral for the respondents.
[image: ]Table 3:  Social Media Behavior Questions Construct and Measure

Section B: Measurements of Independent Variables 
A questionnaire was created using Google Form and distributed to the targeted respondent through social media networking apps such as Facebook Messenger, WhatsApp, LinkedIn, Instagram and email. The measurement for sections B and C designed using the five-point Likert Scale to measure the level of agreement of the respondents from strongly disagree to strongly agree. The answer select based on their own experience and knowledge is more effective in getting accurate data (Bougie and Sekaran, 2010).
Section B is to measure the independent variables (trustworthiness, expertise, attractiveness, and consumer attitude). There are 5 questions for each of the independent variables in this section measured by the 5 points Likert-scale measurement. Refer to table 4 for the questionnaire design for the independent variables.
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[image: ][image: ][image: ]Table 4: Section B - Four Independent Variables Questions Construct and Measure

Section C: Measurements of Dependent Variables 
Section C is to measure the dependent variables of the luxury cosmetics purchase intention. There are 3 questions in this section measured by the 5 points Likert-scale measurement. Table 5 is showing the questionnaire design for dependent variables.
[image: ]Table 5: Section C - Dependent Variables Questions Construct and Measure



3.4 Pilot Study
A pilot study is a small scale preliminary approach to evaluate and investigate the feasibility before the full-scale of the data collection (Johanson and Brooks, 2009). It is known as a trial run before formal data collection (Leon et al., 2011) to test whether the respondent are fully understood each of the questions. According to Roscoe (1975), the minimum sample size is 30 therefore questionnaire will be sent to 30 respondents for the pilot test data collection in this study. Upon data collected, the researcher will analyze the data via SPSS statistical software to generate and analyze the factor analysis and reliability analysis to ensure questionnaires are factor loading of each variable are valid and reliable at the initial stage before the full-scale data collection.

3.5 Measurement 
The measurement is the measuring tool to be used in research often to quantify the variables by the application tool and software (Mohajan, 2018). The questionnaire will be sent to the potential respondents via online through social media instant messaging platforms for data collection. The data collected will be input into the Statistical Package for Social Science (SPSS) management software to analyze the statistical analysis in social science (Bougie and Sekaran, 2011). Therefore, IBM SPSS version 20.0 will be utilized in this study.




3.6 Statistical Analysis
3.6.1 	Factor Analysis
The factor analysis has to first conduct preliminary analysis before the reliability test to verify the validity of the construct if any specific factor needs to be removed (Babin et. al., 2013).  The factor analysis can be executed to validate the full-scale data collection and pilot test.
Kaiser-Meyer-Olkin (KMO) test is to measure the sampling adequacy and the value is in between 0 to 1, the higher value of KMO closer to 1 is better. The minimum KMO value to proceed further analysis is 0.60 (Taherdoost, 2016). Bartlett's test of Sphericity is to determine the data collected are relevant and appropriate within the questionnaire (Kumar et. al., 2010).  
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Table 6: Rule of Thumb – KMO
Source: Kaiser (1974)

3.6.2 Reliability Analysis
Reliability test remain critical in data analysis to ensure the data collected are consistent and reliable (Hair et. al., 2014). The Cronbach alpha value is to measure the internal consistency value, the higher the alpha value leads to higher reliability (Bell et. al., 2018).
The Cronbach alpha value is between 0 to 1, according to the rule of thumb, Andale (2014) the acceptable alpha value for the reliability is above 0.70, alpha value above 0.80 is considered good and the alpha value of 0.90 and above is excellent.
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Table 7: Rule of Thumb – Cronbach Alpha
Source: Andale (2014) 

3.6.3	Descriptive Analysis
The descriptive information of the respondent is collected in "section A – demographic and social media behavior" in this study. The purpose of collecting the demographic information is to understand the background of the respondent and knowing the respondents' characteristics (Davis, 2014). It usually contains age, gender, race, occupation, an education level (Aktürk, Aslan and Aylaz et. al., 2012). The personal information of the respondent will not be revealed and disclosed. In this research, the demographic profile collected from the respondents is ethnicity, age group, education level, marital status, profession, monthly income, and the cosmetics brand the respondents have tried.  
In social media behavioral questions, the researcher wants to know which social network the respondent used the most, and how often the respondents spent on social media per day (Savage, 2012). Besides, if the respondents are following any influencers on social media, which area of specialization of the influencers the respondent follows the most whether in fashion, beauty, fitness, lifestyle or travel (Burns, 2018). Furthermore, which beauty influencers the respondents follow on social media. The frequency table and the cross-tabulation table will be generated from the raw data in SPSS.

	3.6.4 Hypothesis Analysis
The hypothesis analysis can be performed upon the validity and the reliability test has been performed (Quinian, 2011). Hypothesis testing is to examine the relationship between two variables between both the independent variable and the dependent variable has a positive or negative relationship (Gaston, 2014).

· Multiple Regression Analysis
The multiple regression analysis is used to discover the relationship between two or more variables in positive or negative and the regression analysis is also to determine the significant factor (Waters, 2011).
Once the multiple regression analysis executed the adjusted R-squared in the model summary explain the predictive significance of independent variables towards the dependent variable (Garson, 2015). The higher R-squared value explains the variation in the dependent variable is due to the variation of the independent variable (Bougie and Sekaran, 2013). If the R-squared value is lower than 0.50, it means the construct of the framework has low predictive power and other factors that are not included in the study might influence the phenomenon of the study (Lewis et. al., 2015).
Besides, p-value in multiple regressions is to measure the statistical significance of each independent variable with a p-value of lower than 0.05 (Cooper and Schindler, 2014). For the p-value of higher than 0.05, the hypothesis is not significant and acceptable (Saunder, 2011). The beta coefficient (β) value indicates the strong relationship and the high influencer power on the phenomenon of the study compared to other variables (Brown and Peterson, 2005).
In this study, the researcher will first test the hypothesis which credibility factor of an influencer (trustworthiness, expertise, and attractiveness) has a significant relationship with the consumer attitude, then to test again the consumer attitude has a strong relationship with the luxury cosmetics purchase intention.

