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Abstract

In the digital age, social media influencers (SMI) have become a pivotal promotional strategy to persuade and influence
consumers. However, many of the previous studies only focused on the characteristics and traits of the influencers, but
lack of studies was examined on the reputation aspect of the influencer. Thus, this study aims to examine the consumers
perception of SMI’s reputation of a beauty company, which comprised of Communication Skills, Influence, Authenticity,
and Expert. The study applied a quantitative design through a survey method to solicit 190 usable responses via
purposive sampling. The findings demonstrated that the four dimensions of SMI’s reputation are positively perceived by
the respondents, where the Expert dimension was highly perceived by the consumers of the beauty company, followed
by Influence, Communication Skills, and Authenticity. Thus, the beauty brand and marketing managers should examine
the qualities and reputation of the SMIs before allowing them to endorse or promote the products, to ensure they have
favorable images in the public eye. Conclusion, implications, and future research were discussed.
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1. Introduction

Collaboration between companies and social media influencers (SMI) has been mushrooming in the digital age (Ao et
al., 2023; Bell, 2023). SMIs play a significant role as key opinion leaders who promote products or services on social
media (Joshi et al., 2023; Zak & Hasprova, 2020), where many companies employ SMIs as a promotional strategy to
engage with customers. SMIs promote product information and recent promotions to online audiences using a range of
social media platforms such as Facebook, Instagram, Twitter, and YouTube (Ao et al., 2023; Zaidi & Hayat, 2021). Thus,
SMI is an influential and persuasive communicator who influences consumers’ attitudes and behaviors toward the brand
or product (Balaban et al., 2022; Mir & Salo, 2024).

The beauty sector has mushroomed in line with the effects of advertising and promotional communication (Tian, 2023).
The beauty market’s revenue generated approximately $430 billion in 2022 and the sector is expected to increase to
$580 billion by the year 2027 (McKinsey, 2023). As highlighted by Schouten et al. (2020), beauty businesses would be
more successful if they choose influencers over traditional celebrities, as influencers are more credible than celebrities
due to their similarity with the consumers and influencers engage customers and build close bonds better than typical
celebrities (Barta et al., 2023; Borges-Tiago et al., 2023; Crnjak-Karanovic et al., 2023).

Beauty influencers are people who provide beauty-related information and share opinions, knowledge, and
word-of-mouth on social media platforms (Wang & Lee, 2021). Companies employing SMIs to market their cosmetics
products due to the emerging popularity of beauty gurus (Hassan et al., 2021). For instance, L'Oréal, MAC, Estée
Lauder, NYX, Glossier, Lush, Becca, Milk Makeup, Kylie Cosmetics, and Melt Cosmetics are among the top beauty
companies that frequently employ SMIs as part of their strategic marketing initiatives (Hassan et al., 2021).

Although there are plenty of studies that have been conducted on celebrities and SMIs, they are mostly on the influencer’
characteristics and attributes (Lu & Chen, 2023; Chan et al., 2021; Sharipudin et al., 2023), however, the reputation of
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the SMIs is still scarce. To the best knowledge of the researchers, only a few empirical studies focused on the reputation
aspects of the SMIs (e.g. Ryu & Han, 2021; Taher et al., 2022) which urged more studies that focused on SMIs’
reputation to be carried out. Based on this notion, this study attempts to examine the consumers’ perception of SMIs’
reputation dimension, namely Communication Skills, Influence, Authenticity, and Expertise, which further contribute to
the scholarship of marketing and strategic communication (Enke & Borchers, 2019).

2. Literature Review
2.1 Social Media Influencers’ Reputation

SMIs vary from typical celebrities in that they are "regular people" who have built followers/networks in the virtual
community (Mathew, 2018). SMIs create their content, whereas integrated brand-sponsored posts are created. The
reputation of an SMI is defined as customers' recognition and assessment of the influencer's varied behaviors and
pictures based on direct and indirect experiences with them. The SMIs’ reputation dimensions consist of
Communication skills, Influence, Authenticity, and Expertise (Ryu & Han, 2021).

2.2 Social Media Influencers’ Reputation

Social media influencers (SMls) are virtual individuals who have an enormous of followers on various social media
platforms and have an impact on their followers (Dhanesh & Duthler, 2019). SMIs are those who are interested in a
certain field and share information about it, as well as share their opinion of a product after using it and encourage
people to buy it while actively managing their own social media accounts (Hermanda et al., 2019). Due to their
knowledge in certain areas, SMIs are a reliable source of information for customers searching for information (Mabkhot
et al., 2022).

Influencers are very active on social media sites and frequently share promotional information (Lee & Kim, 2020). On
their accounts, users may find influencers promoting brands through sponsored content. Influencers, as opposed to
public figures or celebrities who are well recognized through traditional media, are persons who become "online
celebrities" through publishing material on social media and they are experts in specialized fields such as lifestyle,
travel, fashion, and beauty (Haenlein et al., 2020).

The notion of the "Influencer" was extended to social media starting with online bloggers as the scope increased
through a wider range of online platforms (Khamis et al., 2017). With social networking sites (SNS) fulfilling new
relational tasks that conventional media cannot do, influencers can reach large numbers of consumers through
conversation and creating connections (Chopra et al., 2021). Through the favorable attitude toward the brand, the SMIs
who have knowledge and expertise on the product, he/she promotes will be more effective in persuading customers to
purchase the products (Aw & Labrecque, 2020).

Meanwhile, Joshi et al (2023) and Hassan et al., (2021) stated that SMI's knowledge has a substantial effect on customer
views regarding SMI-promoted brands as well as their purchasing interest. SMI can be classified as online opinion
leaders who engage and promote their brands through their personal lives on social media platforms (Burke, 2017).
Influencers frequently create tighter and more extensive relationships with their followers, who grow to consider them
as friends (Belanche et al., 2021; Kim & Kim, 2022).

Unlike traditional media celebrities, SMIs are everyday people who build their reputations by creating content (Lou &
Yuan, 2019). According to Al-Emadi and Ben Yahia (2020), content quality and realistic ideal image similarity are two
features of SMIs on social media visual platforms that drive customers to connect with them on social media platforms.
Companies and agencies also use SMIs to attract customers by establishing a reputation on social media through
personal branding (Mabkhot et al., 2022).

2.3 Communication Skills

In a virtual environment, influencers' communication skills are essential when interacting with customers (Saldanha et
al., 2023). As a result, influencers must have pleasant communication skills to interact with consumers. It indicates not
just that they communicate well, but they should express their ideas and opinions to customers in a trustworthy manner,
by providing truthful knowledge and information about the products or services (Choi & Jung, 2017). Open, engaging,
and reciprocal communications may create emotions of familiarity with the SMI, their style, and their motives for
recommendations, which can increase the follower's ability to relate to the SMI (Ao et al., 2023). Communication skills
are used to create an impression of the importance of listening and communicating with followers (Yuan et al., 2022).
Influencers with a high level of interaction will make their followers feel heard and as if they are communicating
directly with them (Bailey et al., 2023).

2.4 Influence

Measuring an influencer's influence or impact solely on the number of followers or activities is challenging. Influencer
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content, on the other hand, is distributed and shared to potentially millions of people in a short period through SNS. As
a result, an influencer's explanations, recommendations, or criticisms of a particular product or brand have an impact on
customer attitudes and behaviors (Ao et al., 2023; Hong & Joeon, 2016). Social media influencers may have an
excessive amount of influence over their followers. This characteristic is usually not fulfilled by social media
influencers who have a broad network of followers and so cannot engage in interpersonal relationships with each of the
followers (de Veirman et al., 2017).

2.5 Authenticity

Studies have demonstrated that authenticity is substantial in forming a celebrity reputation based on the content being
created (Kapitan et al., 2022). Influencers promote direct consumer involvement by providing customers with the
information they seek (Choi & Jung, 2017). The authenticity of an information source may be characterized as how
honest, transparent, and true to oneself the source is communicated (Ilicic & Webster, 2016).

According to Audrezet et al. (2018), transparent authenticity has been demonstrated to be a factor that is widely utilized
as a marketing strategy by SMIs. The term authenticity refers to an SMI marketing the product with facts and
information. Furthermore, Audrezet et al. (2018) emphasize that SMIs who articulate what they enjoy, and what their
preferences are, having partnerships and marketing products based on them, may be viewed as authentic elements.
Sokolova and Kefi (2020) demonstrate the significance of a strong relationship between the audience and the influencer
as a component that can promote authenticity regularly.

Woodroof et al. (2020) examine how consumers of SMIs are impacted by whether or not the SMI is truthful about
having sponsored endorsements. They underline that when SMIs attempt to persuade without being honest, consumers
become more critical and aware of those initiatives. As a result, when it comes to developing purchase intentions for
customers, being authentic about the sponsored recommended product is an important aspect of SMI, which aligned
with the findings of (Agnihotri et al., 2023; Ahsan & Senarath, 2023) on the authenticity aspects of the SMIs.

2.6 Expertise

Expertise has already been demonstrated to have a major impact on forming a personal reputation (Ozuem et al., 2023).
It has grown into an ecosystem in which users may obtain information quickly via SNS. Consumers who formerly relied
entirely on mass media are increasingly seeking and exchanging knowledge on their own, allowing everyone to be an
expert. As a result, uninformed influencers are not only unable to satisfy customers but are also likely to be ignored
(Ryu & Han, 2021). The past studies demonstrate that individuals' demand for expertise can be fulfilled when they
follow SMIs who are credible in their content (Chekima et al., 2020).

SMIs are typically regarded as content creators who have built a reputation for their expertise in a certain field (Nafees
et al., 2021; Tian et al., 2023). When an SMI provides professional knowledge in fashion, beauty, or home décor on
social media, followers are likely to regard such knowledge and experience not merely as the SMI's statements, but also
as his/her expertise (Mcquarrie & Phillips, 2014). According to Hussain et al. (2020), an experienced SMI means that he
or she is capable of delivering on the promises made to customers. As a result, if customers are convinced that the
communicator is highly expert, they are more likely to view the message positively, which has a favorable impact on the
consumers' attitudes and actions (Chan et al., 2021; Sharipudin et al., 2023).