3.7 Conclusion
This chapter explained the research methods to achieve the objective of the study. The quantitative research method implemented and the self-administered questionnaire sent through an online survey for data collection. Non-probability convenience sampling and snowball sampling will be applied. Pilot test of 30 respondents and 200 respondents for the final data collections input. Several data analysis will be performed and the finding will be presented in the next chapter.	  










CHAPTER 4: RESEARCH FINDING
1. 
1. 
1. 
1. 
4.0 Overview
In this chapter, data collection, analysis and data interpretation will be conducted based on the research methodology as discussed in chapter 3. Data collected from the female respondent live in Klang Valley. The final result will be analyzed via the statistical software, IBM SPSS version 20. Before proceeding to the final data result, a pilot test will be conducted to ensure the reliability and validity of the questionnaire. Then, a full set of data analysis including factor analysis, reliability analysis, descriptive analysis, and hypothesis testing will be performed to assess the relationship between each variable upon the final data collection is complete.
4.1 Pilot Test
The purpose of the pilot test is to inspect the feasibility of an approach that will be used in the larger scale of the research, it is also known as a trial run before formal data collection (Leon et al., 2011). In this research, the questionnaire will be sent to 30 respondents for the pilot test data collection. Upon data collected, the researcher will analyze the data via SPSS statistical software to generate and analyze the factor analysis and reliability analysis to ensure questionnaires are factor loading of each variable are valid and reliable at the initial stage.
4.1.1 Factor Analysis
Factor analysis is a statistical method that is to examine whether the questionnaire relevant to the research and the factor loading giving some information whether specific variables require to be removed/deleted from final data collection to enhance the validity and appropriateness of the constructs (Hof, 2012). Factor analysis is related to principal component analysis (PCA) but they are not identical. The principal component analysis (PCA) is to explain the variance however the factor analysis is to explain the covariance between the variables. 
Factor loading is to explain the relationship of each variable to the underlying factor (Creswell, 2009). The communalities table below is the output from factor analysis using SPSS. Concerning the rule of thumb, the communalities' value should be more than 0.5 to be considered for further analysis. From the table 8 below the communalities value of each variable are in between 0.594 to 0.906. In this case none of these variables need to be removed can proceed further to the reliability analysis. It means each of the variables is relevant and suitable for the research. The result obtained from SPSS for factor analysis in communalities attached in appendix A.
	Underlying Factors
	Code
	Variables in Data
	Extraction

	IV - Trustworthiness
	TR1
	The social media influencers on social networks are authentic.
	0.670

	
	TR2
	The social media influencers on social networks has integrity.
	0.898

	
	TR3
	The social media influencers on social networks are convincing.
	0.723

	
	TR4
	The social media influencers on social networks are dependable.
	0.680

	
	TR5
	The social media influencers on social networks are consistent.
	0.854

	IV - Expertise
	EX1
	The social media influencers on social networks are expert in the area they represent.
	0.594

	
	EX2
	The social media influencers on social networks are experienced.
	0.823

	
	EX3
	The social media influencers on social network is knowledgeable.
	0.772

	
	EX4
	The social media influencers on social network is qualified.
	0.774

	
	EX5
	The social media influencers on social network are having a good skill in make-up.
	0.853

	IV - Attractiveness
	AT1
	The social media influencers on social networks looks confident in what they are doing.
	0.859

	
	AT2
	The social media influencers on social networks appear to be passionate.
	0.852

	
	AT3
	The social media influencers on social networks are presentable.
	0.872

	
	AT4
	The social media influencers on social networks are elegant. 
	0.845

	
	AT5
	The social media influencers on social networks have flawless skin.
	0.827

	IV - Consumer Attitude
	CA1
	The recommendations of the social media influencers are accurate and honest to their opinion.
	0.793

	
	CA2
	I enjoy watching the products sharing of the social media influencers on social networks.
	0.823

	
	CA3
	I like the way the social media influencers presents their idea on social networks.
	0.812

	
	CA4
	I have emotionally attached to the social media influencers and feels like they could be my friends.
	0.682

	
	CA5
	I agree if I put the luxury cosmetics products marketed by social media influencer can make me feel successful. 
	0.800

	DV - Luxury Cosmetics Brands Purchase Intention
	PI1
	I am very likely to buy the luxury cosmetics brands endorsed by my favorable influencers on social networks.
	0.842

	
	PI2
	I intend to purchase the luxury cosmetics brands as marketed by the social media influencers on social networks.
	0.906

	
	PI3
	I will definitely purchase the luxury cosmetics brands in near future as marketed by the social media influencers on social networks.
	0.855


Extraction Method: Principal Component Analysis
 Table 8: Communalities for Pilot Test Result (N= 30 respondents)



4.1.2 Reliability Analysis
The purpose of the reliability analysis is to ensure the respondents can understand each of the questions to collect the appropriate data for further analysis and interpretation (Sekaran and Bougie, 2013). The reliability test is to measure the internal consistency of the questionnaire items through Cronbach alpha value. The suggested Cronbach's alpha value is between 0.70 to 0.95, the higher Cronbach alpha value indicates the better internal consistency of the data (Dennick and Tavakol, 2011).
From the table 9 below, the Cronbach's alpha range of each variable range is from 0.780 to 0.909 and the overall reliability of 23 items is 0.901. Meaning to say the alpha value indicates high internal consistency and good to go for the final data collection. The result obtained from SPSS for reliability analysis attached in appendix B.
	
	Variables
	Cronbach's Alpha (α)
	Number of Item

	Independent Variables
	IV - Trustworthiness
	0.888
	5

	
	IV - Expertise
	0.889
	5

	
	IV - Attractiveness
	0.946
	5

	
	IV - Consumer Attitude
	0.780
	5

	Dependent Variable
	DV - Luxury Cosmetics Brands Purchase Intention
	0.909
	3

	All Variables
	0.901
	23


Table 9: Summary Result of Reliability Analysis for Pilot Test (N= 30 respondents) 







4.2 Preliminary Data Analysis
In this research, the researcher will conduct factor analysis and reliability analysis on the full scale of the 200 responses collected and SPSS is the statistical software to generate and analyze the data set. 
The following table 10 explains the summary of both independent variables and the dependent variable.
	Independent Variables
	Independent Variable
	Dependent Variable

	Trustworthiness
	Consumer Attitude
	Luxury Cosmetics Brands Purchase Intention

	Expertise
	
	

	Attractiveness
	
	


Table 10: Summary of Independent Variables and Dependent Variable


4.2.1 Factor Analysis
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Figure 4: KMO and Bartlett’s Test for final data collection (N= 200 respondents)

KMO is to measure the sampling adequacy, the rule of thumb for KMO (Kaiser, 1974) the minimum value is 0.5 (barely accepted), values in between 0.7 to 0.8 is acceptable and value above 0.9 are superb. Concerning the figure 4 for KMO and Bartlett's test result obtained from SPSS.
The KMO test result of this study is 0.944, which indicates the sampling size is superb.
Bartlett's test is an indication of the strength of the relationship among variables. A strong relationship between variables is sig < 0.05. From the Bartlett's test result, sig = 0. It means the relationship between all the variables is strong enough to proceed to the next analysis.
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Extraction Method: Principal Component Analysis
 Table 11: Communalities for Final Data Collection (N= 200 respondents)



Communalities indicate the common variance shared by the factors with the given variables. Higher communalities indicate the larger amount of the variance in the variable has been extracted by the factor solution. For a better measurement of factor analysis communalities the value should be more than 0.5. From the results from SPSS, the communalities value are in between 0.691 to 0.905, the results indicate the factors are considered appropriate to proceed to the further analysis.

4.2.2 Reliability Analysis


	
	Variables
	Cronbach's Alpha (α)
	Number of Item

	Independent Variables
	IV - Trustworthiness
	0.884
	5

	
	IV - Expertise
	0.895
	5

	
	IV - Attractiveness
	0.908
	5

	
	IV - Consumer Attitude
	0.892
	5

	Dependent Variable
	DV - Luxury Cosmetic Brands Purchase Intention
	0.900
	3

	All Variables
	0.973
	23


Table 12: Reliability Analysis Summary Result (N= 200 respondents)


According to the rule of thumb of Cronbach’s alpha, ⍺ ≥ 0.9 is an excellent internal consistency, while 0.9 > ⍺ ≥ 0.8 is indicating a good internal consistency (Andale, 2014). Based on the data collection on 200 respondents, all the ⍺ values of all variables are above 0.80. It means this is showing a very high internal consistency for the scale.




4.3 Demographic Characteristics Analysis
In this section, the results of the demographics of the respondents will be analyzed through SPSS statistical software. The information includes ethnicity, age group, highest education, marital and employment status. Besides, the behavior of using social media of a respondent such as average time per day spend on social media, which social network the respondent used the most and who are the favorite social media influencers.
4.3.1 Response Rate 
The total 224 sets questionnaire survey link in Google form was sent out to reach to the target respondents through Facebook messenger, WhatsApp, WeChat. The targeted respondents are to the respondents biologically female (age 20 to 55) live in Klang Valley. 9 respondents are not female, and 15 respondents are living outside of Klang Valley area. Thus, these responses will be excluded from further analysis. The usable response rate of this survey is 89.30%. Table 13 below is showing a summary of the response rate.
	Total response Received
	Total Usable response
	Response Rate (Usable)

	224
	200
	89.30%


Table 13: Response Rate Summary




4.3.2 Demographic Profile
From the demographic profile, we can know the demographic information of the respondents such as ethnicity, age range, the highest education level, marital status, employment status, and the monthly income range.
The data collected from the respondents, there are total 81 (40.5%) respondents are Malay, followed by Chinese 75 (37.5%), Indian 35 (17.5%) and others ethnic 9 (4.5%). The majority age range from the total of 200 respondents, 90 (45%) are from the aged group of "30 – 39 years old", "20 – 29 years old" age group 73 (36.5%), while "40 – 49 years old" range have 32 (16%) and the minority of age group "50 – 55 years old" is 5 (2.5%).
The highest education level from the respondents are mainly with the degree level, “Undergraduate (Degree)” is contribute 101 (50.5%), followed by “Undergraduate 
(Pre-University Level)” is 55 (27.5%), “Postgraduate (Master)” is having 39 respondents (19.5%) and “Postgraduate (doctorate) is 5 (2.5%). 107 out of 200 (53.5%) respondents are married, 72 respondents (36%) are single, 12 (6%) out of 200 respondents are divorced and only 9 (4.5%) are widowed.
For the employment status of the 200 respondents, the majority of 111 (55.5%) are employed "Executive / managerial".  46 (23%) respondents are "self-employed / own company", 34 (17%) respondents are professional and 9 (4.5%) are unemployed. The majority 73 (36.5%) female respondents' monthly income level are in between the range of "RM7001- RM12000", while 72 (36%) respondents is having "RM 3001 -RM7000", 32 (16%) respondents as having "more than RM12001" and 23 (11.5%) is having "below RM3000" income level per month. Please refer to table 14 for the demographic profile summary and the results obtained from SPSS will be attached in Appendix C.
	Profile
	Code in SPSS
	Frequency
	Percent (%)
	Cumulative Percent (%)

	Ethnicity
	Malay
	1
	81
	40.5
	40.5

	
	Chinese
	2
	75
	37.5
	78.0

	
	Indian
	3
	35
	17.5
	95.5

	
	Others
	4
	9
	4.5
	100.0

	Age Group
	20 - 29 years old
	1
	73
	36.5
	36.5

	
	30 - 39 years old
	2
	90
	45.0
	81.5

	
	40 - 49 years old
	3
	32
	16.0
	97.5

	
	50 - 55 years old
	4
	5
	2.5
	100.0

	Highest Education Level
	Undergraduate 
(Pre-University Level)
	1
	55
	27.5
	27.5