3. Methodology
3.1 Research Design

The fundamental purpose of a quantitative method is the analysis and measurement of data (Babbie, 2020). According
to Bougie and Sekaran (2020), surveys are the most common method of quantitative data collection.

3.2 Sampling Procedure

Purposive sampling was used in this study, the researchers determined the respondents who knew the SMIs who
endorse X beauty products as a pre-requirement to filter the respondents. A minimum of 150 sample sizes are sufficient
for quantitative analysis (Saunders et al., 2019). The respondents of the study were customers of X beauty company and
were followers of X beauty company SMIs.

3.3 Measurement

Section A is a demographic section, which is comprised of six items namely, gender, age, race, level of education, and a
screening question on whether the respondent follows influencers on social media. Section B contained 34 questions in
total on generating information on SMI's reputation utilized in this study. The items measured on the four dimensions of
SMIs’ reputation (e.g. communication skills, influence, authenticity, and expertise) were adapted from Ryu and Han
(2021). A five-point Likert-type scale ranging from (1) strongly and (5) strongly agree, was implemented to measure
each variable.
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3.4 Data Collection Procedure

The questionnaire was distributed to the customers/ users via various social media platforms such as email and
WhatsApp. As this study focuses on the SMI's reputation, the respondents were given the survey questionnaire after
asking them if they know or follow any social media influencers. They were conveniently approached and asked for
voluntary participation. Confidentiality and anonymity were guaranteed for respondents. The online survey
questionnaire was conducted in Malaysia between October 6th to November 8th, 2021.

4. Findings

The data was analyzed using SPSS version 26. The majority of the respondents 73.2% (n=139) were females, while
26.8% (n=51) were males. There were 13.7% of respondents aged >21 and 63.2% of respondents aged between 21-25
(n=120) and 20.5% of respondents aged between 26-30 (n=39), while only 1.6% were aged 31-35 (n=3) and 1.0%
were >35 (n=2). This forecasts Gen Z being more familiar with the concept of social media influencers and searching
for beauty-related information on social media. For the type of customers, more than half (57.9%) of the respondents
were international (n=110), while 42.1% were locals (n=80).

For the level of education, it shows that the majority of the respondents are educated with 159 respondents 83.7%
whereas only (n=8) STPM/ foundation/ diploma 4.2% and 12.1 % Master degree holders (n=23) which shows that the
majority of the customers of X beauty company are educated. In terms of income, more than half (54.7%) of the
respondents had an average income between RM2001 and RM3000, indicating most of the respondents were secured
with jobs and had purchasing power.

4.1 Communication Skills Dimension of SMI's Reputation

To determine the consumer perception of the dimension of communication skills, a one-sample t-test for each item of
the communication skills under the SMIs’ reputation is conducted. The results below indicated that the overall score for
the communication skills dimension is significant. Specifically, as displayed in Table 1, the overall mean of the
communication skills dimension (M = 3.679, SD = 0.575, t = 16.280, p = 0.000) is significant with all the items under
the communication skills dimension. The highest mean for the individual item is that ‘X beauty company influences
well explain the relationship between content, product, and brand (M = 3.780, SD = 0.654, ¢t = 16. 430, p = 0.000). The
lowest mean score is for the item ‘X beauty company influencers actively communicate with consumers (M = 3.620, SD
=0.745, t = 11.391, p = 0.000). This further concludes that consumers view the interaction/ communication skills of the
influencers differently, and there is an inclination towards agreement of the communication skills dimension as one
significant attribute in forming the SMI’s reputation.

Table 1. One Sample T-Test for Communication Skills Dimension of SMI’s Reputation
Items ‘M SD 't df p

X beauty company influencers well explain the relationship 3.780  0.654 16.430 189 0.000
between content, product, and brand.

X beauty company influencers actively communicate with  3.620  0.745 11.391 189 0.000
consumers.

X beauty company influencers clearly communicate 3.640  0.776 11.306 189 0.000
information about a product or brand.

X beauty company influencers know and understand a 3.690  0.743 12.891 189 0.000
product or brand well.

X beauty company influencers can easily understand 3.670  0.735 12.535 189 0.000
information about a product or brand.

Overall mean of Communication Skills 3.679 0.575 16.280 189  0.000

*On a 5-point Likert-type like scale, where 1 = Strongly disagree, 2 = Disagree, 3 = Somewhat agree, 4 = Agree, and 5
= Strongly Agree

**Test value= 3

4.2 Influence Dimension of SMI's Reputation

Table 2 displays the results of the one-sample t-test for the dimension of influence of SMIs’ reputation. The overall
mean for the Influence dimension of SMIs’ reputation (M = 3.728, SD = 0.505, ¢ = 19.890, p = 0.000) was significant
with the items of Influence. Overall, the highest item under the dimensions of Influence presents as ‘X beauty company
influencers have many followers or subscribers’ (M = 4.200, SD = 0.610, t =27.102, p = 0.000) and the lowest item was
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concluded as ‘X beauty company influencers are persuasive in the public eye’ (M = 3.570, SD = 0.743, t = 10.636, p =
0.000). This concludes that the Influence dimension of SMIs’ reputation was overall positively perceived by the
customers.

Table 2. One Sample T-Test for Influence Dimension of SMI’s Reputation

Items ‘M SD i df P
X beauty company influencers has many followers or  4.200 0.610  27.102 189 0.000
subscribers.

X beauty company influencers have a ripple effect on  3.630 0.757 11.505 189 0.000
public opinion.

X beauty company influencers themselves have a  3.620 0.758 11.287 189 0.000
marketing effect.

X beauty company influencers have a great effect on the  3.650 0.694 12.959 189 0.000

public.

X beauty company influencers are persuasive in the  3.570 0.743 10.636 189 0.000
public eye.

X beauty company influencers lead the fashion trend. 3.690 0.825 11.518 189 0.000
Overall Mean of Influence 3.728 0.505 19.890 189 0.000

*On a 5-point Likert-type like scale, where 1 = Strongly disagree, 2 = Disagree, 3 = Somewhat agree, 4 = Agree, and 5
= Strongly Agree

**Test value=3
4.3 Authenticity Dimension of SMI's Reputation

Table 3 presents the one-sample t-test conducted for the dimensions of Authenticity of the SMIs’ reputation. The overall
score for Authenticity (M =3.637, SD =0.493, t=17. 805, p = 0.000). For the Authenticity dimension, the item with the
highest mean would be ‘X company influencer have consistent tone and manners such as words, writing, and actions (M
=3.920, SD = 0.563, ¢t = 22.568, p = 0.000) and the item presented with the lowest mean is ‘X company influencers
broadcast with sincerity (M = 3.300, SD = 0.769, t = 5.374, p = 0.000). The overall data tabulated presents a positive
perception of customers on the Authenticity dimension of SMIs’ reputation.

Table 3. One Sample T-Test of Authenticity Dimension of SMI’s Reputation

Items ‘M SD 't df P
X company influencers communicate true information 3.730 0.727 13.780 189 0.000
about a product or brand.

X company influencers are honest. 3.270 0.697 5.414 189 0.000
X company influencers broadcast with sincerity. 3.300 0.769 5.374 189 0.000
X company influencers have clear beliefs and own 3.710 0.694 14.108 189 0.000
philosophy.

X company influencers speak and act politely when 3.890 0.637 19.249 189 0.000
communicating with consumers.

X company influencers have consistent tone and 3.920 0.563  22.568 189 0.000
manners such as words, writing, and actions.

Overall Mean of Authenticity 3.637 0.493 17.805 189 0.000

*On a 5-point Likert-type like scale, where 1 = Strongly disagree, 2 = Disagree, 3 = Somewhat agree, 4 = Agree, and 5
= Strongly Agree

**Test value= 3

4.4 Expert Dimension of SMI's Reputation

Furthermore, Table 4 also presents the one-sample t-test for the dimension of expert of SMIs’ reputation. The overall
score for expert dimension (M = 3.864, SD = 0.498, ¢t = 23.903, p = 0.000). The item with the highest mean was
perceived to be ‘X company influencers have their own special content (M = 3.920, SD = 0.603, ¢ = 20.945, p = 0.000).
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The lowest item was perceived to be ‘X company influencers have expertise in their field’ (M = 3.830, SD = 0.623, ¢ =
18.293, p = 0.000). The overall results of the one-sample t-test of the dimension of expert SMIs’ reputation indicate that
consumers have a positive outlook towards the expert of the influencers of company X.

Table 4. One Sample T-Test for Expert Dimension of SMI’s Reputation

Items M SD t daf P
X company influencers have excellent skills in their 3.840 0.572  20.149 189 0.00
field.

X company influencers have a passion for their work. 3.900 0.639 19.423 189 0.00
X company influencers have their own special content. 3.920 0.603  20.945 189 0.00
X company influencers have expertise in their field. 3.830 0.623 18.293 189 0.00
X company influencers have fun and interest in their 3.880 0.635 19.079 189 0.00
work.

X company influencers know their field well and have 3.840 0.650 17.736 189 0.00
accurate knowledge.

X company influencers take responsibility for their 3.850 0.608 19.329 189 0.00
own content, words, and actions.

Overall Mean of Expert 3.864 0.498 23.903 189 0.00

*On a 5-point Likert-type like scale, where 1 = Strongly disagree, 2 = Disagree, 3 = Somewhat agree, 4 = Agree, and 5
= Strongly Agree

**Test value= 3

5. Discussion

Based on the above findings, the dimension of SMIs’ reputation that is perceived prominently by the consumers is
Expert, followed by Influence, Communication Skills, and Authenticity.