	
	Undergraduate 
(Degree)
	2
	101
	50.5
	78.0

	
	Postgraduate
(Master) 
	3
	39
	19.5
	97.5

	
	Postgraduate
(Doctorate)
	4
	5
	2.5
	100.0

	Marital Status
	Single
	1
	72
	36.0
	36.0

	
	Married
	2
	107
	53.5
	89.5

	
	Widowed
	3
	9
	4.5
	94.0

	
	Divorced
	4
	12
	6.0
	100.0

	Employment Status
	Unemployed
	1
	9
	4.5
	4.5

	
	Professionals
	2
	34
	17.0
	21.5

	
	Executive / Managerial 
	3
	111
	55.5
	77.0

	
	Self- Employed / Own Company
	4
	46
	23.0
	100.0

	Monthly Income
	below RM3000
	1
	23
	11.5
	11.5

	
	RM 3001 -RM7000 
	2
	72
	36.0
	47.5

	
	RM7001- RM12000
	3
	73
	36.5
	84.0

	
	more than RM12001
	4
	32
	16.0
	100.0


Table 14: Demographic Profile Summary
4.3.3 Social Media Behavior
From the cross-tabulation results generated from SPSS table 15 below, the highest social media network users is Facebook 98 (49%), followed by Instagram users 60 (30%), YouTube users from the 200 female respondents are 38 (19%), LinkedIn and others social network both are having 2 (1%). 98 of the 200 respondents (49%) spending "2 – 4 hours per day" on social media, 62 (31%) are spending "less than 1 hour", 25 (12.5%) are spending "5 – 7 hours per day" and 15 (7.5%) are spending "8 – 10 hours per day" on social media in a day.
From the 98 respondents who choose Facebook as the social network they mostly use, 43 respondents (43.9%) are choosing "2 – 4 hours per day" and "Less than 1 hour per day" for the usage of the social network. 8 (8.2%) are using Facebook " 5 – 7 hours per day" and 4 (4.1%) respondents are using Facebook "8 – 10 hours per day".
From the 60 respondents who choose Instagram as the social network they mostly use, 31 respondents (51.7%) are choosing "2 – 4 hours per day". 12 (20.0%) respondents are choosing "Less than 1 hour per day" for the usage of social networks. 10 (16.7%) are using Instagram "5 – 7 hours per day" and 7 (11.7%) respondents are using Instagram "8 – 10 hours per day".
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Table 15: Cross-tabulation Summary of Social Network users and Social Media Usage per day

4.3.4 Area of Specialization of Social Media Influencers Preference
From the 200 female respondents, only 160 (80%) respondents follow influencers on social media. The highest area of specialization the respondents follows on social media is the beauty area that contributes 44 (27.5%) response, followed by lifestyles area 41 (25.6%), fashion area 29 (18.1%), fitness area 28 (17.5%), and the travel area has 18 (11.3%) followers from the respondents. Summary result obtained from SPSS shown in table 16.
Malay respondents have the highest ethnic group, 68 (42.5%) out of 160 total respondents who follow influencers on social media. The "beauty" area has the highest preference 22 (13.8%), followed by "fitness" area 15 (9.4%), "lifestyle" 14 (8.8%), "fashion" 12 (7.5%) and "travel" 5 (3.1%). Chinese has the second largest ethnic group, 58 (36.2%) from the respondents. 17 (10.6%)  Chinese follows the influencers in the area of “Lifestyles” on social media, followed by fashion 13 (8.1%), beauty12 (7.5%), travel 9 (5.6%) and fitness area 7 (4.4%). 
From the 160 respondents who has follow the influencers on social media, 71 (44.4%) are contributing the largest from the age group of "30 – 39 years old", among them 18 (11.2%) of them are equally follow the influencers in the area of "Lifestyles" and "Beauty" on social media followed by "fashion" 13 (8.1%), "travel" 12 (7.5%) and "fitness" 10 (6.2%). The age group of "20 – 29 years old" has 65 (40.6%), 24 (15%) of them follows the influencers in "beauty" area, 14 (8.8%) follows the influencers in "fitness" area, 12 (7.5%) in lifestyles, 11 (6.9%) on fashion, and 4 (2.5%) on travel. Refer to table 17 below for the cross-tabulation summary between ethnicity, age group, and area of specialization social media influencers.  Results obtained from SPSS will be attached in appendix D.
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Table 16: Summary of Area of Specialization Social Media Influencers Preference 
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Table 17: Cross-tabulation Summary of Ethnicity, Age group, and Area of Specialization Social Media Influencers

4.3.5 Cosmetics Brands by Ethnicity
In the questionnaire survey, the female respondents are required to select which are the cosmetics brands they have tried. The respondents are free to select more than one option for the cosmetics brands they used. A cross-tabulation summary has been done between cosmetics brands and the ethnicity in table 18 below.
The cosmetics brand M.A.C. Malay has the highest number 29 (52.7%) of respondents tried the brand before. Other than M.A.C, brands like L'Oreal 30 (47.6%), Maybelline 30 (52.6%), The Body Shop 27 (44.3%), NARS 14 (58.3%) and Covergirl 13 (59.1%) are also having the highest selection from Malay.
Brand Estée Lauder, Chanel, YSL Beauty, and Dior are having the highest selection from Chinese where Estée Lauder is 27 (71.1%), Chanel is 26 (68.4%), YSL Beauty 25 (78.1%) and Dior 15 (65.2%).  However, the brand Avon 14 (35.9%) has the most selection from Indian.
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Table 18: Cross-tabulation Summary of Ethnicity and Cosmetics Brands Preference









4.4 Hypothesis Analysis
In this section, the researcher will be using multiple linear regression analysis to test the relationship between the independent variables (IVs) and the dependent variable (DV). The hypothesis is developed below.
	Item
	Hypothesis

	H1
	Trustworthiness has a positive relationship with consumer attitude in purchase intention. 

	H2
	Expertise has a positive relationship with consumer attitude in purchase intention.

	H3
	Attractiveness has a positive relationship with consumer attitude in purchase intention. 