The findings were congruent with various studies (Chekima et al., 2020, Chan et al., 2021; Sharipudin et al., 2023),
where the highly expert SMIs can provide more accurate product knowledge and this can help to shape the confidence
of the consumers on the beauty products. Besides, the Influence of the SMIs also crucial (Ao et al., 2023), as the SMIs
can have a bigger influence on the consumer’s mind, which somehow will help to strengthen the parasocial relationship
and cause the consumers to purchase products unintentionally (Taher et al., 2022).

Furthermore, open and interactive communications may generate emotions of familiarity with the influencer, their style,
and motives for advertisements, which may enable the follower to relate to the influencer. These findings are in line
with the research conducted by (Ao et al., 2023; Bailey et al., 2023; Saldanha et al., 2023) which found that
communication and attempts at interaction can facilitate the creation of the reputation of SMIs.

For the authenticity dimension, although all the items were perceived positively, it is the least as compared to the other
3 dimensions. The results are aligned with (Agnihotri et al., 2023; Ahsan & Senarath, 2023; Woodroof et al., 2020) on
the authenticity aspects of the SMIs. However, the consumers do perceive that the SMIs do not broadcast with their
sincerity which caused the item to have a low mean score. The possible explanation is that the influencers are usually
paid by the beauty company to do the endorsement or have some benefits with the company thus, they might not be
sincere in highlighting the negative ingredients or the shortcomings of the products of the beauty company, thus,
sincerity is questionable.

6. Conclusion

In conclusion, this study found that all 4 dimensions of SMIs’ reputation (Communication skills, Influence, Authenticity,
and Expert) were positively perceived by the consumers and the Expert dimension is the one that is highly perceived by
the consumers.

6.1 Implications of the Study

Since SMIs are portraying brand images, beauty brand managers should gather relevant information and discover the
qualities of the SMIs before picking the influencer to give a clear promotional message to their followers.

In addition, marketers can enhance SMIs’ authenticity by utilizing raw video tutorials where the SMIs demonstrate
using the beauty products and show the results. This will make the followers/ customers feel that the SMIs are honest
and reliable.

135



Studies in Media and Communication Vol. 12, No. 2; 2024

Besides, interaction between SMIs and their followers via content-sharing communities may convey brand-related
messages and urge followers to buy products and services (Wang, 2021). As a result of this research, marketing and
strategic communication professionals should consider using SMIs in their advertising initiatives to ensure effective
strategic communication (Enke & Borchers, 2019).

6.2 Limitations and Future Research

SMI marketing in Malaysia is relatively new, it is important to conduct similar research in another setting (e.g. Halal
cosmetics context) (Osman et al, 2022). Comparative research across different nations might yield intriguing results
since the SMIs’ reputation may differ in the countries studied and also on the particular SMI. This, in turn, will assist
research to better understand the phenomena through various cultural contexts.

In this study, four dimensions of SMI reputation were selected based on the empirical study by Ryu and Han (2021) to
examine the perception of consumers on the SMIs’ reputation, namely, Communication skills, Influence, Authenticity,
and Expertise. For future studies, a qualitative study (e.g. interviews or focus groups) can be conducted to explore
further the new emerging dimensions that may have a greater contribution to expanding the multi-faceted construct of
the SMI reputation.

This study only examined the perception of consumers, future studies can include other variables, such as parasocial
relationships (Taher et al., 2022), consumer identity, social media factors (Maity & Sadhu, 2021), repurchase intention,
cultural factors, company’s decision to hire SMIs, and testing the moderator of generation cohorts, frequency of
purchasing the beauty products via the multigroup analysis to further contribute to the strategic marketing
communication literature.

Acknowledgments
The authors would like to thank Multimedia University for providing financial support to publish this article.
Authors contributions

Dr. TJC was responsible for study design and revising. SST was responsible for data collection. Dr. TIC & SST drafted
the manuscript and Dr. MLN & Dr. AHHF revised it. All authors read and approved the final manuscript. In this
paragraph, also explain any special agreements concerning authorship, such as if authors contributed equally to the
study.

Funding

Not applicable
Competing interests

The authors declare that they have no known competing financial interests or personal relationships that could have
appeared to influence the work reported in this paper.
Informed consent

Obtained.
Ethics approval

The Publication Ethics Committee of the Redfame Publishing.

The journal’s policies adhere to the Core Practices established by the Committee on Publication Ethics (COPE).
Provenance and peer review

Not commissioned; externally double-blind peer reviewed.

Data availability statement

The data that support the findings of this study are available on request from the corresponding author. The data are not
publicly available due to privacy or ethical restrictions.

Data sharing statement
No additional data are available.
Open access

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution license
(http://creativecommons.org/licenses/by/4.0/).

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.

136



Studies in Media and Communication Vol. 12, No. 2; 2024

References

Agnihotri, D., Chaturvedi, P., Kulshreshtha, K., & Tripathi, V. (2023). Investigating the impact of authenticity of social
media influencers on followers' purchase behavior: Mediating analysis of parasocial interaction on Instagram. Asia
Pacific Journal of Marketing and Logistics, 35(10), 2377-2394. https://doi.org/10.1108/APIJML-07-2022-0598

Ahsan, F., & Senarath, S. A. N. T. (2023). The impact of social media influencer (SMI) characteristics on consumer
purchase intention (CPI) of beauty and personal care (BPC) products in Sri Lanka. Journal of Economic Research &
Reviews, 3(3), 248-259.

Al-Emadi, F. A., & Ben Yahia, I. (2020). Ordinary celebrities related criteria to harvest fame and influence on social
media. Journal of Research in Interactive Marketing, 14(2), 195-213.

Ao, L., Bansal, R., Pruthi, N., & Khaskheli, M. B. (2023). Impact of social media influencers on customer engagement
and purchase intention: A meta-analysis. Sustainability, 15, 2744. https://doi.org/10.3390/su15032744

Audrezet, A., De Kerviler, G., & Moulard, J. G. (2018). Authenticity under threat: When social media influencers need to
go beyond self-presentation. Journal of Business Research, 5, 1-13.

Aw, E. C. X., & Labrecque, L. I. (2020). Celebrity endorsements in social media contexts: Understanding the role of
parasocial interactions and the need to belong. Journal of Consumer Marketing, 37(7), 895-908.
https://doi.org/10.1108/JCM-10-2019-3474

Babbie, E. R. (2020). The Practice of Social Research (15" ed.) Belmont, CA: Wadsworth Cengage.

Bailey, A. A., Mishra, A. S., & Vaishnav, K. (2023). Response to social media influencers: Consumer dispositions as
drivers. International Journal of Consumer Studies, 47(5), 1979-1998. https://doi.org/10.1111/ijcs.12976

Balaban, D. C., Szambolics, J., & Chirica, M. (2022). Parasocial relations and social media influencers' persuasive power.
Exploring the moderating role of product involvement. Acta Psychologica, 230, 103731.
https://doi.org/10.1016/j.actpsy.2022.103731

Barta, S., Belanche, D., Fernandez, A., & Flavian, M. (2023). Influencer marketing on TikTok: The effectiveness of
humor and followers’ hedonic experience. Journal of Retailing and Consumer Services, 70, 103149.
https://doi.org/10.1016/j.jretconser.2022.103149

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

Bell, L. (2023, March 01). Exploring The Role of Influencers in the Digital Age. Retrieved from
https://www.adlift.com/blog/exploring-the-role-of-influencers-in-the-digital-age/s/

Borges-Tiago, M. T., Santiago, J., & Tiago, F. (2023). Mega or macro social media influencers: Who endorses brands
better?. Journal of Business Research, 157, 113606. https://doi.org/10.1016/j.jbusres.2022.113606

Bougie, R., & Sekaran, U. (2020). Research Methods for Business: A Skill Building Approach (8" ed.). Wiley & Sons.

Burke, K. E. (2017). Social butterflies-how social media influencers are the new celebrity endorsement (Doctoral
dissertation, Virginia Tech).

Chan, T. J., Selvakumaran, D., Idris, I., & Adzharuddin, N. A. (2021). The influence of celebrity endorser characteristics
on brand image: A case study of Vivo. SEARCH Journal of Media and Communication Research, 13(3), 19-34.

Chekima, B., Chekima, F. Z., & Abdul Adis, A. A. (2020). Social media influencer in advertising: The role of
attractiveness, expertise and trustworthiness. Journal of Economics and Business, 3(4), 1507-1515.
https://doi.org/10.31014/aior.1992.03.04.298

Choi, J. Y., & Jung, Y. J. (2017). The study on the strategies of beauty influencer marketing: Mass media vs. social media.
Korean Journal of Advertisement, 28, 47-72.

Chopra, A., Avhad, V., & Jaju, S. (2021). Influencer marketing: An exploratory study to identify antecedents of consumer
behavior of millennial. Business Perspectives and Research, 9(1), 77-91.
https://doi.org/10.1177/2278533720923486

Crnjak-Karanovi¢, B., Kursan Milakovi¢, 1., & Elez, J. (2023). Which decision-making stages matter more? Influencer’s
perceived credibility, sponsorship and moderating role of trust. Young Consumers, 24(6), 649-668.
https://doi.org/10.1108/Y C-08-2022-1590

De Veirman M., Cauberghe V., & Hudders L. (2017). Marketing through Instagram influencers: The impact of number of

137


https://doi.org/10.1108/APJML-07-2022-0598
https://doi.org/10.3390/su15032744
https://doi.org/10.1108/JCM-10-2019-3474
https://doi.org/10.1016/j.actpsy.2022.103731
https://www.adlift.com/blog/exploring-the-role-of-influencers-in-the-digital-age/s/
https://doi.org/10.1016/j.jbusres.2022.113606
https://doi.org/10.1108/YC-08-2022-1590

Studies in Media and Communication Vol. 12, No. 2; 2024

followers and product divergence on brand attitude. International Journal of Advertising, 36(5), 798-828.
https://doi.org/10.1080/02650487.2017.1348035