	H4
	Consumer attitude has a positive relationship in luxury cosmetics brands purchase intention in Klang Valley, Malaysia


Table 19: Research Hypothesis
                                 [image: ]	[image: ]
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Figure 5: Research Framework
Concerning the research framework design (figure 4.4), consumer attitude is influenced by the trustworthiness, expertise, and attractiveness and the luxury cosmetics brands’ purchase intention is influenced by the consumer attitude, therefore there will be two (2) multiple regression will be carried to test:
1. A positive relationship between consumer attitude versus trust, expertise, and attractiveness.
1. A positive relationship between consumer attitude and the cosmetics brand's purchase intention.
4.4.1 Multiple Regression Analysis (RO1)
There is 2 part of the multiple regression in this study. First, the relationship between consumer attitude, trust, expertise, and attractiveness will be measured followed by the second part of the relationship between consumer attitude and the luxury cosmetics brands’ purchase intention.
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Table 20: Model Summary Table - Consumer Attitude, Trust, Expertise & Attractiveness
Based on the model summary in table 20, the derived adjusted R-square is 0.724, which indicating that 72.4% of the variance in consumer attitude can be predicted by trustworthiness, expertise, and attractiveness of social media influencers. The remaining 27.6% of the variance could be explained by other factors where it is not included in this research. 
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Table 21: ANOVA Table - Consumer Attitude, Trust, Expertise & Attractiveness
Based on the above table 21, the ANOVA table shows the F-test result of 175.303 (sig = 0.000) indicates the regression model is significant at p < 0.05. This indicates the combination of the constructs significantly predicted by the consumer attitude overall.
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Table 22: Coefficients Table - Consumer Attitude, Trust, Expertise & Attractiveness
Based on table 22, there are 2 variables with a p-value < 0.05. The variable of trustworthiness showing p = 0.0406 and expertise showing of p = 0.001 are showing a significant relationship between consumer attitude. However, the variable of attractiveness is showing p = 0.063 (p > 0.05), in this case, the attractiveness variable does not have a significant relationship with consumer attitude.
The standardized coefficients β value of trustworthiness with β = 0.231 and expertise with β = 0.457 are showing positive value; it means these variables are having a positive relationship with consumer attitude. 
As a result, expertise is showing the strongest predictor that can influencer consumer attitude followed by the trustworthiness of an influencer. Attractiveness is excluded because the p-value is not significant to the consumer attitude.

4.4.2 Multiple Regression Analysis (RO2)
The 2nd part of the multiple regression analysis is to measure the positive relationship between consumer attitude and the cosmetics brands' purchase intention. 
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Table 23: Model Summary Table – Purchase Intention & Consumer Attitude

Based on the model summary in table 23, the derived adjusted R-square is 0.732, indicating that 73.2% of the variance in luxury cosmetics brands purchase intention can be predicted by consumer attitude. The remaining 26.8% of the variance could be explained by other factors other than consumer attitude where it is not covered in this research. 
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Table 24: ANOVA Table - Purchase Intention & Consumer Attitude
Based on the above table 24, the ANOVA table showed a strong F-test result of 543.921 (sig = 0.000) indicate the regression model is significant at p < 0.05. This indicates the combination of the constructs significantly predicted the luxury cosmetics brands' purchase intention overall.
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Table 25: Coefficients Table - Purchase Intention & Consumer Attitude

Based on table 25, the only variable, p-value of consumer attitude = 0.000 (p < 0.05). In this case, consumer attitude has a significant relationship with the purchase intention. The standardized coefficients β value of consumer attitude β = 0.856, it means these variables are having a positive relationship with the luxury cosmetics brands purchase intention.






















4.4.3 Hypothesis Analysis Summary
Based to the findings in multiple regression (R1) and (R2), the detailed test finding shows as follow:
Hypothesis 1: Trustworthiness has a positive relationship with consumer attitude in purchase intention. 
The relationship between trustworthiness and consumer attitude was evaluated. The results showed there is a significant positive relationship between two variables. (p = 0.046, β = 0.231)
Therefore, hypothesis 1 is accepted. 
Hypothesis 2: Expertise has a positive relationship with consumer attitude in purchase intention.
The relationship between expertise and consumer attitude was evaluated. The results showed there is a significant positive relationship between two variables. (p = 0.001, β = 0.457)
Therefore, hypothesis 2 is accepted. 
Hypothesis 3: Attractiveness has a positive relationship with consumer attitude in purchase intention. 
The relationship between attractiveness and consumer attitude was evaluated. The results showed there is no significant relationship between the two variables. (p = 0.063, β = 0.185)
Therefore, hypothesis 3 is rejected. 


Hypothesis 4: Consumer attitude has a positive relationship in luxury cosmetics brands purchase intention in Klang Valley, Malaysia
The relationship between consumer attitude and luxury cosmetics brands purchase intention was evaluated. The results showed there is a significant positive relationship between two variables. (p = 0.000, β = 0.856)
Therefore, hypothesis 4 is accepted. 
Refer to the hypothesis analysis summary in table 26 below. 
	Hypothesis
	β value
	p<0.05
	Status

	H1
	Trustworthiness has a positive relationship with consumer attitude in purchase intention. 
	0.231
	0.046
	Accepted

	H2
	Expertise has a positive relationship with consumer attitude in purchase intention.
	0.457
	0.001
	Accepted

	H3
	Attractiveness has a positive relationship with consumer attitude in purchase intention. 
	0.185
	0.063
	Rejected

	H4
	Consumer attitude has a positive relationship in luxury cosmetics brands purchase intention in  Klang Valley, Malaysia
	0.856
	0.000
	Accepted


 Table 26: Hypothesis analysis summary









4.5 Conclusion
In conclusion, the research findings were analyzed through the factor analysis, reliability analysis, descriptive analysis, and hypothesis analysis using the SPSS statistical software. A pilot test was conducted before the full-scale distribution to ensure the questionnaire is relevant and reliable. Throughout the research findings, three out of four hypothesis were accepted. The expertise factor of influencers has the most powerful influence followed by trustworthiness factor on consumer attitude prior to purchase intention on the luxury cosmetics products. Consumer attitude is showing a strong influencer in luxury cosmetics brands' purchase intention. The next chapter will discuss more on the findings, recommendations, limitations and contributions to the society.