Dhanesh, G. S., & Duthler. G. (2019). Relationship management through social media influencers: Effects of followers’
awareness of paid endorsement. Public Relation Reviews, 45(3), 101765.
https://doi.org/10.1016/j.pubrev.2019.03.002

Enke, N. & Borchers, N. S. (2019). Social media influencers in strategic communication: A conceptual framework for
strategic social media influencer communication. International Journal of Strategic Communication, 13(4), 261-277.
https://doi.org/10.1080/1553118X.2019.1620234

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D. (2020). Navigating the new era of
influencer marketing: How to be successful on Instagram, TikTok, & Co. California Management Review, 63(1),
5-25. https://doi.org/10.1177/0008125620958166

Hassan S. H., Teo, S. Z., Ramayah, T., & Al-Kumaim, N. H. (2021). The credibility of social media beauty gurus in young
millennials’ cosmetic product choice. PLoS ONE, 16(3), €0249286. https://doi.org/10.1371/journal.pone.0249286

Hermanda, A., Sumarwan, U., & Tinaprillia, N. (2019). The effect of social media influencer on brand image,
self-concept, and purchase intention. Journal of  Consumer  Sciences, 4(2), 76-89.
https://doi.org/10.29244/jcs.4.2.76-89

Hong, D. H. & Jeon, J. W. M. C. N. (2016). Multi-channel network’s branded entertainment content effectiveness.
Korean Academy Social Public Relation, 20, 171-194.

Hussain, S., Melewar, T. C., Priporas, C.-V., Foroudi, P., & Dennis, C. (2020). Examining the effects of celebrity trust on
advertising credibility, brand credibility and corporate credibility. Journal of Business Research, 109, 472-488.
https://doi.org/10.1016/j.jbusres.2019.11.079

llicic, J., & Webster, C. M. (2016). Being true to oneself: Investigating celebrity brand authenticity. Psychology &
Marketing, 25, 756-768. https://doi.org/10.1002/mar

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

Kapitan, S., van Esch, P., Soma, V., & Kietzmann, J. (2022). Influencer marketing and authenticity in content
creation. Australasian Marketing Journal, 30(4), 342-351. https://doi.org/10.1177/18393349211011171

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding, ‘micro-celebrity’ and the rise of social media influencers.
Celebrity Studies, 8(2), 191-208. https://doi.org/10.1080/19392397.2016.1218292

Kim, J.,, & Kim, M. (2022). Rise of social media influencers as a new marketing channel: Focusing on the roles of
psychological well-being and perceived social responsibility among consumers. International Journal of
Environment Research and Public Health, 19(4), 2362. https://doi.org/10.3390/ijerph19042362.

Lee, S., & Kim, E. (2020). Influencer marketing on Instagram: How sponsorship disclosure, influencer credibility, and
brand credibility impact the effectiveness of Instagram promotional post. Journal of Global Fashion Marketing,
11(3), 232-249. https://doi.org/10.1080/20932685.2020.1752766

Lou, C., & Yuan, S. (2019). Influencer marketing: how message value and credibility affect consumer trust of branded
content on social media. Journal of Interactive Advertising, 19(2), 58-73.
https://doi.org/10.1080/15252019.2018.1533501

Lu, H.-H., & Chen, C.-F. (2023). How do influencers’ characteristics affect followers’ stickiness and well-being in the
social media context?. Journal of Services Marketing, 37(8), 1046-1058. https://doi.org/10.1108/JSM-11-2022-0363

Mabkhot, H., Isa, N. M., & Mabkhot, A. (2022). The influence of the credibility of social media influencers SMIs on the
consumers’ purchase intentions: Evidence from Saudi Arabia. Sustainability, 14, 12323.
https://doi.org/10.3390/su141912323

Maity, R., & Sadhu, S. K. (2021). The impact of social media on online purchasing behaviour of consumers: An empirical
study of youth in West Bengal, India. Malaysian Journal of Consumer and Family Economics, 26, 42-79.

Mathew, J. (2018). Understanding influencer marketing and why it is so effective. Retrieved from
https://www.forbes.com/sites/theyec/2018/07/30/understanding-influencer-marketing-and-why-i-is-so-effective/#7
cd1709871a9

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

138


https://doi.org/10.1016/j.pubrev.2019.03.002
https://doi.org/10.1371/journal.pone.0249286
https://doi.org/10.29244/jcs.4.2.76-89
https://doi.org/10.1007/s10660-023-09719-z
https://doi.org/10.1177/18393349211011171
https://doi.org/10.1080/20932685.2020.1752766
https://doi.org/10.1108/JSM-11-2022-0363
https://doi.org/10.3390/su141912323
https://www.mckinsey.com/industries/retail/our-insights/the-beauty-market-in-2023-a-special-state-of-fashion-report

Studies in Media and Communication Vol. 12, No. 2; 2024

Mcquarrie, E. F., & Phillips, B. J. (2014). The megaphone effect in social media: How ordinary consumers become style
leaders. Marketing International Review, 6(2), 16-20. https://doi.org/ 10.2478/gfkmir-2014-0092.

Mir, I. A., & Salo, J. (2024). Analyzing the influence of social media influencer’s attributes and content esthetics on
endorsed brand attitude and brand-link click behavior: The mediating role of brand content engagement. Journal of
Promotion Management, 30(1), 1-28. https://doi.org/10.1080/10496491.2023.2251461

Nafees, L., Cook, C. M., Nikolov, A. N., & Stoddard, J. E. (2021). Can social media influencer (SMI) power influence
consumer brand attitudes? The mediating role of perceived SMI credibility. Digital Business, 1(2), 100008.
https://doi.org/10.1016/j.digbus.2021.100008

Osman S., Cheng, K. W., & Wider, W. (2022). Factors affecting the Halal cosmetics purchase behavior. FWU Journal of
Social Sciences, 16(4), 102-120.

Ozuem, W., Willis, M., Ranfagni, S., Howell, K., & Rovai, S. (2023). Examining the role of social media influencers in
service failure and recovery strategies: an empirical investigation of millennials' views. Information Technology &
People, Vol. ahead-of-print No. ahead-of-print. https://doi.org/10.1108/ITP-05-2022-0371

Ryu, E. A. & Han, E. (2021). Social media influencer’s reputation: Developing and validating a multidimensional scale.
Sustainability, 13, 631. https://doi.org/10.3390/su13020631

Saldanha, N., Mulye, R., & Japutra, A. (2023). How do consumers interact with social media influencers in extraordinary
times?. Journal of Research in Interactive Marketing, Vol. ahead-of-print No. ahead-of-print.
https://doi.org/10.1108/JR1M-02-2023-0062

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research Methods for Business Students (81" ed.), Pearson, Harlow.

Sharipudin, M. N. S., Abdullah, N. A., Foo, K. W., Hassim, N., T&h, Z., & Chan, T. J. (2023). The influence of social
media influencer (SMI) and social influence on purchase intention among young consumers. SEARCH Journal of
Media and Communication Research, Special Issue: International Conference on Media Studies (ICMS2021), 1-13.

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I buy? How credibility and
parasocial interaction influence purchase intentions. Journal of Retailing and Consumer Services, 53, 101742.
https://doi.org/10.1016/j.jretconser.2019.01.011

Taher, S. S., Chan, T. J., Zolkepli, I. A., & Sharipudin, M. N. S. (2022). Mediating role of parasocial relationships on
social media influencers’ reputation signals and purchase intention of beauty products. Romanian Journal of
Communication and Public Relations, 24(3), 45-66. https://doi.org/10.21018/rjcpr.2022.3.348

Tian, J. (2023). Research on the Marketing Strategy of Beauty Brands in the Background of Social Media—Take
“Colorkey” as an Example. In H. Mallick et al. (Eds.). Proceedings of the 2022 4" International Conference on
Economic Management and Cultural Industry (ICEMCI 2022), 231, 1267-1277.
https://doi.org/10.2991/978-94-6463-098-5_144

Tian, S., Cho, S. Y., Jia, X., Sun, R., & Tsai, W. S. (2023). Antecedents and outcomes of Generation Z consumers’
contrastive and assimilative upward comparisons with social media influencers. Journal of Product & Brand
Management, 32(7), 1046-1062. https://doi.org/10.1108/JPBM-02-2022-3879

Wang, L., & Lee, J. H. (2021). The impact of K-beauty social media influencers, sponsorship, and product exposure on
consumer acceptance of new products. Fashion and Textiles, 8, 15. https://doi.org/10.1186/s40691-020-00239-0

Woodroof, P., Howie, K-M., Syrdal A. H., & Vanmeter, R. (2020). What’s done in the dark will be brought to the light:
Effects of influencer transparency on product efficacy and purchase intentions. Journal of Product & Brand
Management, 29(5), 675-688. https://doi.org/10.1108/JPBM-05-2019-2362

Yuan, Y., Yeh, Y., Wu, C., Liu, C., Chen, H., & Chen, C. (2022). The study of para-social interaction with
e-word-of-mouth for influencer marketing by complex computing. Journal of Organizational and End User
Computing (JOEUC), 34(3), 1-15. http://doi.org/10.4018/JOEUC.287105

Zaidi, I. A., & Hayat, W. (2021). Advertisement of beauty products using social media influencers (SMIs) and customers’
trust in Shah Alam. Forum Komunikasi, 16(2), 40-62.

Zak, S., & Hasprova, M. (2020). The role of influencers in the consumer decision-making process. SHS Web of
Conferences, 74, 03014. https://doi.org/10.1051/shsconf/20207403014

139


https://doi.org/10.1016/j.digbus.2021.100008
https://doi.org/10.1108/ITP-05-2022-0371
https://doi.org/10.1108/JRIM-02-2023-0062
https://doi.org/10.2991/978-94-6463-098-5_144
https://doi.org/10.1186/s40691-020-00239-0