CHAPTER 5: CONCLUSION AND RECOMMENDATION
5.0 Overview
In this chapter, the researcher will discuss the detailed findings demonstrated from Chapter 4 - research finding. The main findings of how social media influencers can help businesses to grow and expand. Furthermore, the contribution toward academics and society will be covered in this chapter. Besides, limitations and recommendations for future research will be discussed. Last, will be a conclusion and personal reflection to end the chapter.
5.1 Discussion on Findings
This study is research on how social media influencers and consumer attitudes influence the purchase intention of luxury cosmetics products. From the previous studies, it identify factor of influencing purchase intention is the consumer attitude from an individual; and the social media influencers can influence consumer attitude through their credibility of trustworthiness, expertise and the attractiveness on their own. Four hypothesis were developed based on the research objectives in the previous chapter. This section will provide a comprehensive discussion of the research objectives and research question based on the final result obtained.

RO1: To investigate how trustworthiness impacts consumer attitude in purchase intention.
RQ1: Does trustworthiness positively influence consumer attitude in purchase intention?

RO1 proposed to investigate how the trustworthiness impact consumer attitude in purchase intention, Based on the hypothesis analysis summary in table 4.11 of the previous chapter: research findings, the p-value of trustworthiness toward consumer attitude is p = 0.046 (p < 0.05) and the statistical result is significant and the hypothesis is accepted. Based on the previous literature from Rebelo (2017), this hypothesis is supported where trustworthiness is most significant to purchase intention. However, according to Lim et. al., (2017), source credibility include the two-element which is trustworthiness and expertise that is within source credibility. The statistical result finding is contradicted with the previous literature finding, credibility is not supported and no relationship to consumer attitude (Lim et. al., 2017).

RO2: To examine how expertise impacts consumer attitude in purchase intention.
RQ2: Does expertise positively influence consumer attitude in purchase intention? 
RO2 proposed to examine how expertise impacts consumer attitude in purchase intention, based on the hypothesis summary, hypothesis 2 is accepted with the p-value = 0.001 (p < 005). The expertise factor is the most significant factor that is influencing the consumer attitude followed by trustworthiness from the statistical result of this study. However, it has a contradicted result with the previous literature from both Lim et. al., (2017) and Rebelo (2017) where expertise has no relationship with the consumer attitude and purchase intention.



RO3: To determine how attractiveness impacts consumer attitude in purchase intention.
RQ3: Does attractiveness positively influence consumer attitude in purchase intention?
RO3 proposed to determine how attractiveness impact consumer attitude in purchase intention, based on the hypothesis summary in table 4.11, the statistical result is shown rejected and not supported of this hypothesis. Based on the previous literature findings, source attractiveness is supported to consumer attitude in literature Lim et. al., (2017) and Rebelo (2017) attractiveness has the second significant statistical result after trustworthiness in purchase intention.

RO4: To predict how consumer attitudes can influence the purchase intention in luxury cosmetics brands.
RQ4: Does consumer attitude positively impact the purchase intention in luxury cosmetics brands? 
RO4 proposed to predict how consumer attitude can influence the purchase intention in luxury cosmetics brands, based on the hypothesis summary in table 4.11, the statistical result is shown accepted with the p-value of 0 (p < 0.05) and very high beta value of 0.856. It is supported by the literature Lim et. al., (2017) as well as Duygu et. al. (2017) indicate consumer attitude has a positive relationship with the purchase intention.
As a conclusion of the findings in this study, there are several factors where the findings are different from the previous literature. In this study, the purchase intention is focus on the luxury cosmetics brands where the targeted population and the expectation respondents are different from the literature findings of Lim et. al., (2017) and Rebelo (2017).
5.2 Recommendations
Based on the hypothesis testing on the sample data collected from the respondents, it can help businesses and marketers to make better business decisions strategically to leverage the social media platform and improve business performance (Mohan, 2016). Social media can be an important and useful tool to the luxury brand managers, where the targeted sample respondents most are not just high-income groups but they are also highly educated (50.5% with degree level from the total respondents) in urban areas. The expectation of their needs are different unlike with the everyday consumer goods, luxury brands are special and establish a long term relationship that can influence consumer attitude. Physically attractive by just looking good is not what the customers want, but the solid knowledge and the skill sets in the specific area the influencers representing are the key factors in influencing the consumer attitude. Here are some recommendations to the marketers/businesses.
Since back then the influencer is so much important to the businesses, acquire high credibility and responsible influencers to represent the brand. There are many marketing platforms in the market of getting the trusted influencers. Select highly accountable, knowledgeable and credible influences for the brand ambassador. Alternatively, provide the training program to improve the qualifications of the influencers are also one of the suggestion that can reduce the unethical practices and fraud within the influencers. Demand for the social media influencers has now become more transparent, and the qualifications and the industry standards will equally be elevated to become more mature to meet the expectation of the industry. Education will never go wrong in any industry. Educate the influencers and marketers on the industry's best practices and be the top in the industry.
A successful influencer has the power to influence the consumer purchase intention, not only the outstanding appearance to attract more customers and to create the customer's curiosity but the solid qualifications of the content category to support their statement. Influencers that promote one brand, do they even try the products before they share the personal experience toward the product in terms of feeling and the ingredients are safe and prof by the literature? Besides, influencers can also strengthen the influencing power of a product by "Use it, share it, and love it" and have faith in it. This is one of the ways to increase the trustworthiness toward consumers.
Furthermore, we can leverage the Internet of Things (IoT) and big data to connect to the measurement software to track and to measure the credibility and trust of the influencers. Example: Scrunch is the recommended software in the industry. However, researching new ways to identify and to measure credibility and authenticity in influencers marketing are most welcome to provide the solution to the industry.





5.3 Contributions
5.3.1 Contribution to Industry
The study aims to obtain an in-depth analysis of how businesses can leverage the power of social media and the criteria of an influencer that can influences the consumer attitude toward luxury cosmetics brands purchase intention and ultimately increase company sales. The finding of this study able to provide insights into which the credibility factor of influencers can influence purchase intention the most and which factor has the least influences. Expertise of the area and trustworthiness characteristics has the most influencing factor that can lead to purchase intention. However, surprisingly the attractiveness factor has not significant to the consumer attitude toward luxury cosmetics toward purchase intention. Marketers and businesses can leverage the research finding to develop an effective marketing strategy by leveraging the power of influencers to build strong branding.
5.3.2 Contribution to Academy
From the research findings, the results contribute the insights to the researcher of the relationship between the variables. Besides, this study is serving reference purposes for future researchers who are interested to conduct the related studies. This research has to provide insights on how businesses can leverage the power of social media influencers in business context in Malaysia.



5.4 Limitation of the Study
In this research, the most challenging part is the short time-frame given from stretch to project completion is only 3 months (short semester). Due to the short time-frame, the researcher might not able to include all potential factors that might impact the finding of the research.
Secondly, the quality of the respondents in answering the survey might also be questionable. The researcher has no control and ensures respondents are answering with honesty on the questionnaire.
Subsequently, the female population in Klang Valley ages between 20 to 55 years old is approximately 1 million population. A sample size of 200 respondents might not be fully covered and represent the targeted respondents.

5.5 Recommendation for Future Research
Based on the limitation mentioned in the previous section, here comes with the suggestion for future research. Other variables may consider to include in the study such as psychological factor might lead to luxury purchases key factor that may need to look into in the future studies.
Adopt mix method research methodology besides only based on the finding results on the quantitative method. Qualitative methods in interview and observation may enhance the detailed research with higher reliability and accuracy of the research findings.
Moreover, suggest the future study to expand the sample size to cover more other states such as Penang and Johor in Malaysia to increase the population to have more accuracy on data collection that can represent the major voice that might influence the research findings.  
5.6 Conclusion
This is the last chapter of the research that discussed the discussion on findings, recommendations, contribution, limitation and recommendation for future research. The results of this study giving the researchers and the marketers the insights the credibility factors – expertise and trustworthiness of influencers can influence the consumer attitude toward the luxury cosmetics brands' purchase intention. The recommendation is to strengthen and support tools for the businesses to enhance the expertise area and trustworthiness of an influencer. The limitations and the recommendation to future research enable the in-depth study of the relevant topic. Lastly, identifying the credibility of an influencer and how consumers perceived has an impact on purchase intention. It is significant for marketers to build brand strategies over the social media platform (Rebelo, 2017).
5.7 Personal Reflection
By conducting this MBA project, allows me to understand the research process in a business context. In the fast-changing business era, research is an efficient method in solving business problems and crises. It brings value to the society and the industry for the problems that a researcher can be solved. I have gained so much knowledge of how to conduct research independently and it has completely sharpened my mind the importance of research can contribute to the businesses. It is never an easy journey for me along the way and I faced so many challenges by completing the project on time. Thank you to each of everyone who willing to spend their time in helping me in the survey inputs, I truly appreciate your kind-hearted.
I would like to express my gratitude and millions of appreciation to my supervisor, Dr. Diana who has given her very best support and step-by-step guidance along the journey in completing my research. I am truly appreciated her extra miles of guidance especially during my proposal defense and Viva presentation sessions.
Never forget to thank my 2nd panel, Dr. Sam, who had sharpened my mind in solving bigger problems in business by using the research way. Thank you, Dr. Sam, for your encouragement in a higher level of achievement and never stop after completing my MBA.	
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APPENDIX B: SPSS OUTPUT, RELIABILITY CHECK– PILOT TEST
Pilot Test: Reliability check (N= 30 respondents)
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Estée Lauder 8 21.1 27 71.1 2 5.3 1 2.6 38 100.0

Chanel 6 15.8 26 68.4 2 5.3 4 10.5 38 100.0

YSL Beauty 2 6.2 25 78.1 3 9.4 2 6.2 32 100.0

Dior 4 17.4 15 65.2 2 8.7 2 8.7 23 100.0

L'Oreal 30 47.6 18 28.6 11 17.5 4 6.3 63 100.0

Maybelline 30 52.6 18 31.6 7 12.3 2 3.5 57 100.0

The Body Shop 27 44.3 20 32.8 11 18.0 3 4.9 61 100.0

NARS 14 58.3 6 25.0 4 16.7 0 0.0 24 100.0

Covergirl 13 59.1 3 13.6 6 27.3 0 0.0 22 100.0

Avon 19 48.7 5 12.8 14 35.9 1 2.6 39 100.0

Mary Kay 25 41.7 25 41.7 9 15.0 1 1.7 60 100.0

Others Cosmetic Brands 36 41.9 31 36.0 16 18.6 3 3.5 86 100.0

Others Total

Ethnicity

Malay Chinese Indian
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Model Summary”

Change Statistics

AdustedR | Std.Emorof | R Square Durbin-
Model | R |RSquars |  Squars the Estimate Change | FChange | dfi a2 | Sig.F Change |  watson
1 547 728 42550 728 | 175303 3 196 000 2186

a.Predictors: (Constant), ATTRACT, TRUST, EXPERT
b. Dependent Variable: CON_ATT
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ANovA*

Sum of

Modsl Squares df | meansquars | F sig

1 Regression 95215 3 31738 | 176,303 000"
Residual 35.485 196 181
Total 130.700 199

. Dependent Variable: CON_ATT

b. Predictors: (Constant), ATTRACT, TRUST, EXPERT





image24.png
Coefficients®

Standaraized

Unstandardized Coeficients | Goeficients Conetations Collnearty Staistcs

Mozl 5 Std. Enor Beta t Sig. | Zewworder | Patal | Pan | Tolerancs | VF

1 (Constant) 485 126 3837 000
TRUST I e EE AR oo | 1| o7 105 | s
EXPERT 454 131 st | a7 | oo 846 241 129 080 | 12404
ATTRACT 174 033 185 | 1e7t 083 814 132 070 142 | 7035

a. Dependent Variable: CON_ATT
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Model Summary”

Change Staistics
AdustedR | Std.Erorof | Rsaquars Durbin-

wocer | R |RSouare | Suare | theEsimate | Change | Fchange | an o | sig.Fchangs | Watson

1 856 733 732 | 52355 733 | 543921 1 198 000 2003

a.Predictors: (Constant), CON_ATT
b. Dependent Variable: PUR_INT
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ANOVA®

Sum of

Modsl Squares df | meansquars | F sig

1 Regression 145,082 1 149.082 | 643,021 000"
Residual 54273 198 274
Total 203.365 199

. Dependent Variable: PUR_INT
b. Predictors: (Constant), CON_ATT
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Coefficients™

Standaraized

Unstandardized Cosflicients | Cosflicients Correlations Collinsarity Statistics
Modsl B St Ermor Beta t Sig__ | Zeroorder | Parial | Pat | Tolerancs | VIF
1 (Constant) 331 155 EXE] 034

CON_ATT 1.088 046 (ss6 | 23322 | 000 | 856 856 856 1.000 | 1.000

. Dependent Variable: PUR_INT





image1.png
Independent Variables (IV)

Trustworthiness { Dependent Variable (DV)

Luxury Cosmetic

H2 Consumer
Brands Purchase
>





image28.png
Communalities.

initial_| Exraction
TR 1,000 670
R2 1.000 898
TR3 1.000 723
TRE 1.000 680
RS 1.000 854
1.000 504
1.000 823
Ex3 1.000 m
1.000 s
1.000 853
an 1.000 859
a2 1.000 852
T3 1.000 872
T4 1.000 845
TS 1.000 827
cAt 1.000 793
cA2 1.000 823
cA3 1.000 812
oAt 1.000 682
cAs 1.000 800
PIt 1.000 842
P2 1.000 906
Pi3 1.000 855
Extraction Method. Principal

Component Analysis.
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Rotated Component Matrix™

Component
1 2 3 4 5
763
822 323
429 686
483 636
913
499 524
691 567
04 a5
576 568
07 518
895
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848 302
892
851 308
399 el
382 816
792 307
671 415
328 674
PIt 874
P2 919
Pi3 914

Exraction Method: Principal Component Analysis.
Rotation Method: Varimaxwith Kaiser Normalization.

a. Rotation converged in 7 iterations.
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Case Processing Summary

W %
Cases  vaid 30| 1000
Excluded® 0 0
Total 30 | 1000

a. Listwise deletion based on all
variables inthe procedure.

Reliability Statistics

Cronbach's
Alpha Nof tems

501 23
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Reliability Statistics

Cronbach's
Alpha Nof tems
588 5
tem Statistics.
Wean | std. Deviation
TR 343 817 30
R2 330 794 0
TR3 337 850 0
TRE 327 828 0
TR 330 794 30
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Reliability Statistics

Cronbach's
Alpha Nof tems
580 5
tem Statistics.
Wean | std. Deviation
340 770 30
387 679 0
320 4 0
337 78 0
380 724 30
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Reliability Statistics

Cronbach's
Alpha Nof tems
546 5
tem Statistics.
Wean | std. Deviation
Gil 383 890 30
a2 a7 952 0
T3 387 1.008 0
T4 340 894 0
ATS 327 944 30
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Reliability Statistics

Cronbach's
Alpha Nof tems
780 5
tem Statistics.
Wean | std. Deviation
CAT 327 868 30
cA2 383 669 0
cA3 383 615 0
oAt 320 805 0
cAs 313 1.042 30
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Reliability Statistics

Cronbach's
Alpha Nof tems
505 3
tem Statistics.
Wean | std. Deviation
PIT 320 1031 30
P2 310 1213 0
Pi3 290 1213 30
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Frequency Table

Ethnicity.
Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid Walay e 405 405 305
Chinese 75 s s 780
Indian 35 175 175 955
Others 9 45 45 1000
Total 200 | 1000 100.0
AgeGroup
Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid 20-28years 73 365 365 365
30-39years 90 450 450 815
40-49years 2 160 160 a7
50- 55 years 25 25 1000
Total 200 | 1000 100.0
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Education

Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid_ Undergraduats (Pre- 55 278 278 275
University Level)
Undergraduate (Degree) 101 505 505 780
Postgraduate(Waster) Et] 195 195 a7
Postgraduate(Doctorate) 5 25 25 1000
Total 200 | 1000 100.0
MaritaiStatus
Cumulative
Frequency | Percent | Valid Percent | _Percent
Vaiid_singie 7 360 360 360
Marrisd 107 535 535 895
Widowed 9 45 45 940
Divorced 12 60 60 1000
Total 200 | 1000 100.0
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Profession

Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid Unempioyed 9 45 45 5
Professionals 34 170 170 28
Executive | Managerial 111 555 565 70
Saif- Employsd / Own 46 230 230 1000
Company
Total 200 | 1000 100.0
Income
Cumulative
Frequency | Percent | Valid Percent | _Percent
Valid below RM3000 3 T8 T8 T8
RM 3001 -RM7000 72 360 360 478
RM 7001 RM12000 73 365 365 840
Above RM12001 2 160 160 1000
Total 200 | 1000 100.0
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Ethnicity * SMinfluencers Crosstabulation

SMinfuencers

Fashion | Beauy | Fitness | Lifestyles | Travel | Total
Ethnicity Malay  Count 2 2 15 0 5 68
Sowithin Ethnicity | 17.6% | 324% | 224% | 208% |  74% | 1000%

% of Total 75% | 138% | 04% 88% | 31% | 425%

Chinese  Count 13 2 7 7 g E]
Swithin Ethnicity | 224% | 207% | 124% | 203% | 155% | 1000%

% of Total 8% | 76% |  44% | 106% |  56% | 360%

indian _ Count 3 g 0 8 0 2
Swithin Ethnicity | 107% | 324% | 143% | 286% | 143% | 1000%

% of Total 19% | se% | 25% 50% | 28% | 175%

Others _ Count 1 1 2 2 0 G
Swithin Ethnicity | 167% | 167% | 333% | 333% | 00% | 1000%

% of Total 0% | 06% | 12% 12% | 00% | 38%

Total Caunt % mn = W 18 160
Sowithin Ethnicity | 181% | 275% | 175% | 258% | 112% | 100.0%

% of Total 180% | 27.6% | 175% | 256% | 11.2% | 100.0%





